LOCAL MONOPOLY IN THE DAILY NEWSPAPER INDUSTRY

CoNCENTRATION of ownership in mass communications industries is a
prominent fact in American life! In the more modern mass media, eight
major studios dominate film production.? A majority of AM radio stations
and a large percentage of television outlets are affiliates of five major radio
and TV networks.® In more traditional media, a handful of publishers supplies
the bulk of popular ‘magazine circulation.t And a few dozen regional and
national chains own newspapers which account for almost half of total daily
circulation and more than half of total Sunday circulation.® Though govern-
ment agencies in recent years have challenged this pattern, concentration
persists.®

1. For general discussion, see 2 CHAFEE, GOVERNMENT AND MAss COMMUNICATIONS
(1947) ; CommissioN- oN FRregpoM OF THE PRress, A FREE AND RESPONSIBLE Press
(1947) ; Ernst, THE First FrEEDOM (1946). See also Hudmes, PrejupIcE AND TUHE
Press (1950) (reply to:Mr. Ernst and the Commission).

2. See Brady, The Problem of Monopoly in Motion Pictures, in Mass CoMMUNI«
caTioN 168 (Schramm ed. 1949) ; ComassioN oN FreeposM OF THE PRESS, op. cil. stipra
note 1, at 41-2; see also.InGLis, FReeboM or THE Movies (1947).

3. Of 2183 AM stations in operation in 1949, SiepMANN, RAbto, TELEVISION AND
Sociery 46 (1950), 1136 were affiliated with Mutual, ABC, CBS, or NBC. Comment,
The Impact of the FCCls Chain Broadcasting Rules, 60 YAl L.J. 78, 93 n75 (1951).
And of 62 communities served by TV stations in 1950, 40 were interconnccted; most
stations in these communities were affiliated with one or more of the four TV networks:
Dumont, ABC, NBC and CBS. Id. at 102.

4. See CommissioN on FReEDOM oF THE PRESS, op. cit. supra note 1, at 38-9,

5. A “chain” is defined as a newspaper ownership possessing two or more units in
different cities. Nixon, ‘Concentration and Absenteeism in Daily Newspaper Ownership,
22 Journ. Q. 97, 105 (1945). In 1945, 76 chains owned 370 dailies (21.2 per cent of the
total) accounting for approximately 43 per cent of total daily circulation; 329 per cent of
all Sunday papers were chain-owned, and these accounted for 53.8 per cent of total Sunday
circulation. Id. at 106, 109. As of 1949, there were 70 chains controlling 386 dailics. Ray,
Economic Forces as Factors in Daily Newspaper Concentration, 29 Journ, Q. 31, 32-3
(1952). Chain growth in recent years has tended to be intensive rather than extensive,
Total number of dailies owned by the two largest national chains, Hearst and Scripps-
Howard, has declined since 1935. Yet during the same period the number of state-wide
or regional chains has multiplied. In 1945, 44 of the 76 chains were confined to one state.
Nixon, suprae, at 106-110.

6. In the motion picture industry, government activity has focused on competitive
restraints in exhibition and distribution rather than in production. See United States v.
Paramount Pictures, Inc., 334 U.S. 131 (1948) ; United States v. Griffith, 334 U.S. 100
(1948) ; Schine Theatres, Inc. v. United States, 334 U.S. 110 (1948). For analysis of
these and other cases and critique of past government action, see McDonough & Winslow,
The Motion Picture Industry: United States v. Oligopoly, 1 Stan. L. Rev. 385 (1949),

In the radio industry, the FCCs Chain Broadcasting Rules, 47 Cope Fep. Reas.
§§3.101-109 (AM), 3.231-40 (FM), 3.631-40 (TV) (Supp. 1950), were “designed to
curb the growing power of thé networks and to eliminate specific restraints embodicd in
contracts between the networks and their member stations.” Comment, The Impact of the
FCC’s Chain Broadcasting Rulés, 60 YaLe L.J. 78 (1951). For opinion that “[t]he im-
pact of the Rules on the industry has been slight,” see id. at 79, 87-98.
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On the level of the local community, concentration in daily newspaper
control is almost universal. Although entry of dailies into previously vacant
localities created mew one-paper towns,” newspaper merger, mortality, and
combination have been the principal factors in a 20th Century trend toward
single-publisher communities. Newspaper disappearances resulting from out-
right suspension, shift into less-than-daily operation, or consolidation of two
units into one, ended multiplicity of newspapers in many cities.® Replace-
ments for deceased dailies came infrequently, for birth-rate of dailies failed
to match death-rate;'° despite increasing nation-wide circulation,’* the total
number of dailies fell by one-fourth between 1909 and 1950.3* Thus today

7. Total number of cities with one or more daily newspapers:
Year 1909 1920 1930 1937 1945 1951
Cities 1207 1295 1402 1460 1394 1443

Sources: Ernst, THE Fzst Freenonm 234 (1946) ; Nixun, supra note 5, at 101; Emwon
& PuBLISHER INTERWATIONAL YEAREOOK (1952) (hereinafter cited as Ep. & Pun. Year-
BOOK).

8. “Consolidation” or “merger” as used herein means the amalgamation of two dailies
into a single daily. “Combination” means the common ownership of two or more distinct
dailies in a single community.

9. Analysis of 576 daily newspaper disappearances between December 31, 1929, and
December 31, 1944, showed that 276 were eliminated through “cutright suspension,” 165
vrere “merged and dropped,” and 135 went from daily to less frequent publication. Statis-
tics by American Newspaper Publishers Association, in Nixen, supra note 5, at 99.

10. 598 dailies were started between 1929 and 1950, but only 225 were still in business
in 1950. Meanwhile, 374 dailies in existence at the start of the 1922-1930 period dis-
appeared by 1950. Thus the net change between 1929 and 1930 was a loss of 149 daily
newspapers. American Newspaper Publishers Association Bulletin Neo. 5203, July 27,
1950.

11. Total daily circulation has grown even faster than populaticn or literate popu-
lation in the United States. Between 1909 and 1931 total circulation rese from 24,211,977,
Lrg, THE Dany NEwSPAPER IN AMERICA 726 (1937), to 54,017,933, Ev. & Pub. YEAR-
200K (1952), an increase of 123 per cent. In the same period, populaticn increased 71 per
cent. U.S. Census data. Literate population increased about 57 per cent. U.S. Census data.
Vet daily newspaper circulation may be currently on the downswing of a cycle. Daven-
port, Treads and Cycles in Daily Newspaper Circulation, 27 Jours. Q. 282, 287 (1930).

12. Number of dailies in actual numbers and as a percentage of total dailies in 1909:

Year 1969 1921 1931 1932 1947
Dailies 2600 2335 2044 2040 1854
% of 1909 100 90 79 78 71

Source: U.S. Census data, in Leg, TEE DALY NEWSPAPER IN AMERICA 719 (1937) and in
CENSUS oF MANUFACTURERS 1947, op. cit. fifra note 127, at 9.

Varying definitions of “daily newspaper,” however, cause discrepancies in statistics
provided by different sources for total number of dailies. See LEg, op. cit. supra, at 705-9
(1937). But all data indicate a definite decline. See N.W. Ayer data in Erxist, THE Fmsy
Freepoxs 279-80 (1946) ; En. & Pus. YeAReo0K data in FriEmaN, THE NEWSFRINT PRo3-
L1, table 13 (1948). See also note 20 infra.

Increase in total circulation and decrease in number of dailies is more marked in the
morning than in the evening field. Between 1925 and 1930 circulation of all evening pagers
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more than 80 per cent of all cities served by local dailies have only one paper.1
Moreover, combination reduced multiplicity of ownerships by placing once-
independent dailies under single control.'* About ten per cent of newspaper-
cities have two or more dailies owned by one publisher.2® Although remaining
cities,’® where separate ownerships exist, are typically of metropolitan size

rose 47 per cent while number of evening papers declined by 9 per cent. Yet in the same
period total morning circulation increased 68 per cent, while number of morning dailies
dropped by 25 per cent. Ep. & Pus. Yearsook (1952) ; Editor & Publisher, Aug. 11, 1951,
p. 7 (hereinafter cited as Ed. & Pub.). The disparity is attributable to the fact that
morning papers, with more time than evening dailies for distribution, derive more advan«
tage from modern transportation facilities, can thus spread from large cities into smaller
neighboring communities and grow in circulation while crowding out smaller morning
dailies. See LEE, op. cit. supra, at 67. Yet expansion of metropolitan morning dailies has
not resulted in a greater increase of “monopoly” mewspaper towns, see note 19 infra,
among “satellites” of metropolitan centers than among other communities, Neurath, One-
Publisher Communities: Factors Influencing Trend, 21 Journ. Q. 230, 240-1 (1944).
Another reason for greater numerical decline of morning papers has been preference of
advertisers in many communities for evening readership, Ray, Economic Forces as Factors
in Daily Newspaper Concentration, 29 Journ. Q. 31, 33 (1952). And see notes 179, 180,
203 infra.
13. One-paper towns as a percentage of all cities with daily newspaper service:
Year 1909 1923 1928 1945 1951
Cities 43% 60% 69% 79% 81%

Sources: Ernst, TrHE First Freevom 284 (1946) ; Ed. & Pub., Aug. 18, 1928, p. 3;
Nixon, supra note 5, at 101; Ep. & Pus. YEarBooK (1952).

A similar trend toward one-paper towns exists in the weekly newspaper field, In 1945,
77 per cent of all weeklies were situated in towns with more than one weekly, SurvivaL
oF A Frer, CoMPETITIVE PRESS, REPORT OF CHAIRMAN OF SENATE SMALL Business CoM-
wmr1TTEE, SEN. Comn. Print No. 17, 80th Cong., 1st Sess. 15 (1947) (hereinafter cited as
SurvivAL oF A Free, CoMPETITIVE PRESS), as compared to 89 per cent in 1951, The
American Press, July, 1951, p. 9.

14. Of cities with two or more daily papers in 1928, 87 communities (or 21 per cent)
had all dailies under one publisher, Ed. & Pub., Aug. 18, 1928, p. 3; 161 cities (55 per
cent) were in this category in 1945, Nixon, supra note 5, at 103; and 158 (59 per ccnt)
such cities in 1951. Ep. & Pus. YeArBooK (1952). These data do not include cities where
all papers are under a “partial-combination” plan, with joint control of advertising or
printing facilities but autonomy of ownership and editorial policy. There were 13 such
cities in 1945, Nixon, supra, at 101, and 15 in 1951. Ep. & Pup. YeARsOOK (1952).

Combination ownerships also exist in cities where there are other dailies outside the
combination ; thus the total number of combinations in 1949 was 196. RAY, CONCENTRATION
oF OWNERSHIP AND CONTROL IN THE DALY NEWSPAPER INDUSTRY 4 (1951) (unpublished
MS. in Columbia University Library).

15. Multi-paper, one-publisher towns were six per cent of total number of newspaper
cities in 1930. Nixon, sipra note 5, at 101, 103. In 1951, they were 11 per cent. Ep. & Pup,
YEArBOOK (1952).

16. Multi-publisher cities as a percentage of total newspaper cities:

Year 1920 1942 1951
Cities 549 127 110
Percent.  42% 9% 8%

Sources: FieLp, Freepom 15 More THAN A Worp 76 (1945) ; Ev. & Pun. YEARuooK
(1952).
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and account for more than half of national circulation,!” a single publisher
serves almost half of all cities of more than 100,000 population?® In short,
more than 90 per cent of the nation’s newspaper communities are one-pub-
lisher—or monopoly—towns.?® Although the decline in number of dailies has
recently abated,?® the trend toward local monopoly persists, a trend whose
significance increasingly deserves exploration.

NewspAPER MoNoroLy AND THE DEMOCRATIC PROCESS
Analysis of the consequences of local newspaper monopoly proceeds from

the fundamental assumption that proper functioning of the democratic pro-
cess in any community depends upon enlightened discussion and debate.*!

17. In 1945 the 17 cities with population greater than 400,000 all had more than cne
publisher. And two-thirds of cities in the 300,000-400,000 populaticn groups were multi-
publisher cities. Largely because of these cities, a 1945 analysis showed that newspapers
in “competitive” communities enjoyed 60 per cent of circulation. Nixon, sufra note 5, at
108. Moreover, this analysis excluded from the “competitive” category cities with ail
papers under a partial-combination plan. See note 14 supra. Yet increase of ene-daily and
one-publisher cities since 1945, notes 13 and 14 supra, probably indicates that even the G0
per cent estimate must be reduced today.

Over time, the greatest decrease in number of dailies has come in the smaller circula-
tion groups, especially in the under-5,000 class. Ed. & Pub,, Jan. 4, 1947, p. 7. Yet in terms
of number of ownerships, there is actually a greater replacement rate in some smaller
circulation groups than in larger groups. Neurath, supra note 12, at 232

18. As of 1945, 43 per cent of cities in the 100,000 population group had canly one
daily newspaper ownership. Nixon, supra note 5, at 103. In earlier years the average
number of ownerships per city of more than 100,000 populaticn was:

Year 1910 1920 1930 1939

Ownerships 4.0 3.6 34 26
Source: Ernst, THE First Freevort 286 (1946).

19. A “monopoly” city is defined herein as a city with one or more local dailies, all
owned by one publisher. Percentage of monopoly cities to total newspaper cities in past

30 years:

Year 1920 1930 1945 1951
Cities 57% 79% 92%% 9252

Sources: FreLp, Freepon Is MoRE TEAN A Worp 76 (1945) ; Nixon, supra note 5, at 101;
Ep. & Pub. Yeareoor (1952).

Development of local concentration is also apparent in the press of Great Britain. Be-
tween 1921 and 1947 a 30 per cent decrease in the total number of “provincial” dailies
(those published outside of London) was largely responsible for a 42 per cent increase in
provincial one-daily towns. Thus in 1948 of all provincial newspaper-cities, 70 per cent
had only one local daily and 88 per cent had only one publisher. Rovar Corassion ox
THE Press, Report 74, 187-8 (1949).

20. In 1951, there was a net gain of four evemng papers and a net loss of three
morning papers, leaving a net loss of only one daily newspaper. Ed. & Pub,, Feb. 2, 1952,
o. 7. .
21. See e.g., MLToN, AReOPAGITICA (1644) (early campaign for “liberty of unlicensed
printing”) ; ML, ON Lieerty c. 2 (1859). In the United States, the drafters of the First
Amendment have been considered as aiming to preserve public discussion for its prag-
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This, in turn, is achievable only when the public possesses a realistic mental
picture of the world in which it lives 22 and when citizens hold independent
attitudes on issues requiring community decision.?? While relative effect on
enlightened debate of monopoly and multiplicity in daily newspaper owner-
ship has not yet received thoroughgoing scientific study,?® existing research
forms a basis for theoretical analysis.

Effects of Newspapers on Reader Attitudes

Although the potential of any mass medium to cause complete attitude
conversions is probably minimal, media can modify or reinforce audience
predispositions.2> Newspapers share the ability of other media to influence

matic values as much as for more abstract ends. 2 CooLeEy, CONSTITUTIONAL LIMITATIONS
886 (8th ed. 1927). See also the classic statement of Learned Hand, J,, in United States
v. Asgsociated Press, 52 F. Supp. 362, 372 (S.D. N.Y. 1943) ; and see Holmes, J., dis-
senting in Abrams v. United States, 250 U.S. 616, 624 (1919) ; Brandeis, J., concurring
in Whitney v. California, 274 U.S. 357, 375 (1927). For brief description of the role of
debate and discussion in political life, see LassweLL, DemocrAcy Turoucn Puntic
OrintoN 105-6 (1941).

22. “We shall assume that what each man does is based not on direct and certain
knowledge, but on pictures made by himself or given to him. . .. The way in which the
world is imagined determines at any particular moment what men will do.” LiprMANN,
PusLic Oeinion 25 (1930). Thus the formulation of “sound public opinions’ depends on
citizens’ acting “on a realistic picture of the invisible world.” Id. at 314. To the press has
been handed the role of “stretching the mental world of the individual beyond [the] limit
of personal observation and acquaintance.” BRUCKER, FrReepoM oF INrorMATION 11 (1949).

23. Discussion and participation in political processes often comes through existence
of special-interest or minority groups in the community holding differentiated attitudes,
For recent review of role of groups, see LATHAM, Group Basis or PoLrrics ¢, 1 (1952).
See also note 52 fra.

24. BRUCKER, FreEDOM OF INFORMATION 73-4 (1949). There is in fact a “disappointing
scarcity of empirical research bearing directly on the problems of communication cffects”
in general, although “there is much helpful, though tangential evidence.” Schramm,
The Effects of Mass Communications: A Review, 26 Journ. Q. 397 (1949). For review
of current hypotheses in the field of effect analysis, see ibid.; KrAppER, THE EFreCTS OF
Mass Mepra (1950).

25. Predispositions, the attitudes prevalent in the audience at the moment it receives
a given communication, are shaped by economic, occupational, religious, age, sex, and
social class lines, and also by individual feelings of satisfaction or disaffection within class
lines. Kornhauser, Analysis of ‘Class’ Structure of Contemporary Society: Psychological
Bases of Class Divisions, in Reaper IN Pusric Opinion Anp CoMmuNicATION 70, 82
(Berelson & Janowitz ed. 1950) ; LassweLL, DEMoCRACY THROUGH PunLic Orinion 29-31
(1941). Conversion of these predispositions is most feasible under conditions of complete
“authoritarian” monopoly over communications facilities, when disparate messages cannot
come through mass media. But in the United States a communicator can only approximate
such a monopoly position when he advocates attitudes “which already enjoy almost uni-
versal sanction.” Kvrapper, THE Errects oF Mass Mepia 1V—21-22, 57 (1950) ; Berelson,
Commwmnications and Public Opinion, in READER 1N PubLIc OpINION AND COMMUNICATION,
supra, at 448, 457. Under non-monopoly conditions, the effects of mass media will depend
on the kind of communication, the medium through which it comes, the issues with which
it deals, and the strength of the predispositions it must confront. Id. at 451-7; Schramm,



1952] MONOPOLY IN NEIVSPAPER INDUSTRY 953

attitudes, although the daily press has not retained its once unchallenged
leadership as a shaper of community sentiments.®® Possible explanations of
the press’ fall from power are several: radio and television popularity;*” often
greater retention or persuasion value of aural communications as compared
to print;?® relative de-personalization of modern journalism;*° alleged failure
of newspaper editorials to acknowledge changed economic conditions.*? Yet
newspapers do not go unheeded.3! Radio and television focus public attention

supra note 24, at 405-6. In any event, the effect on predispositions is likely to be
“reinforcement rather than change, modification rather than cenversion” Id, at 403. Yet
the long-run effects of mass media may be powerful. For the predispositions which any
given communication may reinforce or modify are themselves 2 product of the cumulative
effect of past communications. Schramm, supra, at 405; Berelson, Consiusications
and Public Opinion, supra, at 459. And these long-run community attitudes may in
turn influence what the mass media say, thus creating a reciprocal process which may
multiply the effects of mass media. Id. at 450-1; Schramm, supra, at 407.

26. Bocarous, TaE MARING oF Pustic Oriniow 56-7 (1951). The great majority
of dailies, for example, supported Republican Presidential candidates in the last three
elections, yet were unable to secure the accord of a majority of the voters. Id. at 57. Yet
newspapers contributed to Democratic victories by printing candidates' photos and
speeches. And some observers have suggested that Republican candidates might have
received fewer votes than they did without overwhelming press support. Erwsr & Lotn,
Tae Peorre KNow Best 46 (1949) ; MacDougall, The Asicricass Press’s Influcnce on
Public Opinion, 3 INT’L. J. oF OriNton AND ATTITUDE RES. 2531 (1949).

For examples of the influence of newspapers in past decades, see SArxtox, THE NEWS-
PAPER AND AUTHORITY ¢ 14 (1923).

27. See LazARSFELD, RApIo AND THE PrINTED PAcE cc. 4-6 (1940). Surveys indicate
that radio has become the preferred or the more utilized source of news for certain popu-
1ation groups: “poor”and “lower middle” class groups in middle-size cities; rural groups;
. young people; and females in some groups where males still prefer newspapers. Sece 1d.
at 219; Hearings before Committee on Interstate and Foreign Commerce, House of Repre-
sentatives on H.R. 5497, 77th Cong., 2d Sess. 269-72 (1942); LazARSFELD & STANTON,
Ranio Researcr 1941, 222 (1941). But see note 32 fufra.

28. Aural presentation of brief and simple material more effectively elicits retention
than does visual presentation, although for complex material, the relative retention of
aural and visual presentation probably depends on the educational level of the audience.
Kirarerr, THE ErFFects oF Mass Mepia J1-26-7 (1950). And as an instrument of per-
suasion radio communication has been found more effective than print in various field
and laboratory studies. See Lazarsreip, Bererson & Gaveer, TEe Peorte's CrOICE
129 (1944) ; KLAPRER, supra, 11-9-10 (1950). For possible explanations, see Kev, Pouirics,
PARTIES, AND PressURE Groups 596 (1947) ; LazarsreLp, Rapto Anp THE PriNtEp Pace
257 (1940). And see note 31 $ufra.

29. See Boearous, TEE MaxInNG oF PusLic Orinion 56 (1951). On the decline of
“personal journalism,” see Wattersen, The Personal Equation in Journalissa, in InTeER-
PRETATIONS OF JournaLisym 141 (Mott & Casey ed. 1937).

30. Many writers have noted a “big business” orientation of the press. Sce, eg.,
Lerner, The Competition of Ideas, in Icxes, Freepor oF THE Press Topay 131, 183
(1941) ; Statement by John Cowles, quoted in IrIoN, PunLic OPINION AND PROPAGANDA
75-6 (1950) ; Serpes, Loros oF THE Press (1938).

31. In controlled experiments, researchers have demonstrated that print, and in parti~
cular, newspapers, can significantly modify audience attitudes. Krarren, Trne Errects
or Mass Meoia IV-2 (1950). Print does have certain unique qualities as an instrument of
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on current events, and newspapers benefit from this sharpened interest.’
And even from brief perusal of newspaper headlines, photos, and cartoons,
readers réceive mental images of local and world events.®® Newspaper edi-
torials, because they more often dwell on hometown issues than does “opinion
matter” in other media, may exert correspondingly greater influence on local
problems.34

Monopoly and Newspaper Content

Ability of a single newspaper to present news with perfect objectivity is
severely limited. News selection and writing are not finite sciences and neces-
sarily invoke value judgments at almost every stage.3® Nor can a newspaper,

pedagogy or persuasion: “[It] permits its audience to set their own pace, allows for re-
peated exposure, allows for treatment of any length.” Id. at II-20. And it allows specialized
appeals to minority or special-interest groups and may possibly possess greater prestige
than other media. Ibid.

32. A 1940 study showed that despite preferences of many groups for radio as a source
of news, supra note 27, proportion of regular readers was greater than proportion of
regular radio listeners for every economic and sex group. LAZARSFELD, RADIO AND THE
PriNTED PAGE 224-5 (1940). This apparent inconsistency may partly be explained by the
fact that radio news increased interest in newspapers for many in both radio-preference
and newspaper-preference groups. Id. at 262.

Television’s postwar development has probably not hurt the newspaper industry signi«
ficantly. Observers have given conflicting answers to the question of TV’s effect on news-
paper circulation, Ed. & Pub., Oct. 6, 1951, p. 51. Yet surveys indicate that TV has only
slightly decreased newspaper-reading time, while cutting heavily into radio listening. N.Y.
Times, Jan. 2, 1952, p. 82, col. 5. One explanation given for newspaper resistance to TV
is that “[T]he newspaper is so tailored to the community . . . that no member . .. can fail
to read his newspaper.” Ibid.

33. Reportorial content (news) may easily be more effective in modifying or con-
verting predispositions than editorial or interpretive content. Berelson, Communications
and Public Opinion, supra note 25, at 454, Headlines may provoke their own responses and
also affect the responses the ensuing news story produces. Doos, PunLic OrINION AND
PropacaNnDA 440-1 (1948). News photos and editorial cartoons are also powerful stimull,
See 1d. at 445-8. For statistics on popularity of various kinds of newspaper content, see
Schramm & White, Age, Education, and Economic Status as Factors in Newspaper Read«
ing, in Mass ComMUNIcATIONS 402 (Schramm ed. 1949); Schramm, The Nature of
News, id. at 288,

34. See MacDoucaLL, UNpERsTANDING PusLic OpinioN 604-5 (1952) ; FCC, Punic
SERVICE RESPONSIBILITY OF BROADCAST LICENSEES 40 (1946) (network-originated discus-
sion programs exceed locally-originated discussion programs by 30 to 1). Newspapers may
play a major role in determining success of local political party factions. See Key, PoLirics,
PARTIES, AND PRESSURE GRroUPs 594 (1947). Editorial or news “crusades” often succeed
in bringing about community reforms, although frequently newspapers have failed to do the
job. See Poynter, The Editor’s Uneasy Chair, in INTERPRETATION OF JOURNALISM 338, 339-40
(Mott & Casey ed. 1937).

35. What is the “news angle” of a story in the eyes of one reporter may be expend-
able trivia to another newsman. See Doos, PusLic OPINION AND PROPAGANDA 434 (1948),
When the story reaches the city room, further judgments must be made:

“[Alny presentation of the news requires some editorial judgment, in the mere
selection of what is worth saying—or printing in a paper—out of the immense
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in preparing either news or editorial matter, base its value judgments com-
pletely on the “public interest.”3¢ “Public interest” means different things
to different men ;3 if it did not, perfect uniformity of opinion would prevail,
uniformity which in itself might conflict with the necessity for en-
lightened discussion. Moreover, a single newspaper cannot fully diversify
its news or opinion presentations. Generally only one reporter and one edi-
torial dictum cover a single news development;®® space limitations restrict
vox pop letter columns;®® syndicated columnists often do not disagree, and
rarely treat local issues.20

Although extreme patterns of content uniformity may co-exist with multiple
ownership, presentation more diversified than under single ownership is likely.

volume of reports received; still more in the vrriting of headlines, or the estimate
of the relative importance of news as indicated by the length of the story and its
position on the page. If it be said that the broadcaster's personal prejudices are
likely to enter into his selection or judgment, the same is true of newspaper editors;
as can be proved from almost any paper any day. I use the word ‘prejudices’ there,
I mean a man’s predilections and opinions.”
Testimony of Elmer Davis, Hearings on H.R. 5497, supra note 27, at 233. Sce also Lrep-
mANN, PueLic Opixntox 354 (1930). For a significant account of the way a telegraph
editor makes subjective judgments in selecting one tenth of all incoming wire, service
reports, see White, The “Gate Keeper”: A Case Study In the Selectivi of News, 27
Jourw. Q. 383 (1950).

Nor can even the most careful newspapers maintain perfect accuracy under conditions
of high speed and pressure. A check of stories in Minneapolis papers in 1936 indicated
that only 54 per cent of 591 items were asserted to be absolutely accurate by the news
sources. Charnley, Preliminary Notes on a Study of Newspaper Acenracy, 13 Joun, Q.
394 (1936).

36. For views that monopoly newspapers may enjoy greater economic strength than
papers in multi-owner situations; can resist pressures from advertisers or temptation to
sensationalize; and thus can provide a paper produced in the “public interest” which
serves the entire community well, see statements in 2 CHAFEE, GOVERNMENT AND Mass
CorqunicaTions 617 (1947) ; statement of E. K. Lindley, in Mass Coxrrurmications
164-5 (Schramm ed. 1949).

37. See Swanson, AMidcity Dailv: The Newspaper as it Appeared to Be, 26 Journa.
Q. 304 (1949), showing disparate views of different community groups on the fairness and
lack of bias in news reports of a Midwestern daily.

38. If publisher and editorial writer disagree, it is usually the publisher's editorial
view that gets printed. See statement by Gerald Johnson, in Ed. & Pub., Nov. 3, 1951, p.
12; CoxnrisstoN oN Freepoy oF THE Press, A FRee AND Resronsiste Press 60-1 (1947).
Yet there have been instances where the publisher assigned an adjoining column to the
opinion of a dissenting editorialist. See, e.g., Ed. & Pub,, Jan. 19, 1952, p. 64.

39. Newspapers receive more letters than they can print. Ed. & Pub., Jan. 19, 1952,
p. 64. Many papers try to print a representative sample. See, ¢.g., statement of an Indiana
editor, in Ed. & Pub., June 7, 1947, p. 54. Vet if a paper does not choose to print a letter
and the writer has no other place to turn, “he must hiré a printer, print his broadside, dis-
tribute it at his own expense, and be considered queer.” Letter from a New York State
editor quoted in Brucker, FrReEDOM OF INFoR:mATION 63 (1949).

40. Syndicated columnists may, however, cover especially newsworthy localized hap-
penings, particularly if they oceur in a major city. But it is then not a “local issuc™ in other
cities whose dailies print the column,
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Independent dailies may follow identical news and editorial policies.#* On
the other hand, a monopoly publisher may deliberately purge his pages of all
news or editorial matter inconsistent with his own opinions, thus reinforcing
the limitations on diversity inherent in singleness of ownership.42 T'wo or more
dailies may not provide more objectivity or “public interest” journalism than
the single paper.*® But separate news reports, headlines, and page make-ups
may stress different aspects of current events, and editorial conclusions may
differ.#* Singleness of publisher control over both dailies, however, generally
results in singleness of editorial policy #* and may also cause uniformity of
news policy and duplication of news reports in both papers.48

41. “Likemindedness” of publishers has been studied in published surveys of two
communities. In one city editorials and news policies in both papers coincided in several
important respects. Bigman, Rivals in Conformity: 4 Study of Two Competing Dailics,
25 Journ. Q. 127 (1948). And the editorial pages in papers serving the Lynds' Middle-
town were both “colorless and noncommital” and Republican. Lyxp & Lynp, MiopLe«
TOWN IN TRaNsiTION 377, 380-1 (1937).

42. See, e.g.,"description of how dailies in Butte, Montana, both owned by the Anan«
conda Copper Mining Company, covered local strike trouble, in Howard, Butte, City
with a “Kick” in It, in Our Far Ciry 310-14 (Allen ed. 1947).

43. See note 36 supre. And see, e.g., statement of one prominent editor

“One of the most competitive cities in the country is Boston, which has not had
(at least until very recently) a single daily of general circulation that measures
up to anything like the standards of the ‘monopolistic’ Louisville Courier-Journal
or the Minneapolis Star and Tribune. . . .”

Seymour, in Mass ComMuNIcATIONS 164 (Schramm ed. 1949).

44. See note 35 supra.

45. In some instances, monopoly publishers have attempted to provide diversity in
editorial opinion for their two or more dailies. See, e.g., Ed. & Pub., Feb. 2, 1952, p. 45
(Republican and Democratic dailies published from same plant by single Iowa owner-
ship) ; Ed. & Pub., Mar. 31, 1951, p. 30 (editorial differentiation between Madison (Wis,)
State Journal and Capital-Times, combined under a single ownership). Yet such attempts
sometimes break down when the editorial issues are of primary concern to the publisher,
For past examples of publisher dictation of news and editorial policy in supposedly au-
tonomous Springfield, Massachusetts, dailies, see SimoN, NEWSPAPER MORTALITY AND
ConcentratiON 115-7 (1950) (unpublished MS. on file in Department of History and
Literature, Harvard University). And in some cities where this has been tried, “the edi-
torials in one of the papers lack sincerity, or can be suspected of lacking sincerity.” State-
ment quoted in Nixon, supra note 5, at 104.

46. Some monopoly publishers have also tried to encourage newsgathering com-
petition among staffs, and to some extent this may have been successful. Ed. & Pub., Aug.
27, 1949, p. 8. But see notes 42 and 45 supra.

Accuracy may be strengthened by the existence of independently-owned dailies: “Lack
of competition often means careless and inaccurate reporting, failure to report all the
newsworthy events, and a tendency to ‘play safe.’ . . . But where there is competition, if
a reporter overlooks a story, his rival may get it. If he writes inaccurately the opposition
sets the public straight. How gleefully they used to do it!" Bird, Newspaper Monopoly
and Political Independence, 17 Journ. Q. 207, 210 (1940). See also testimony of Robert
Lasch, Hearings before Subcommittee No. 2 of the Committee on the Judiciary, House
of Representatives, on H.R. 110, 80th Cong., 1st Sess. 46 (1947). This desire to correct
the “opposition” may be less strong where in fact there is no “opposition,” but only a
sister paper with reporters on the same payroll.
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Effect of Content Diversity

In a monopoly newspaper community, non-diversified presentation of
news and editorial matter probably reinforces attitudes of those readers al-
ready in accord with policies of the local press.i” With readers not favorably
predisposed, the local press may modify attitudes in the direction pointed to
by orientation of news and editorial material.®® Thus the monopoly daily or
dailies may exert a steady pressure towards uniformity in community senti-
ments.*® But where several independent newspapers serve a city, the reader
who buys more than one % will probably acquire a more multi-faceted im-
pression of current history. Conflicting press stimuli may jog his predis-
positions. And even if citizens buy only that paper whose policies seem most
congenial,?* the fact of diversity probably ensures that different predispositions
of separate community groups receive intensification; and through personal
contact with others, each group may gain knowledge of varied community
attitudes.52 In sum, diversity of newspaper content may provide the com-
munity with a more complete “mental picture” of current events and ideas,
and encourage independent and differentiated attitudes.®

Multiplicity of daily newspaper ownership seems more likely than monopoly
to promote effective working of the democratic process. Other mass media
cannot fully supply the diversity in news and editorial content vhich daily-

47. Reinforcement may be particularly marked where readers are members of a par-
tisan group reading their official journal. Dcos, PusLic Orixiex AxD Propacanpa 437
(1948).

48. “In one-newspaper communities . . . the men and woemen who disagree with the
paper’s viewpoint must read its columns anyhow if they are to remain informed concern-
ing local events.” Ibid.

49. Ie., by the creation of one “picture” in readers’ minds. See note 22 supra.

50. Where 2 community has more than one daily, a large percentage of families will
buy more than one. NixoN, PRINCIPLES OF ADVERTISING 332 (1937). “Overlapping” may
be particularly pronounced when the papers are morning and evening.

51. There is little evidence, however, that readers buy a paper because of its editorial
policies. Doo, PusLic OriNioN AND Proracawpa 437 (1948).

52. If each community group, however, receives only reinforcement of its own views,
the result might be “insulation,” and “[tlhe unchallenged assumptions of ecach group will
continue to harden into prejudice.” ConiussioN oN Freenod oF THE PRress, A FRes anp
RespoNsiBLE PrEss 23 (1947). Yet even if this is the case and if no subsequent cross-
fertilization occurs through personal contact, a multiplicity of “insulated” prejudices seems
preferable to the tendency toward a single orthodoxy in any community.

53. If newspaper multiplicity increases public discussion, the question remains as to
the most valuable form such discussion or debate can take. See LasswelL, Dextocracy
THROUGH PusLic OpINION c. 7 (1941), suggesting that although the “Hyde Park Corner”
variety of boisterous public controversy performs a valuable “catharsis function,” “the
Quaker meeting is a more appropriate model for the consideration of grave public ques-
tions.” Id. at 83-9. Yet even highly emotionalized public discussion or controversy helps
to form a “rational public opinion,” since “the very process of controversial discussion
forces a certain amount of rational consideration.” Blumer, The Mass, the Public, end
Public Opinion, in ReEaper 1N PusLic OrINIoN AND CoruunicaTiON 43, 49 (Berelson &



958 . THE YALE LAW JOURNAL [Vol. 61:948

press multiplicity affords.”* Neither weekly newspapers, neighboring city
dailies, nor national magazines match the local circulation of the hometown
press.”® And these media do not provide the extensive day-by-day coverage
of local news topics which the local daily supplies.®® Radio and television
stations, moreover, are often owned or controlled by local newspapers.5” And
stations’ news and discussion programs generally deal in non-local issues.5®
Thus the community must turn to its daily paper for continuous, locally-
oriented flow of news and views. Aware of this fact, some monopoly pub-
lishers forego advocacy in editorials on local issues, attempting instead to
serve as an impartial judge 5° or perhaps refraining from any conclusions at

Janowitz ed. 1950). But if some of the “contending views” are withheld from the “disin-
terested public or suffer from discrimination as to the possibility of being argued before
them, correspondingly, there is interference with effective public discussion.” Ibid.

54. Existence of these other mass media does, however, prevent the monopoly news-
paper from achieving a perfect monopoly over all communications channels. Sce Nixon,
The Problem of Newspaper Monopoly, in Mass Conmunications 158, 159-60 (Schramm
ed. 1949).

55. See, e.g., statistics on circulation in Lorain Journal v. United States, 342 U.S.
143, 146 n. 3 (1951); Ly~p & Lynp, MiooLeErowN 471-2 (1929). Frequently, however,
morning dailies, and particularly Sunday papers, enjoy substantial circulation in nearby
cities. See note 12 supra; circulation data in Newspaper Advertising Rates and Data
monthly publications. The estimated pre-issue circulation of all domestic magazines,
140,000,000, Ernst, THE First Frezpom 116 (1946), is greater than that enjoyed by
dailies, yet less than daily newspaper circulation over any given time period.

56. “While a number of metropolitan papers make a show of covering the smaller
nearby towns, usually they rely on one man to do the work that requires the effort of
from two to half a dozen reporters on the local paper. The ensuing news is seldom, if
ever, comprehensive and accurate.” Bird, Newspaper Monopoly and Political Independ-
ence, 17 Journ. Q. 207, 210 (1940).

57. In 1949, 24 per cent of AM broadcast stations, 39 per cent of FM stations, 47 per
cent of TV stations, and both existing facsimile stations were affiliated with daily news-
papers. Agee, Cross-Channel Ownership of Communication Media, 26 Journ. Q. 410, 411
(1949). At the same time there were 245 cities where the only newspaper owned the only
one or two radio stations, a large increase over earlier years. Note, 59 YAre L. J. 1342,
1344 n. 9 (1950). Research prepared for an FCC hearing several years ago indicated little
difference in number, distribution, or program structure of news programs presented by
affiliated and non-affiliated radio stations. Id. at 1345 n. 13. Yet single ownership of
both media nevertheless presents a possibility of less diversity than when there is separate
ownership. However, a monopoly publisher who controls all local radio and also all
local weeklies may, if so inclined, manipulate communications concerning local topics
to achieve persuasive power which begins to equal that possible under authoritarian control
conditions. See note 25 supra.

Facsimile, youngest electronic medium, might provide opportunity for diversity. Yet
because “fax” papers may not be so complete as daily papers, they may not perform the
same function. WARNER, Rapio anp TELEVISION LAw 1119-22 (1948). Morcover, much
experimental work in facsimile is being conducted by existing newspapers and their affili-
ated radio stations. SurvivaL oF A Free, CoMPETITIVE PRESS, at 30-1.

58. See FCC, op. cit. supra note 34, at 40; LAZARSFELD, RADIO AND THE PRINTED
Pace 211-2 (1940) ; note 34 supra.

59, See Allen, Economic Changes and Editorial Influence, in INTERPRETATIONS oF
JournaLisM 419, 430-2 (Mott & Casey ed. 1937).
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all. Editorial advocacy, however, may catalyze reader participation in com-
munity affairs.®® But this participation may tend to move in a single direction
in a community served by a lone newspaper advocate,

Econoamics oF Darwy NEwsPAPER CONCENTRATION

Daily newspapers must seek economic success in two separate yet interde-
pendent markets: reader circulation and advertising space sales. Circula-
tion brings in its own revenues, but it is also essential to attract advertising,
which provides the bulk of a daily’s income.® While the reader market reacts
largely to product quality,®? the advertiser market is more sensitive to price.®
Thus the publisher must provide facilities for stimulating reader demand and
satisfying it with production quantity and speed. And at the same time he
must operate at a cost low enough to permit space prices attracting advertising,

TrE CiRCULATION MARKET
Newsprint 8
Post-war increases in world-wide newsprint requirements, caused by circu-
lation and advertising advances,® have created special price problems for

60. See note 34 supra. See also CoaraissioN oN Freepoxt oF THE PRESS, op. cil.
supra note 1, at 23-4, stating that advecacy is a “proper function” of mass media, which
should, however, also publish “significant ideas contrary to their own

61. Circulation income accounts for approximately 30 per cent of total newspaper
revenues. Ed. & Pub., Apr. 7, 1951, p. 5. The remainder comes from advertising, with
only the smallest dailies gaining a significant amount of revenue from “miscel-
laneous” sources, such as job printing. NEwspAPER AupIT ANP ResearcE Brreav,
SeeciAL StatisTicat ReporT (1951) (survey of operations of 11 groups of non-metro-
politan dailies for 1950).

62. In the 19th century, however, price competition was frequent and often dramatic-~
ally effective. See Leg, THE Darwy NEWSPAPER IN AMERICA 271-3 (1937). In later years
there have been sporadic price contests, but consumer demand has reacted to quality
rather than price. See Fouquer, Newsparer ComreritioN Topay 36 (1951) (unpub-
lished thesis on file in Economics Department, Harvard University) ; and see LEs, op. cil.
supra, at 274. During World War II prices for most of the industry moved from three
to five cents per paper. BorpEN, TAyLorR & HoviE, NATIONAL ADVERTISING I NEWS-
pAPERS 435 (1946). Though prices in any city or region have tended to rise concur-
rently, individual price hikes have not cut circulation significantly. Fouguer, ap. cil.
supra, at 34. Yet trade associations, fearing a ceiling above which price would lose
readers, have advised publishers to hold prices to five cents. Id. at 35.

63. See p. 982 infra, note 205 infra.

64. Newsprint is the variety of wood pulp paper utilized in modern daily papers. it
is generally produced from hemlock, fir, and spruce softwoods, H.R. Rep. No. 505, Part
1, 82d Cong., 1st Sess. 16 (1951) (hereinafter cited as H.R. Rer, No. 505). Fer all but
extremely small-circulating journals, there is no substitute for newsprint in a daily paper.
Hearings before Subcomumnitiee on Study of Mosnopoly Power of the Cesmmitice o5 the
Judiciary, House of Representatives, Slst Cong.,, 2d Sess., Pt 6-A, p. 1127 (1930)
(hereinafter cited as Alonopoly Power Hearings.)

65. Since 1945 total newspaper circulation has risen from 48 million to 34 millien.
Ep. & Pur. Yeareooks. Advertising volume has increased approximately €0 per cent,
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domestic newspapers. Producers allocate the bulk of total newsprint produc-
tion to large and some smaller dailies holding long-term contracts which
assure maximum tonnage allowances at prices set by the seller.’> Newsprint
jobbers, brokers, and paper merchants handle the remaining output, and to
this market most small dailies and entering publishers must turn.%? Recent
uniform increases in producers’ contract prices have aroused large pub-
lishers,% for whom newsprint occupies a relatively large place in operating

and may be the largest single factor accounting for increased newsprint consumption.
SuPPLIES FOR A FREE PrEss, REPORT ON NEWSPRINT BY THE SUBCOMMITTEE oN NEWS«
PRINT OF THE SENATE SeLeEcT CoMMITTEE oN SmaLL Business, 82d Cong.,, 1st Sess.
5-6, 7 (1951) (hereinafter cited as SuppLiEs For A FrRee Press). To some extent papers
have absorbed the additional ad volume by cutting down the percentage of non-advertis«
ing space, which for one group of papers fell from 60 to 42 per cent between 1941 and
1947. Friepnman, Tae NewsprRINT PropLEM 26 (1948). Yet ad increases have forced
rises in page number, from an average of 27 pages in pre-war years to 34 pages it
recent years. Monopoly Power Hearings, at 610. An indication of increased newsprint
requirements is the increase in United States consumption since 1945, when 4,296,000
tons were used, to 1950, when consumption was 5,900,000 tons. SuprLits roR A Freu
Press, at 22.

66. Few newsprint concerns sell a significant amount of newsprint to buyers with-
out contracts. In some cases contract buyers get almost 100 per cent of production.
H.R. Repr. No. 505, at 59, and see Monopoly Power Hearings, Pt. 6-B, at 1155. And
the bulk of these contract sales are to large publishers, ibid.; in one war year 3 per cent
of the nation’s newspapers consumed 55 per cent of newsprint used in domestic dailies.
FriepmAN, THE NEwspriNT ProELEM (1948) (table 20); and sec SuppLiEs For A Fre
PrEss, at 5.

Manufacturers requested 3 to 5 year contract periods in the early 1940’'s, H.R. Rer.
No. 505, at 60, but since the war most producers have insisted on 10-12 year contracts,
1d. at 61-2; Monopoly Power Hearings, at 90-91. Contracts once assured the buyer of
his “entire requirements,” but in recent years have assured maximum tonnage allow-
ances instead. H.R. Rer. No. 505, at 65-6. Open-price provisions allow the seller to sct
the prices. See sources cited note 86 infra.

67. Monopoly Power Hearings, Pt. 6-A, at 151. Dailies with circulation greater
than 10,000 generally can make carload (25 ton) purchases, but many smaller papers
cannot, and thus are unable to contract directly with the mill. SuprLies ror A Frex
Press, at 8. Moreover, even dailies able to buy in carloads find present preduction is so
fully tapped that contracts are generally unavailable. HL.R. Ree. No. 505, at 9. In some
periods, however, some contracts were available; in late 1949 and early 1950 some pro-
ducers took on new customers. Id. at 7-8. For data on percentage of dailies buying from
mills and those buying from wholesalers and jobbers, see NEwsprrINT ror ToMorrow,
ReporT AND CONCLUSIONS OF SENATE SELECT COMMITTEE ON SMALL Business, 82d Cong.,
2d Sess. 34 (1952) (hereinafter cited as NEwsSPRINT For TonMoORROW).

68. Per-ton prices of newsprint delivered in New York City since 1945:

Year 1945 1946 1947 1948 1949 1950 1951 1952
Price in $ 60 72 88 93 100 0 107 116
Sources: SuppLIEs FOr A Free Press, at 22; H.R. Rer. No. 505, at 68; Wall Street
Journal, Feb. 21, 1952, p. 1, col. 1. The $116 price was set in July, 1951, Fortune, Sept.,
1951, p. 118.

On May 16, 1952, the Canadian Government approved a $10 increase in Canadian news-«
print, N.Y. Times, May 17, 1952, p. 20, col. 3, and within one week six leading producers
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budgets.®® And the jobber market is often “tight,” with open market prices
not only exceeding contract prices, but higher than most papers seem willing
to pay.”®

Failure of producers to maximize production from existing mill facilities
in early post-war years,” coupled with steadily climbing American newsprint
needs,” has caused periods of sharp price rises in the jobber market.™

had announced the increase to their United States customers, although one large firm
was holding back. Ed. & Pub., May 24, 1952, pp. 7, 50. The price action was taken over
the vigorous protests of United States publishers, Congressmen, and Office of Price
Stabilization. See ibid.; N.Y. Times, May 22, 1952, p. 39, col. 2. Yet neither publishers
nor OPS wished to impose ceiling prices, N.Y. Times, May 21, 1932, p. 1§, col. 1, and
“retaliation” suggestions generally “found little support.” Ed. & Pub., May 24, 1932, p. 7.
A Canadian Government spokesman explained the increase by the fact that preducers'
returns had decreased by $20 a ton in the past year. Id. at p. 50. Meanwhile, publishers
renewed efforts to reduce newsprint consumption and predicted a round of advertising
and subscription rate rises. Id. at p. 7.

Price increases have generally been uniform for all producers. Sce note &9 infra.
For examples of publisher objection to rising prices, see Monoply Peower Hearings,
Pt. 6-B, at 1091, 1096; Ed. & Pub., May 24, 1952, pp. 9-10. Some publishers refrain from
blaming producers for rising prices. See, e.g., Monopoly Power Hearings, Pt. 6-A, at 590,

Suspension or consolidation of several large dailies has been attributed to rising news-
print costs. See id. at 1127. For newsprint price history, 1780-1935, see Leg, THe DaiLy
NEWSPAPER IN AMmEerica 742-5 (1937).

69. Paper and ink as a percentage of total revenues, 1951:

Circulation (in 1000°s): 10-25 25-30 £0-100 QOver 100
Percentage of revenue: 15.88 19.50 2300 38.12

Source: Ed. & Pub., Apr. 12, 1952, p. 74. Ink accounts for only 1-2 per cent of paper
and ink costs.

70. Even in times not considered “tight,” non-contract purchasers have generally had
to pay open-market price about ten per cent higher than the contract price. Moreover,
“[t]he price for less-than-carload lots increases progressively as the size of the purchace
diminishes.” Department of Justice press release, May 24, 1939, in Monopaly Potwer
Hearings, Pt. 6-B, at 490. This extra cost “tends to disappear” in depressivn periods.
Ibid.

71. United States newsprint production was at approximately 73 per cent of capacity
in 1945, approximately 90 per cent of capacity in 1946. Menopoly Power Hearings, Pt
6-B, at 43. Canadian newsprint production was approximately 75 per cent of capacity
in 1945, approximately 95 per cent of capacity in 1946. Frrerxaxw, Tee Newseant
ProsLEys (1948) (table 10). In following years, however, production in both countries
was equal to or in excess of mill capacity. Ibid.; H.R. Rep, No. 503, at 3.

72. See note 65 supra. Wartime government rationing of newsprint, under War
Production Board Order L-240, ended in 1946, thus increasing consumption of large
dailies and placing dailies buying on the spot market at a disadvantage. Frieprtax, THC
NEwsPRINT Prosrev 31-5 (1948) ; SurvivaL oF A Freg, CoxpETITIVE PrESs, at 37.

73. In years immediately following the end of the war, spot market prices often went
to $200 a ton, or three times the contract price. Yet in the middle of 195U, the sput
market price differential was smaller for most papers, Monapoly Power Hcarings, Pt.
6-A, at 151-2; id., Pt. 6-B, at 37, though some papers were still paying approximately
$200 a ton. Ibid. One report, however, stated that mid-1951 spot-market prices “flour-
ished at reported high of $300 a ton.” Wall Street Journal, Feb. 21, 1932, p. 1, col. 1.
Data in NEWSPRINT FOrR Tonorrow, at 34, indicates that in recent months mure large-
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Price levels often rose so high that many dailies found newsprint in fact
“unavailable.”™ And few of these dailies could seek full relief from contract-
ing-holding publishers with surplus newsprint;™ contracts imposed end-use
restrictions.™ Although the jobber market has recently become “looser,”
uncertainty remains.” Accordingly, many present and potential publishers 8

circulation dailies than small were forced to buy print at more than their “regular” price,
and for larger dailies this “irregular” price was higher. Yet the “regular” price of small
papers, more of whom buy from jobbers, was higher, and there was no indication how
frequently any category was forced to buy at “irregular” prices. For non-contract prices
in this country of foreign newsprint, see H.R. Rep. No. 505, at 90.

74. For contract holders, it is said, the newsprint problem has been one of “price”,
for smaller dailies, one of “availability”. SuppLiEs For A FRee Press, 12; Fortune,
Sept., 1951, p. 166. When the spot market was “tightest,” publishers have complained that
“there is no open newsprint market,” SurvivAL oF A Freg, CoMpETITIVE PRESS, at 38.

Failure of dailies to obtain newsprint at prices which they could profitably pay caused
exclusion of ads and refusal of new subscriptions, H.R. Rep. No. 505, at 11, thus limiting
revenues in times of rising costs. SurvivaL oF A Free, ComperiTive PrEss, at 37; see
also Monopoly Power Hearings, Pt. 6-B, at 1005. Although industry spokesmen have
" stated that no daily has suspended “solely for lack of nmewsprint,” id.,, Pt. 6-A, at 121,
newsprint problems have been responsible in “small” or “large” degree for some suspen«
sions. H.R. Rep. No. 505, at 10. And see Ed. and Pub.,, July 28, 1951, p. 7 (allegation
that cancellation of newsprint contract alone caused shutdown of a daily).

75. When government rationing ended, the American Newspaper Publishers Associa«
tion pledged that no newspaper would be forced to suspend because of newsprint prob-
lems; regional publisher associations promised that each daily would be assured of
newsprint for eight-page issues. FriepmaN, THe NewsprINT Prosrem 33 (1948). Con-
troversy exists as to how well this plan has worked out. To charges that the ANPA
“sidestepped” urgent calls, quoted id. at 35; Monopoly Power Hearings, Pt. 6-B, at
1002-5, the ANPA has replied that large papers performed their missions of mercy.
Id. at 1058. A Congressional committee has concurred. See H.R. Rer. No. 505, at 11,
Yet it is probable that publisher cooperation did not ensure some dailies of enough news«
print to permit necessary expansion. See note 74 supra; NiNg NiemaN Feurows, Youn
NEWSPAPER: BLUEPRINT FOR A BETTER Press 19 (Svirsky ed. 1947).

76. “Contracts of important producers frequently provide that the newsprint pur-
chased shall be used only for printing editions of specified publications of the pur-
chaser.” H.R. Rep. No. 505, at 62. Such provisions may well inhibit publisher gencr-
osity; yet one producer has stated that the purpose of the end-use restrictions was to
prevent re-sale at exorbitant prices, “which would lose our good will from all our pub-
lisher friends,” Monopoly Power Hearings, Pt. 6-A, at 573, and that his company would
probably approve publisher requests that they be allowed to help out dailies in trouble.
Ibid. However, it was stated that few newspapers have excess newsprint ‘which they
can spare. [bid. For current voluntary newsprint sharing program, see note 285 {nfra.

77. See note 73 supra, for indications of some easing of price conditions in the spot
market in recent years. And at the start of 1952, there appeared to be a temporary
“reversal” in the paper and pulp field in general, with larger publisher stocks on hand
than at the start of 1951, and monthly consumption down somewhat. N.Y. Times, Dec.
22, 1951, p. 21, col. 8; Wall Street Journal, Feb. 21, 1952, p. 1, col. 1. Yet the paper
industry was looking forward optimistically to 1952, N.Y. Times, Jan. 2, 1952, p. 83,
col. 2, and predicting record consumption in 1952, Wall Street Journal, Feb. 21, 1952,
p. 1, col. 1.

78. “When newsprint is in short supply, the spot market all but vanished, and mills
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search for long-term contracts which probably will remain unobtainable until
newsprint production capacity expands.™

Newsprint industry structure and policies do not encourage creation of ad-
ditional capacity. Producers of standard (softwoods) newsprint £® products
fear recurrence of “over-supply” industry conditions which prevailed in the
early 1930’s,31 and are slow to build new mills.?2 Moreover, potential entrants
into the newsprint industry are handicapped by present preemption of the
bulk of softwoods timberlands in Canada (which supplies 80 per cent

accepting publishers only on long-term contract basis, as far as newspapers using large
tonnages are concerned, the long-term contract is like an eccnomic license to do busi-
ness.” HL.R. Rep. No. 505, at 61. Without such a “license,” “newcomers cannot get into
the field,” bid., although a smaller entrant might be willing to take his chances on the
spot market.

79. A small decline in advertising linage is not likely to ease the newsprint situation,
since producers can cut production down to 75 per cent of capacity and still make a profit,
Fortune, Sept., 1951, p. 172, Moreover, any decline in U.S. requirements would probably
result in rechanneling of more newsprint to other world markets, particularly hard-currency
foreign customers. Ibid. Newsprint “famine” has been even mare severe in foreign coun-
tries, H.R. Rep. No. 503, at 4-7. “Estimates of the differential between world production
and potential world demand have varied from over 1,000,000 tons to more than 2,600,000
tons,” Id. at 6. Production in all countries outside Canada is below pre-war levels, and
idle capacity, caused largely by raw material shortages, equals more than 600,000 tons.
NewsPRINT AssoczatioN oF Canapa, NewsprINT Data: 1950, quoted in HLR. Rer. No.
505, at 6. Prices in foreign markets recently were estimated to be 50 per cent higher
than in the United States. Monopoly Power Hearings, Pt. 6-B, at 847. Many foreign
nations, some armed with dollars, seek Canadian output, H.LR. Rer, No. 303, at 6, over
90 per cent of which is currently preempted by the U.S. users. Monopoly Power Hcarings,
Pt. 6-B, at 27. In April, 1952, however, a “radical” easing of world supply conditions was
reported, with warnings that the respite might be temporary. N.Y. Times, April 17, 1932,
p. 45, col. 1.

Yet a severe dip in ad linage, caused perhaps by higher advertising rates, might case
the newsprint problem for United States newspapers. See Fortune, Sept., 1931, p. 169.
But publishers have traditionally been slow to raise rates, see note 238 infra, and a heavy
decrease in linage caused by cyclical conditions would not be welcomed by publishers.

80. See note 64 supra (description of “standard” newsprint products).

81. Monopoly Power Hearings, Pt. 6-B, at 37-8. As a result of large expansion of
Canadian capacity in 1925-30, caused by increasing United States consumption, the cnset
of the Great Depression left Canada with one million tons of idle capacity in the early
1930’s and “half of the Canadian industry in bankruptcy.” Id. at 32; H.R. Rer. Ne. 505,
at 36-7.

82. Between 1945 and 1950 capacity of United States mills increased only 30,000
tons. Monopoly Power Hearings, Pt. 6-B, at 43. Between 1946 and 1930, Canadian
capacity increased approximately 600,000 tons. Statement by R. M. Fowler, president of
Newsprint Association of Canada, id, at 31. Yet no new Canadian newsprint mills were built
in this period, ibid., although planning of one new mill started in 1930, Id. at 1003-7.
Increased capacity was “achieved partly from the installation of two large machines, but
mainly by mechanical improvements and increased speed and efficiency on existing
machines.” Statement by R. M. Fowler, supra. But neither stretching of capacity nor
expansion of production by taxing existing capacity has coped with increased publisher
newsprint needs. H.R. Rep. No. 505, at 3%
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of domestic newsprint)8® and in the northwest United States,3 although
the southern states and Alaska still contain available acreage for newsprint
production.8® And producer price practices can act as a further deterrent
to entry. These mechanisms, including interlocking contracts tying one firm’s
prices to those of other producers,3 and a delivered pricing system based
on zone maps,’? were initiated in pre-war periods of falling prices as a

83. Sece note 84 infra. Approximate percentages of United States newsprint derived
from domestic production and from Canadian imports have been:

Year 1913 1923 1928 1938 1950
U.S. 86 53 40 26 -17
Can. 14 40 54 64 80

Sources: FriepmaN, THE NEwsPRINT ProsLEM 44 (1948) (table 25) ; Monopoly Power
Hearings, Pt. 6-A, at 125. U.S. production dwindled from 1,687,000 tons a year in 1926
to 876,000 in 1948, id., Pt. 6-B, at 43, while Canadian production increased from 2,068,000
tons in 1926 to 5,275,000 tons in 1950. SwppLIES FOr A FRee Press, at 21-2,

The shift has been explained partly by the natural resources of Canada; by un-
favorable United States land policies, Friepaan, THE Newserint Proprenm 47-50
(1948) ; by desire of United States newsprint interests to place their operations in Canada
beyond the reach of the antitrust laws, Monopoly Power Hearings, Pt. 6-A, at 91; and
by the fact that newsprint has been duty-free since 1913, FRIEDMAN, op. cil. supra at 52,
Tariff removal encouraged newsprint industry border-crossing, ibid., and also stimulated
production of other varieties of paper products within the United States, Monopoly
Power Hearings, Pt. 6-A, at 165, protected by tariffs. For account of publisher activity
in removing tariffs see EMERY, AMERICAN NEWSPAPER PUBLISHERS AssocIATION ¢, O
(1950).

84. Existing firms control large areas either through ownership in fee, under leaschold,
or by virtue of cutting rights. H.R. Repr. No. 505, at 44. One former Canadian official re-~
ported that he could not find “one single undeveloped or unalienated area of Crown
timberlands, upon which a newsprint mill could be established.” Manopoly Power Hear-
ings, Pt. 6-B, at 1119. For domestic acreage control, see H.R, Rer. No. 505, at 48,

85. Entry by non-newsprint paper manufacturers into southern and Alaska timber
stands, however, presents the danger that potential newsprint entrants may find these
areas largely preempted if they delay action. See Ed. & Pub., Aug. 11, 1951, p. 34; id.,
July 7, 1951, p. 30. Moreover, lack of living facilities or a labor market hinders develop-
ment of an Alaskan newsprint industry. SuppLIES For A Free Press, at 15. The Depart-
ment of Agriculture has opposed floating of logs from Alaska to mills closer to plentiful
labor markets, as this would impede Alaska’s industrial development, Ibid. And powet
costs would make southern production expensive in most localities. Monopoly Power
Hearings, Pt. 6-A, at 759-60.

86. For examples, see NEWSPRINT PAPER DECREE INVESTIGATION, REPORT BY FEDERAL
Trabe CommissioN, 1939, in SurvivaL or A Free, CoMreriTivE PrESS, Sen. CoMmM.
Print No. 18, 79th Cong., 2d Sess. 56-9 (1947) ; H.R. Rep. No. 505, at 76-8.

87. See NEwspRINT PAPER DECREE INVESTIGATION, op. cit. supra note 86, at 22.3;
H.R. Rer. No. 505, at 70-76 (describing price effects of zone system). The zone map divides
the United States into ten zones, “with a fixed differential from a base price established
for each zone.”” Id. at 70. See copy of map in Monopoly Power Hearings, Pt. 6-B,
at 78. Its lines bear “little relation to actual freight rates.” NewspriNT PaArex
Decree INVESTIGATION, op. cit. supra, at 22. Government regulation under the
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“stabilization” measure.® Today industry pricing practices yield almost
perfect industry-wide price uniformity and have permitted uniform contract
price movements.®® While uniform post-war increases multiplied producer
profits,® industry members have contended that recent contract price levels
were less than the market could bear.?? Reluctance to raise prices further may
have stemmed from fears of incurring the hostility of government agencies.®2
But producers through checking their profits may also have wished to deter
entry into remaining untapped timberland areas;* newsprint manufacture is
presently less profitable than other forms of paper production.®* And producers
may have aimed to head off development of substitute processes by publishers
unwilling to pay prevailing contract prices.

Some larger publishers have sought a steady newsprint supply at steady
prices by buying out, investing in, or sponsoring creation of newsprint
companies.® Though such publisher-newsprint integration, it is argued,

NRA in 19334 and under OPA during World War II encouraged use of the zene map.
See id. at 22-3; H.R. Rep. No. 505, at 73.

For excellent analysis of delivered pricing systems, see Comment, Price Systems and
Competition, 58 Yare L.J. 426 (1949).

88. Frieoman, TEE NEwsprint ProBLEM 63-6, 68 (1948); H.R. Ree. No. 305, at
127. A House subcommittee has found “indirect evidence of current price agrcements,
although it must be stated that this evidence is largely hearsay and much of it has
been either contradicted or explained.” Id. at 126-7. A trade association supervises activities
of Canadian newsprint producers and promotes statistical interchange. Id. at 1U6-11,
117-8.

89. Uniformity evidence summarized, id. at 66-70.

90. See Ed. & Pub., Mar. 15, 1952, p. 34 (net earnings higher in 1951 than 1930);
article in Toronto Star, quoted in Monopoly Powcr Hearings, Pt. 6-B, at 1695; Friep-
AN, TEE NEwspRINT ProBLEM 78-87 (1948) (indicating profits have risen above pre-
war levels and have exceeded gains of other industries). But see recent claims of decrease
in returns, supra note 63.

91. See testimony of producers summarized at H.R. Rep. No. 505, at §7. Existence
of higher prices in spot markets, see note 73 supra, further supports the theory that pro-
ducers could have charged more to contract holders,

92. See H.R. Rep. No. 505, at 87-9.

93. See testimony summarized, id. at &3-90.

94, See SurpLiEs For A Free Press, at 10. Moreover, “newsprint mills require a
greater investment per ton of output than any other paper product . . . and, in fact,
require an extremely large capital investment in relation to dollar volume of sales
compared with almost any other product. . . .” Id. at 11. Moreover, older plants, which
represent less capital investment than potential new mills, “can earn a satisfactory return
at a price that would not support new ventures.” Statement in NEwsPrINT For ToxonrRuw,
at 117.

95. For list of known publisher newsprint holdings, see NewsprINT Parer Decres
INVESTIGATION, op. cit. supra note 86, at 51-4; Monopoly Pewer Hearings, Pt. 6-A, at 214,
See description of development of new mills by publishers who bought up untapped South-
ern pine timberlands, 1d. at 757-77. Aside from the two largest United States firms, most
domestic newsprint companies “have some financial tie-up with newspaper publi-hers.”
Id. at 215. And 10 per cent of Canadian cutput, according to one estimate, is “currently
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heightens difficulties for dailies without contracts by fencing off existing out-
put more firmly,% publisher investment in standard softwood newsprint has
in some cases augmented total capacity, thus increasing supply for all
publishers.?” But further expansion through integration may be limited by
immense capital requirements,® together with difficulty of locating timberlands
both usable and available.?®

Publishers have recently aided development of substitute or variant produc-
tion methods which, although not all perfected, could permit dailies to
control their own supply sources. Newspapers have invested in Texas and
Alabama mills using Southern pine timbers, cheaper to purchase but more
expensive to pulp than standard softwoods.2®® And publishers, as well as
public and private research agencies, have experimented with fair success on
processes using hardwoods chemically pulped,®? bagasse (sugar cane
wastes),292 straw, and de-inked old newsprint.1%® Yet full utilization of new
newsprint technologies may await further publisher dissatisfaction with news-
print supply conditions 1% and producer price policies.

involved in ownership-relations between American publishers and Canadian mills.”
FriepMaN, THE NEWSPRINT Prosrem 40 (1948). In some cases, producers have issued
capital stock to publishers in consideration of long-term newsprint contracts, NEWSPRINT
Paprer DecrREE INVESTIGATION, op. cit. supra, at 53-4

96. Sece H.R. Rep. No. 505, at 13-4; Ray, AnALysts o SoME Econonic CAUSES AND
CONSEQUENCES OF DAILY-NEWSPAPER INTEGRATION 7 (1951).

97. See H.R. Rep, No. 505, at 13. Some publishers have started new newsprint firms,
note 95 supra; others have added new mills to companies they purchased; still others
have revived closed-down mills or converted mills producing other paper products to
newsprint production. Ed. & Pub., Jan. 25, 1947, p. 30.

98. See note 94 supra. Small publishers, whose dissatisfaction may be greater than
that of large dailies, do not have necessary capital. The smallest papers, it has been
reported, do not even have resources to participate in collective establishment of new
facilities. Monopoly Power Hearings, Pt. 6-A, at 355. See data on direct relation
between extent of integration and circulation size, in NEwsprINT FOR TomMMORROW, at 34,

99, See notes 84 and 85 supra. Yet there has been some expansion of capacity of
publisher-owned firms, encouraged largely by Defense Production Administration grant-
ing of certificates of necessity permitting accelerated plant write-offs. Sec Wall St.
Journal, Feb. 21, 1952, p. 20, cols. 1-2.

100. Monopoly Power Hearings, Pt. 6-A, at 759; see generally, id. at 757-77 and
also note 85 supra.

101. Communication to the Yare Law Journar from H. R. Josephson, Chief,
Division of Forest Economics, Forest Service, Department of Agriculture, dated Nov,
27, 1951, on file in Yale Law Library; see also HLR. Rer. No. §05, at 18.

103. For description of bagasse processes, see id. at 19-20. A Florida mill is planned
to produce 45,000 tons annually at no higher costs than regular newsprint. Ed. & Pub,
Aug. 25, 1951, p. 15.

103. One small, publisher-owned de-inking mill is now in operation. The per-ton
cost is $175, higher than standard newsprint contract prices, Pulp and Paper, Oct,, 1951,
p. 35, though the process could profitably produce newsprint at $100 a ton. Monopoly
Power Hearings, Pt. 6-A, at 901-2.

104. See communication from H. R. Josephson, supra note 101,
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Syndicated features

The most popular syndicated comics, columns, crosswords, and other
“name” features,1% effective stimulants of reader demand,®® are unavailable
to some papers. Syndicates frequently sell features through franchises with
“territorial exclusivity” in the buyer’s own city and sometimes neighboring
towns as well.1% When exclusive contracts expire, features may not change
hands, for non-franchise holders are often smaller dailies adjoining large
metropolitan centers, and are unable to bid features away from prior holders.2®
Moreover, package selling of features at a flat price may encourage large
buyers to purchase unneeded items which then become unavailable to other
publishers.2®® Control of important syndicates by national newspaper chains
sometimes results in termination of the non-affiliated daily’s contract when
the network owner wants to place a feature in his own daily outlet.1*® Finally,

105. General features were sold by 145 syndicates in 1951, Ep. & Pup. YeAncoor
2312 (1952), and news-pictures by 84 syndicates in 1951. Id. at 234 (1951). A few
syndicates put out dozens of features. In 1946, AP newsfeatures offered 62; King
Features (Hearst), 148; NEA. Service (Scripps-Howard), 86; United Features (Scripps-
Howard), 35. SurvgvaL oF A Free, CoxmpETITIVE Press, at 45-47. And in 1932, the
Chicago Tribune-New York News Syndicate offered 69. Ep. & Pus. Yeanroox 3 (1952).

106. Data on percentage of non-advertising space devoted to various content categorics
in metropolitan dailies from. 1910 to 1942 indicate increasing reader desire for syndicated
matter, including photos. In this period, space percentage for “comic strips and single”
increased 510%; other illustrations, 1085 ; amusement features, 45¢5; “women's interests,”
153%. “Columns dealing with public affairs” received no space in 1910, but almost as
much space as original editorials in 1940, Computed from data in Mott, Trends in News-
poper Content, in Mass Conearunications 337, 339 (Schramm ed. 1949).

107. See Lre, T Damwy NEewSPAPER IN AMERICA 600-1 (1937); letter from
Stanley Calkins, past president of Pennsylvania Publishers Association, in Survivar op
A Freg, CorpETITIVE PRESS, at 44. For indication that area of territorial exclusivity may
be larger for some features than for others, see Defendants’ Answer, pp. 6-7, Caplin v.
United Feature Syndicate, Inc., Civil No. 42-414 (S.D.N.Y. 1947) (suit by Al Capp for
alleged damages incurred through syndicate’s methods of selling “Li'l Abner”; stipula-
tion of discontinuance executed in 1948. Communication to YaLe Law JounNar from
Siduey A. Diamond, attorney for plaintiff, dated Mar. 11, 1952, on file in Yale Law
Library.)

108. See Leg, TrE Dawy NEwsPAPER IN Axenrica 600-1 (1937).

109. For brief discussion of package selling, see Defendants’ Answer, pp. 7-8, Caplin
v. United Feature Syndicate, Inc.,, supra note 107. NEA Service, Inc, offers a “full”
package service, as well as “tailored versions” for smaller newspapers. See NEA
advertisement, Ep. & Pue. Yeareoox 2 (1952). Occasionally a publisher has bought up
rights to “dozens of features,” printing, however, only a few. FououEer, NEwsrArER
ConperiTioNn Topay 44 (1951) (unpublished thesis in Department of Eccnomics, Har-
vard University).

110. The deprived newspaper may have built up substantial readership following on
the basis of the feature it loses to a chain. For examples of transfers of features to
chain papers connected with syndicates, see Newark Evening News Publishing Co. v.
King Features Syndicate, Inc.,, 7 F.R.D. 645 (D.N.J. 1943) (denial of defendant motion
for summary judgment; proposed transfer of “*Blondie” and other comics to N.Y. Journal-
American) ; Fouguer, op. cit. supra note 109 (transfer of “Hopaleng Cassidy”
to Chicago and Boston Hearst dailies) ; SurvivaL or A Freg, CoMFETITIVE PrRESS, at 4.
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when syndicates are affiliates of wire services, purchase of a popular feature
may be conditioned on subscription to a telegraphic news report.!1!

Wire services

Even the most thoroughly staffed daily cannot cover widely-scattered world
and national news events without the use of one of the major wire services—
Associated Press, United Press, or International News Service.’? Among
the services, AP is the publishers’ favorite. A cooperative association, 113 its
member-publishers include the great majority of the nation’s daily owners.1*
Under the terms of its present by-laws, compelled by the Supreme Court’s
1945 decision in the AP antitrust case,® AP may not refuse membership to
applicants on grounds of their potential competition with present members 19
In recent years, however, AP has denied membership to some dailies who

111. For one example, see ibid. See also communication to YALE Law Journay from
General Office, Associated Press, dated Feb. 14, 1952, on file in Yale Law Library,
indicating that only college, foreign language, and non-domestic newspapers acquire AP
photos or features without possessing AP membership.

112. Cf. United States v. Associated Press, 52 F. Supp. 362, 366 (S.D.N.Y. 1943),
aff’d, 326 U.S. 1 (1945). An inspection of Ep. & Pus. YEARBooK (1952) shows that only
a few domestic dailies fail to take either AP, UP, or INS reports. There are, however,
46 services presently selling news in this country, many of them providing special-intercst
reports. Ep. & Pus. YEArBOOK 232, 234 (1952). For history of wire services, sce LrE,
Tae Damwy NEwSPAPER IN AMERICA cc. 13, 14 (1937); Rosewater, History or Co-
OPERATIVE NEWSGATHERING IN THE UNITED StATES (1930). Increasing reliance on wire
services is indicated by the fact that percentage of foreign news and features in sampled
metropolitan dailies dincreased by 155% between 1910 and 1930. Computed from data in
Mott, op. cit. supra note 106.

113. Domestic general-circulation dailies getting AP service are members or asso-
ciate members of AP; those who get UP or INS service are subscribers. AP members
are under an obligation to supply news to the AP, and they may not furnish “spon-
taneous” news to any non-member agency or publisher. See Associated Press v. United
States, 326 U.S. 1, 89 (1945). The by-laws on these requirements have not changed.

114, AP’s 1951 domestic newspaper membership was 1,733, Ed. & Pub., Apr. 12, 1952,
p. 9, a figure which includes some dailies twice because of Sunday editions, Communica«
tion to YALE LAw JournAL from General Office of Associated Press, dated Apr. 14, 1952,
on file in Yale Law Library. In 1941-1942, ratio of UP domestic subscribers to AP
domestic members was 3 to 4; INS-AP ratio was 1 to 4. Associated Press v. United
States, 326 U.S. 1, 40 (1945) (dissenting opinion).

115. Associated Press v. United States, 326 U.S. 1 (1945), aeffirming 52 F. Supp.
362 (S.D.N.Y. 1943).

116. Under the new by-law, Art. II (7), passed in 1945, “no member or director shall
take into consideration in passing upon such applicant the effect of his or its admission
upon the ability of such applicant to compete with members in the same city and field.”
Ed. & Pub, Dec. 1, 1945, p. 66. Yet under a literal reading, the members can take
into account an applicant’s competitive status if he is in the same city but not in the
same “field” (morning, evening, or Sunday). The limited wording resulted from the
fact that outlawed, old by-laws imposed special restrictions only on applicants in the
same city and “field” as an existing member. See District Court decree, 1, United
States v. Associated Press, Civil No. 19-163, S.D.N.Y., Jan. 13, 1944,
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“could not meet the required standards of qualification.”’*? And AP assess-
ments, which have risen in the post-war period,}*® are set at the absolute
discretion of the Board of Directors.!’® Moreover, the guiding principle for
assessment determination is population size of the daily’s locale,’*® a criterion
which ignores page-size or circulation differences among AP members in the
same town. But because of the extensive news coverage which AP’s co-
operative structure provides, few publishers willingly go without AP service,
whatever the cost.1%

UP and INS subscriptions are often sold with special bonus guarantees for
early buyers. Both services grant many subscribers “asset value” contracts.
These guarantee the publisher a special payment which a subsequent compet-
ing subscriber must pay in addition to standard service charges.'**
Such extra fees for new applicants a few years ago averaged approximately
$25,000 for UP and $30,000 for INS.1*= Although in most of the very larg-
est cities dailies do not hold “asset value” contracts,}?! elsewhere *‘asset
value” contracts with both UP and INS ensure the sole publisher, frequently
a member of AP, a cost advantage over potential competitors.}*3

117. Communication, supra note 111. It is not precisely clear what such standards
are, since they are not all specified in the by-laws. Some of the standards considered,
however, are existence of a paid subscription list; ability to supply AP with local news;
and size of staff and plant. Communication, supra note 114. The Board of Dircctors
can elect to Associate Alembership, while the annual membership mceting elects to
Regular Membership. Communication, supra note 111,

118. Communication, supra note 114,

119. By-laws, Art. VI (3), VII (1), VIII (1) (1943). Moreover, “[t}he nature
and extent of the news service to be furnished to a member shall be determined by the
Board of Directors, upon the member's admission. . . . By-laws, Art. VII (1), re-
printed in Ed. & Pub., Dec. 1, 1945, p. 67.

120. Communication, supra note 111.

121. See note 114 supra.

122. Associated Press v. United States, 326 U.S. 1, 13 n.11 (1945) ; Hcarings before
Subconunittee No. 2 of the Conmmitice on the Judiciary on H.R. 110, §0th Cong,., 1st Scss.,
18-9, 40-1, 55 (1947). In 1944, UP had “asset value” contracts with 215 subseribers in 144
cities, and INS had such contracts with 64 subscribers in 62 cities. Government's Proposed
Findings of Fact, Comparison of Proposed Findings of Fact and Conclusions of Law Sub-
mitted by the Government and Those Submitted by the Defendants, p. 66, United States v.
Associated Press, Civil No. 19-163 (S.D.N.Y. 1944). In addition, 13 INS subscribers
held territorially exclusive contracts. Id. at p. 68. Smaller new services often sell their
reports on a territorially exclusive basis. See Hearings on H.R. 110, supra, at 5, 44;
United States v. Associated Press, 52 F. Supp. 362, 367 (S.D.N.Y. 194).

123. Averages compiled from figures, Government's Proposed Findings of Fact, supra
note 122, at p. 66. For description of how asset values are computed, see Hearings o
H.R. 110, supra note 122, at 18.

124. In 1944, no morning or evening daily in New York, Washington, Philadelphia,
Detroit, Baltimore, Cleveland, St. Louis, or Boston held such contracts with UP; no
morning paper in Los Angeles or Chicago; and no evening paper in Pittsburgh.
Defendants’ Proposed Findings, Comparison of Findings, supra note 122, at p. ¢8.

125. In 1944, the only publisher in 26 monopoly newspaper cities had UP and INS
asset value contracts plus AP membership. In I8 other cities, the unly morning or
evening paper had the same status. Ibid.
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Labor and Equipment

No daily newspaper can derive maximum efficiency from labor or equip-
ment. Essential speedy newspaper production results in brief clock-time for
press utilization.1?® And since news editors cannot direct a perfectly smooth
flow of “copy” to the printshop, type-setting machines and labor often work
at less than full speed between pre-deadline peak loads*” Thus publishers
must employ men and machines that cannot be utilized to full capacity.

Standard union contract provisions block greater newspaper plant efficien-
cies. International Typographical Union contracts traditionally call for
“bogus” : unnecessary reproduction in type of all local ads arriving at the
printshop in matrix form.32®8 ITU contracts also require hiring of apprentices
who may not assume full printshop duties for six years!?® And despite ITU

126. Press-clock-time is almost always under 6 hours, and usually 1 to 3 hours.
Malone, Economic-Technological Bases for Newspaper Diversity, 28 Journ. Q. 315, 318
(1951). In some cases the period is as low as 50 minutes. Ray, Economic Forces As
Factors in Daily Newspaper Concentration, 29 Journ. Q. 31, 34 n.18 (1952).

127. See Ray, Anavysis or SoME EconoMic CAUSES AND CONSEQUENCES OF DAILY-
Newspaper INTEGRATION 12 (1951) ; Internmational Typographical Union, 86 N.L.R.B.
951, 1025 (1949) (Intermediate Report) : “Most, but not all, newspapers operate in
peaks and valleys.” To some extent idle type-setting capacity may be taken up by careful
scheduling of non-“live” news and feature stories throughout the weck. And if the
daily has a Sunday edition, it can set up and run off certain sections of it during hours
when linotypes or presses are not in use. A morning-evening combination ownership
permits further maximizing of capacity, for machines can be run around the clock. Sece
Fouguer, NEwspArEr CompETITION Topay 87 (1951) (unpublished thesis in Economics
Department, Harvard University).

Dailies must often provide trucks for extra-urban delivery and for delivery to news-
stands, carriers, and post offices, largely because postal service is not speedy enough. See
Hearings before the Commitiee on Post Office and Civil Service on H.R. 2982, 82d Cong,,
1st Sess. 357 (1951). For vehicular statistics, see CENsus or MANuUFAcrures 1947:
NEWSPAPERS, PERTopIicALS, Books, AND MIscELLANEOUs PusLisHING 5 (1949). Many
of these trucks cannot be utilized continuously.

128. Art. IX, §2, ITU General Laws, provides: “The interchanging . . . or buying
of matter, either in the form of types or matrices, between job offices, or between news-
paper and job offices . . . not owned by the same . .. firm . . . and published in the
same establishment, is unlawful, and shall not be allowed unless such type or matrices
are reset as nearly like the original as possible, made up, read and corrected and a proof
submitted to the chairman of the office. . . .’ Another section of the “laws,” Art. 1X,
§ 3 permits exemption of non-local advertising from this requirement, which is normally
confined to local ads. International Typographical Union, 86 N.L.R.B, 951, 1025 (1949).
ITU claims that “bogus” does not increase costs but only takes up slack production
periods. Publishers reply that they could eliminate slack themselves if “bogus” did not
exist. Id. at 1027. An NLRB Trial Examiner has concluded that “bogus” is ‘“wasteful,”
id. at 1029, and that its elimination would cut newspaper labor needs by 2 to 5 per cent.
Id. at 1027. For unsuccessful attempt of publishers to challenge “bogus” as a violation of
§ 8(b) (6) of the Taft-Hartley Act, see note 280, infra.

129. See ITU General Laws, Art. I, §§ 1, 13, The number of apprentices is set by
Art. T, §§20, 21. Some publishers have complained that ratios allow insufficient replace-
ment of journeyman printers. See Hearings before Senate Special Committee on Small
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assurances of cooperation in fostering technological progress,’*® the union
has often demanded contract provisions guaranteeing its prior consent to
composing room innovations.!3! Steep wage advances for mechanical and
editorial employees further reflect organized labor’s strength in the newspaper
industry.*®* Current wage levels for newspaper employees, a highly skilled
industrial group, dwarf wages in most manufacturing fields.}%3 Lesser pub-
lishers often feel the effects of unions’ profitable agreements negotiated with

Business, 80th Cong., 1st Sess. 449 (1947). Yet ITU officials say apprentice quotas are
enough to meet “normal operation” needs. Id. at 518-9. For discussion of merits of ap-
prenticeship “laws,” see id. at 447-53, 518-34. For discussion of other provisions of ITU
General Laws, see id. at 303 ef seq.

130. See, e.g., statements, id. at 518.

131. See, e.g., 1949-1950 contract with Champaign, Iil.,, newspapers. 2 Buneau of
NatioNaL AFrairs, COLLECTIVE BARGAINING NEGOTIATIONS AND ConTRACTS, SELLCTED
ContracTs 1N TEXT 265. See also, ITU General Laws, Art. II1, §12, ITU domain is
principally the composing room, where type is set and pages “made up.” Among new
technological devises introduced into composing room, sce note 138 infra, the most contro-
versial has been the teletypesetter, which operates standard typesetting machines auto-
matically from perforated tapes. ITU wants its members to punch the tapes; dispute over
jurisdiction has led to strikes and lockouts. See L, THE DALY NEVWSPAPER I3 AzEnica
156-7 (1937) ; Hearings, supra note 129, at 555-7. Some ITU contracts forbid use of
tape supplied by wire services, unless the tape supplier hires union operators, and some
locals have refused to handle taped syndicated features entirely. Ed. & Pub,, Mar, §, 1952,

132. For history of ITU’s rise to power, sce Leg, THE Damwy NEWSPAFER 1N
Axerica ¢ 6 (1937). The three other mechanical unions are International Stereotypers
and Electrotypers’ Union, the International Photo-Engravers' Union, and the Interna-
tional Printing Pressmen and Assistants’ Union. Almost all non-mechanical workers are
under the American Newspaper Guild, founded in 1933 by Heywood Broun. For de-
scription of its organizational development, see Exery, Histony or THE AMIRICAN
NEwspAPER PUBLISHERS AssoCIATION ¢ 15 (1950). See also Associated Press v, NLRB.
301 U.S. 103 (1937) (sanctioning Wagner Act protection for editorial employees acting
on behalf of the Guild).

133. Compared either to production workers in other printing and publishing trades
or to workers in all manufacturing of durable or nondurable goods, newspager mechan-
ical workers in 1950 received higher average weekly earnings for fewer average weekly
hours, and thus higher average hour earnings. Compare Bureau or Largr StaTistics,
ExrpLovMENT, Hours, AND EARNINGS : PRINTING, PusLisrING, Anp ALven Inpustmies
34 (1951) (mimeo. release), with id. at 1-2, 5.14, and Bureau orF LAtz STATISTICS,
Stainmary oF EARNINGS AND WAGE RATE SeriEs, ALL MANUPACTURING, DURADBLE AND
NoxpurasLe Goops, SELECTED PERIODS, 1939-1951 (1951) (mimeo. release). Published
figures comparing newspaper mechanical worker wages with those of similarly skilled
workers in other fields are not available. The 1939-1950 increase in average hourly wages
was less steep for newspaper mechanical workers than for production workers clsewhere,
probably because unionization came later for most industrial than for printshop workers.
Compare ibid., with BUREAU oF LABor StaTistics, Uniow Waces anp Hovrs: PrizTin
InpusTry 2 (1950).

Comparison of non-mechanical newspaper wages with those in other ficlds is more
difficuit. Earnings of unicnized editorial employces are probably substantiaily higher
than those of production workers or of office workers in other industries, Casnspare Guild
Reporter, Feb. 8, 1952, p. 10, with Sunary or Wace Rate Earuncs, supra, and



972 THE YALE LAW JOURNAL [Vol.61:948

“leading” dailies ;13 and where city-wide bargaining exists, all papers pay the
same wages.13%

Alarmed by rising production costs and perhaps inspired by scientific ad-
vance in other mass media, the newspaper industry has recently attempted to
leap out of technological lethargy.’3® In cooperation with allied mechanical
industries, publishers have developed printshop processes aimed at labor and
materiel savings.}3? These include “cold” typesetting techniques, which yield
not lead type slugs but printed sheets or films,1®® and improvements on
orthodox “hot” type-setting methods.?3® “Cold” products can be used with
either traditional “letterpress” printing presses 1° or with newer and more

Mohn, Salaries of Office Workers in Large Cities, 67 MonTHLY Lan. Rev. 240 (1948).
Yet editorial employees may be the highest paid category of non-mechanical newspaper
workers; moreover, wages are undoubtedly lower on non-Guild dailies.

For graphical illustration of 1940-1950 wage increases, see infrg at p. 995.

134. Wage rates do vary considerably from city to city. See Hearings, supra note
129, at 550-4 (ITU scales); Guild Reporter, Jan. 25, 1952, p. 7, Feb. 8, 1952, p. 10
(ANG scales). And publishers’ claims that profitable agreements with large publishers
are “enforced” on smaller ones, SUrvivaL oF A Freg, CoMmpETITIVE PRESS, at 60, are hotly
disputed by unions. See Hearings, supra note 129, at 546, 549. Yet locals dealing with
smaller dailies are undoubtedly bolstered by reports of successful negotiations elsewhere.

135. For examples of city-wide bargaining, see Guild Reporter, Jan. 25, 1952, p. 6
(ANG in San Francisco) ; Wage Chronology No. 15: New York City Printing, 1939«
1950, 72 MonTHLY Las. REv. 555 (1951) (ITU and Pressmen Union in New York City).
Bonus and other ancillary arrangements, however, may differ among participating dailics.

136. “While tremendous strides have been made in press development, therc has
not been in 35 years any basic change in the method or speed of body type composition,
or the productivity per typesetter.” Malone, supra note 126, at 322, For one explana-
tion of technological lag, see Fortune, Oct., 1949, p. 101.

137. See EMErY, HiSTORY OF THE AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION
215 (1950).

138. Two of these methods involve “photo-composition” : one produces copy which is
photographed and then reproduced on sensitized offset plates or in engravings; another
issues a sheet of film which can be projected directly on the sensitized plates or on
photographic paper, thus obviating the photo-copying stage. Another method, involving
the Lithotype, types directly on a plate immediately utilizable for offset presses. Earlier
models of “cold” machines used typewriter type faces, but many newer models use print type
faces. For description of these processes, see Zeisler, The Recvolution in Printing: A
Critical Appraisal, 26 Journ. Q. 281 (1949) ; Fortune, Oct., 1949, p. 101; Ed. & Pub,,
Oct. 14, 1950, p. 92; Barnhart, New Processes in Letterpress Printing: “Cold Type”
and the Magnesiwm Plate, 25 Journ. Q. 12 (1948). The potential cost advantage of these
processes lies in increased per-machine output and in elimination of stereotyping stages.
Yet some technical experts suggest that photo-composition methods do not permit flexi-
bility in making corrections and changes, and some doubt that at existing levels of skill
operators can match productivity predictions. See Ed. & Pub.,, Oct. 14, 1950, p.. 92;
Zeisler, supra, at 286,

139. The leading improvement is the teletypesetter, supra note 131. According to onc
estimate, the “T'TS” increases output of otherwise standard linotype or intertype machines

. from “50 to 100% at no increase in cost.” Ed. & Pub,, Jan. 12, 1952, p. 57. For history
and description of “TTS,” see ibid.; Ed. & Pub., Nov. 10, 1951, p. 49.

140. The Perry Process makes photo-engravings on magnesium plates of photo«

composed material. The plates are then curved and placed on the press, without necessity
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economical “offset” presses, which employ chemistry rather than pressure to
put ink on paper.}¥l Other innovations streamline dailies’ stereotyping and
photo-engraving departments.42

Full utilization of recent inventions, however, probably awaits demonstra-
tion of mechanical speed and dependability of new processes.}¥® NMoreover,
the established daily, large or small, is reluctant to replace highly-capitalized
equipment with costly printshop changes;!# retooling may await expiration
of a substantial portion of present plant. Finally, fear of union hostility may
further delay plant modernization.’® Some of the new type-setting methods,
in fact, have been used by large dailies only when mechanical workers were
out on strike.1® And at the strike’s end, the journals reverted to traditional
printshop operations.*” Yet entering publishers, not saddled with heavily
capitalized orthodox machinery, may more readily contemplate installation
of new machines. New publishers limited in potential circulation by small
city population may particularly welcome novel equipment; their small press-

of stereotyping. See Barnhart, supra note 138, at 12-14. Magnesium plates, also considered
for use in standard printing operations, are light enough so that presses built to carry
them could run up to twice as fast as present equipment. Ed. & Pub., Oct. 14, 1930,
p. 92.

141. “Offset” presses print from sensitized plates upon which light rays have made
emulsive patterns which determine patterns of ink-receptivity. Thus the offset pracess is
photographic in nature and forms a natural adjunct to new type-setting techniques also
photographic in nature. See Ed. & Pub., Nov. 4, 1930, p. 26. Yet the “offsct” process
apparently has “inherent limitations” of speed which prevent its use “by large circula-
tion papers to any great degree.” Malone, supra note 126, at 324. But often mere economical
than standard rotary press units, see Fortune, Oct., 1949, p. 106, and less demanding in space
requirements, these presses may successfully be used by small dailies and wecklics,

For other press innovations and mew ink formulas, see Zeisler, supra note 138; Ed.
& Pub., Nov. 4, 1950, p. 26.

142. In addition to attempts to speed up chemical engraving processes, Ed. & Pub,,
Oct. 14, 1950, p. 92, 2 new “dry” photo-electric engraving process has emerged which
small dailies have used successfully for speedy reproduction of news photos. See com-
munication to YALE Law JourNaL from William M. Simmeons, president of The Harvard
Crimson, dated Jan. 12, 1952, on file in Yale Law Library. For description of newsprint-
saving developments in stereotyping, see Ed. & Pub., Apr. 14, 1951, p. 53.

143. See Ed. & Pub., Oct. 14, 1950, p. 92; notes 138, 141 supra. The teletypsetter,
however, has apparently “proved” itself and is gaining rapid acceptance. Sce Ed. & Pub.,
Jan. 12, 1952, p. 57.

144, See Ed. & Pub., Oct. 14, 1950, p. 92.

145. See Hearings, supra note 129, at 441-2; Coxvrssion o Freero oF THE Press,
A Freg anp REespronsisLE Press 32 (1947).

146. See, e.g., introduction of typewriter keybsard on linotype machines in struck
Springfield, Mass., dailies in 1935, Leg, THE Dary NEwsPAPER I AnMERICA 157 (1937) ;
use of Varitype photo-composition process in struck Chicago dailies in 1947-1949.

147. Chicago newspapers returned to orthodox “hot™ type prucesses when the ITU
strike ended. And New York dailies in 1948 hired persunnel and trained them as
varitypists, planning to discharge them “when a scttlement way reached whviating the
[ITU] strike danger.” Internationai Typographical Unien, &y NLL.R.BE. 651, 1uti4 n3l
(1949).
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runs make “offset” presses feasible, and relatively infrequent edition changes
minimize any inflexibility problems of “photo-composition” typesetting.14®

The cost structure of daily press operations favors the daily with greater
circulation. For an average unit of newspaper production,!® some costs
are about equal for dailies of all circulation sizes. Newsprint costs per unit
are undiminished by higher circulation,1®® though non-contract holders may
pay higher newsprint prices than dailies under contract.1®® Similarly, per unit
postal charges may be almost as costly for large-circulation dailies as for
smaller papers,152 although for all circulation-and-mail department activities,

148. See notes 138, 141 supra; Malone, supra note 126, at 324, But cf. Nixon, The
Problem of Newspaper Monopoly, in Mass Communications 158, 166 (Schramm ed.
1949) : “The “‘monopoly’ omnibus is here to stay. . .. It is doubtful . . . whether cither
[cheaper ‘cold-type printing’] or facsimile papers will offer any serious competition to
the established general-circulation dailies that do a good job of supplying the wide varicty
of expensive news, opinion, features, and advertising that readers have come to demand.”

149. A convenient average unit figure is 1000 or 10,000 8-page papers. (Total number of
pages issued yearly X average daily circulation = total pages in the year. This,
divided by 8000 or 80,000 = total number of 1000 or 10,000 8-page units. This, divided
into annual operating costs == average unit cost.) See Boroen, TAvior & Hovbe,
REVENUES AND EXPENSES oF NEWSPAPER PUBLISHERs IN 1941 22-3 (1946). A similar
base, 1000 1-page units, similarly derived, is used for average unit labor costs in graph
at p. 1008 infra.

150. Pounds and cost of newsprint used per 10,000 8-page unit in year ending Sept.
30, 1951, for 10 sampled dailies:

Circ. in 1000's 10 11 13 19 20 25 31 31 75 85
Pounds 1156 1090 1113 1188 1103 1101 1113 1178 1081 1064
Cost in § 6227 6355 6286 6682 6377 6769 6283 7233 63.62 60.09

Source: Data compiled for newspapers’ confidential use by Newspaper Audit and Re-
search Bureau, copy on file in Yale Law Library.

Theoretically, poundage discrepancies should be non-existent, but poundage counts
or average circulation data may be imperfect. With the exception of one of the 31,000«
circulation papers, the near-uniformity of unit costs indicates that all these dailies held
mill contracts assuring most of their needs.

151. See notes 70, 73 supra.

152. Under existing second-class mail rate schedules, daily newspapers are carried
to delivery points within the county of publication at no charge, at one cent a copy (f()r
a service most papers cannot use), or at one cent a pound, depending on the service,
Charges for delivery outside the county are also based on poundage, with a zone
system stepping up rates for advertising content as delivery distances lengthen. Sece
SEN. Rep. No. 694, 82d Cong., 1st Sess. 12 (1951). With poundage the criterion for most
mail rates, two papers mailing out the same percentage of their total units of production
would be paying the same average unit cost for postal service, so long as delivery
distances and percentage of advertising content were also equal. But specific evidence
covering these factors for different classes of dailies is not available. Yet rural papers
probably use mails more than urban papers. Hearings before the Senate Commitlee on
Post Office and Civil Service on S. 1046, S. 1335, and S. 1369, 82d Cong., 1st Sess. 243
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unit costs tend to diminish with increased circulation.?™ Awvailable data do
not permit evaluation of relative costs of features and wire services. But
average unit labor costs diminish directly with greater circulation.}®* Editorial,
advertising, and composing departments work toward completion of page
“forms” for the press. Work in producing “forms” depends not on the volume
of copies ultimately printed, but on the number of pages in an individual
copy. And although larger-circulation papers generally contain more pages
per copy than smaller dailies, page number does not directly rise with circula-
tion.% Greater circulation thus dees not add proportionately to the costs of
producing the daily’s contents.’®® And because these departmental expenses

(1951). And small papers are less able to use private distribution methods. See #d. at
212. However, mailings of metropolitan papers may pay higher zone rates because of
wide regional or national distribution. See id. at 253, Moreover, percentage of total
space devoted to advertising is probably greater for this class of papers, see Bonpex,
Tavior & Hovpe, REVENUES AnD ExPENses oF NEwsepaper PubLismers 17 1941 17
(1946) thus increasing the advertising poundage, to which the zone rates apply.

153. 1950 costs, per average 1000 S-page unit, for circulation-and-mail departments
of 95 non-metropolitan dailies in 11 circulation groups:

Circ. in 1000s 3-5 56  6-8 8-10 10-15 15-20 20-25 20-35 2540 30-50 45-85
Cost in § 528 512 495 484 396 360 292 295 244 291 348

Source: Computed from data in NEwSPAPER AUDIT AND RESEARCH BuURrEAU, SPECIAL
StazrsTicar Report (1951).

154. See graph at p. 1008 dnfra. Unit cost data for building and plant or for supplies
other than ink and newsprint are not available.

155. Average number of pages per issue in 1941 for the median newspaper in each
of six circulation groups representing 74 dailies:
Circ.in 1000°s 0-6 6-10 10-20 20-50 50-100 100 plus
Pages 81 119 147 177 244 36.3

Source: BorpEN, TAvLorR & Hovpe, REVENUES AND EXPENSES OF NEWSPAFER PUDLISHERS
1n 1941 17 (1946).

But additional work on each issue is required by the greater edition frequency and
wider news and feature coverage of larger dailies. Many afternson dailies, for instance,
attempt to change the front page’s face with each new edition. And metropolitan dailies
attempt to provide “exclusive” coverage of non-local events, in addition to wire service

reports.
156. 1950 unit costs per average 1000 8-page unit for editorial, advertising and composing
departments of 95 non-metropolitan dailies in 11 circulation groups:

Circ. in 1000's 3-5 5-6 6-8 8-10 10-15 15-20 20-25 20-35 25-40 30-50 45-85
Edit. cost in $§ 140 102 102 864 766 6.64 525 504 3515 494 420
Adv. cost in $ 101 586 641 3591 462 412 360 28 318 250 193
Comp. cost in $ 197 144 143 991 871 750 618 670 695 6056 340

Source: Computed from data in NEwsrarER AubiT AWD RESEARCH Bureau, SeeciaL
Sraristical Rerorr (1951) (for 1950).

Costs in editorial, advertising, and composing departments canstitute about £0 per cent
of total in the lowest circulation group, about 40 per cent in the highest circulation

group. Computed from data, ibid.
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constitute a large part of the paper’s operating budget, unit costs diminish
as circulation size expands:!7 large circulation directly produces operating
efficiency.

Although restrictions in newsprint,
features, and wire service news may
hedge the smaller daily’s route to
greater circulation, efficiency may

COST PER 1,000 EIGHT PAGE UNIT
FOR 69 NEWSPAPERS,
1941
(MEDIAN FOR CIRCULATION GROUP)

€0
come through horizontal combina~
6o tion. Local combination or “partial
combination” permits fuller utiliza-
@ tion of plant capacity, together with
3 40 centralized management, research,
8 financing, purchasing, and selling,108
2 30 o Combination in chains, particularly
g regional networks, brings member-
20 | dailies some economies through cen-
tralization and specialization, but
o necessary localization of most news-
paper activities severely limits chain
. efficiencies.® Thus without ex-

1} 13 i ) i L] ) i ] 13 1) ]

CRCULATICN 3 3 4 6 8 10 I3 20 30 40 50 100
(L000’S) LESS4 6 8 10 15 20 30 40 50 100 MORE

Source: BorpeN, TAvior & Hovoe, Rev-
ENUES AND EXPENSES oF NEWSPAPER PuB-

panding its circulation, the locally
independent smaller daily can do
little to improve its efficiency : union
rules and the difficulty of introducing

LISHERS IN 1941 23 (1946). sweeping printshop changes may

157. See graph on this page.

For other graphical representations of the decreasing costs pattern, illustrating “en-
gineering cost functions,” see Malone, supra note 126, at 320-1. The decreasing curve
apparently does not reach a point where increased circulation begets proportional unit
expense increases. “At the present . . . the scale of operation over which decreasing costs
prevail . . . is far beyond the needs of our largest communities.” Id. at 322, For varla«
tions in unit production costs within each circulation range, see Boroen, TAvior &
Hovoe, Revenuks Anp Exrenses oF NEwspApER PuBLISHERs IN 1941 23 (1946). But see
Ed. & Pub.,, May 17, 1952, p. 65 (statement that “[eJach newspaper operation is unique”
and that cost comparisons thus are not “meaningful”).

158. See Ray, ANALYsIs oF SoMe Econoaic Causes AND CONSEQUENCES or DAiLy-
NEwsPAPER INTEGRATION 12-13 (1951). *Reductions in personnel are also accomplished
in the mechanical divisions although those economies are less than sometimes supposed.”
Id. at 13. Yet duplication of ads in both papers cuts production costs. Ibid. Morcover,
“heavy and expensive newspaper machinery is so well constructed . . . that two papers u
day can be printed in the same plant with little increased allowance for depreciations.”
Nixon, Concentration and Absenteeism in Daily Newspaper Ounership, 22 Journ. Q. 97,
102-3 (1945). Similar economic advantages may be derived from the “partial combina-
tion” plan described note 14 supre. See Nixon, supra, at 104,

159. See Ray, AnaLysis oF SoME EconoMic CAuses AND CONSEQUENCES or DAiLy-
NEWSPAPER INTEGRATION 13-14 (1951), describing economy in “intellectual overhead”
costs through centralization, and efficiencies caused by “[s]pecialized editorial, advertising,
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foil efforts to lighten the handicaps of small size. And cost rises proportionately
higher than in other businesses drive up the unit costs of papers in all circulation
brackets 260

THE ADVERTISING MARKET

Because advertising revenues bring in more than two-thirds of total news-
paper income,1% a daily’s economic success depends largely on its ability to
sell advertising. Newspapers seek the bulk of their advertising income in two
major commercial markets: the retailer market and the “general” advertiser
market.®2 Price of advertising space is quoted in “line” and “milline” rates.
The line rate, used for actual billing, merely tells the advertiser how much
he pays for each line of space. The milline rate amalgamates a daily’s line
rate with its circulation. Describing cost per line per million readers, it
informs the advertiser of the price he must pay to bring a given quantity of

management, and mechanical personnel whose output and services are shared. . . ."” More-
over, “[a]ccess of large chains to the capital market facilitates the financing of member
units, since the individual newspaper is freed from the influences and obligaticn asseciated
with sources of local capital” Id. at 14. Yet solicitation of local ads, preparatien of
local news, page make-up, and most mechanical department functions must be carried on
locally. The recent relative growth of regional or state-wide chains as compared to
national chains, note 5 supre, may indirectly reflect the necessity for localization. (F.
Fouguer, NEwsparer ComperrTioN Topay 94 (1951) (unpublished thesis in Economics
Department, Harvard University).

160. For comparison of costs to those in other industries, see note 132 supra (labor) ;
graph at p. 995 infra (labor and newsprint). See also sources cited note 259 infra.

161. See note 61 supra. Publications of “adless” dailies has been rare. See, for E. W.
Scripps’ fairly successful effort, Lee, TEE DAmwy NEewspAPER IN Axenica 183-189
(1937). A more modern attempt was made by New York's PM, which eventually was
forced to carry ads.

“Approximately 509 of the advertising revenue may be considered to have been
contributed for publishing and profit after the expense attributable to advertising activities
has been deducted. . . .” BoroeN, THE Econonmic EFFects oF Apvertising 925 (1942);
to maintain newspapers on the same scale minus advertising would require an ap-
proximate doubling of circulation revenue. /d. at 926. Yet ad publication itcelf may be
an important reader inducement; thus most publishers will probably not attempt to omit
ads and double price to the reader.

162. General advertisers are usually producers of (or wholesale distributors) of
goods. Neither the third major market, that of the “classified” advertisers, nor other
specialized classifications are so thoroughly commercial in character. Sce note 253
infra. Percentage of total income from various ad categories for 1951:

Cire. in 1000’s 10-25 25-40 50-100 Ovwer 100 Cosnposite
“Local” 50.51 43.94 42.84 3724 43.51
“National” 11.93 12.59 1297 16.98 13.63
“Classified” 10.82 13.34 1187 14.60 12.66

Source: Ed. & Pub., Apr. 12, 1952, p. 74. “Local” apparently includes retail and other
local display categories. “National” is general advertising.
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message space to each potential customer.!®® Since the lower average unit
costs of the larger daily enable it to produce and disseminate ad messages at

lower prices, dailies with larger circulation generally offer lower milline

MEDIAN GENERAL MILLINE RATES
FOR EIGHT CIRGULATION GROUPS, 1944

10 .

RATE IN DOLLARS
N
1

£
L

o L] L] L] L) ¥ L4 1] ¥
CIRCULATION S00 300 100 S50 25 14 5 8
(1,000') OR MORE 500 300 100 SO 28 10 UNDER

Source: BorpEN, TAYLOR & HovdDE, NATIONAL ADVERTISING IN
Newspapers 441 (1946). Rates are “maximilline,” or before
discount allowances.

rates, though milline rates vary among journals in any one circulation
group.104

163. For example, a daily with a line rate of 5 cents and circulation of 10,000 has
a milline rate of $5, while a daily with a line rate of 10 cents and circulation of 25,000
has a milline of $4. For more detailed description of milline computation, see Newspaper
Advertising Rates and Data, Dec., 1951, inside back cover. Functions of line and milline
rates are described in NEwsPRINT For Tomorrow, at 78.

164. For milline-circulation relationships, see graphs on this page and at p. 979,
infra. See also graph in Malone, supra note 126, at 319; table in Ed. & Pub,
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Publishers exact higher rates from “general” than from retail advertisers.
This differential is stretched by refusal of most publishers to allow general
advertisers volume and frequency discounts almost always granted to re-

AVERAGE °"LOCAL DISPLAY" MILLINE RATE FOR
95 NON-METROPOLITAN DAILIES, 1950

RATE IN DOLLARS

[»]

CRGULATION 45 30 25 20 20 15 10 8 6 6 3
{1,000's) 85 50 40 35 25 20 I8 0 B8 6 5

NULBER IN
GROUP 5 4 8 6 7 N 18 4 N ¢ 8

Source: Computed from data in NEWSPAPER AUBIT AND
ResearcHE BUREAU, SPECIAL STATISTICAL REFORT
(1951). “Average” rate = actual revenue received,
divided by lines printed. “Local display” includes some
non-retail advertising.

Dec. 2, 1950, p. 5. Similarly, millines are lower for cities of higher population. Bonpex,
Tavior & Hovpe, NATIONAL ADVERTISING IN NEWSPAPERS 444, 445 (1946).

For milline variations among dailies of like circulation, see data in id. at 441. And sece
table of variations for general line rates in Ed. & Pub., Aug. 25, 1951, p. 11, Nev. 17, 1951,
p. 20. Although similar surveys have not been made for retail rates, a sampling of retail
rate figures in AMERICAN ASSOCIATION OF ADVERTISING AGENCIES, NewspArer Rate Dir-
FERENTIALS, 1950 (1951) indicates significant variations, some of which may be caused by
disparate regional rate levels. See chart in NewseriNT Fur Toxozzow, at 79
Other variations may stem from publisher exploitation of specific market demand con-
ditions. See pp. 91-7 iufra.
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tailers.'®® Thus, “general” buyers, largely manufacturers or distributors who
advertise branded products, today pay 50 per cent more than retail buyers
for 20,000 advertising line purchases in cities of over 100,000 population1¢¢
And despite “general” advertisers’ demands for its modification,1%7 the rate
differential has increased gradually over the past 20 years; retail rates have
advanced more slowly than general rates.1%8

The Retail Market

Retail advertisers typically sell goods in a highly competitive sectot
of the economy. Because many retailers distribute products largely
identical with those sold by rival merchants, competition focuses on
price.’®® Sensitive to cost factors which could hinder competitive pricing,
retailers may cut down the volume of ad purchases as the price of advertising
rises.1” Moreover, the unique advantages of the daily paper, which make it the
retailer’s favored ad medium,'™ may depend on space rate cheapness. Retail-
ing thrives on heavy and continuous consumer traffic.1’? Accordingly, mer-

165. When a newspaper’s rate card allows volume or frequency discounts, the rate
is known as “open”; a “flat” rate provides no discounting. For description of discount-
ing arrangements, see DUFFY, PROFITABLE ADVERTISING IN TopAay’s MEDIA AND MARKETS
79-87 (1951). Approximately 80 per cent of general rate cards are “flat,” but over 90
per cent of retail rates are “open.” BorpeEN, TAvior & Hovoe, NATIONAL ADVERTISING
IN NEwSPAPERS 439 (1946).

166. See graph at p. 1009 infra. For most categories of smaller papers, the differential
is similar. Estimated 1950 percentage differential in 95 non-metropolitan dailies, based
on “average” rates actually paid by advertisers:

Cire. in 1000°s 3-5 5-6 6-8 8-10 10-15 15-2020-2520-35 25-40 30-50 45-85
Differential in per cent 22 50 44 44 5 65 63 65 61 48 50

Source: Computed from data in NewspAPER AubiT AND RESEARCH BureAu, SpeciaL
Sratisticar Rerorr (1951) (“national” rates adjusted to account for agency com-
mission).

167. See BorpEN, TAvLor & Hovpe, NATIONAL ADVERTISING IN NEWSPAPERS 469
(1946). Advertising agencies also ask for modification. See note 265 infra.

168. See graph at p. 1009 infra. Differential for papers in the category represented in
the graph has risen from 37.9% in 1933 to 55.6% in 1950. And the differential in Sunday
edition rates has increased from 54.1% to 68.5%. Data from confidential statistical source.

169. See Wircox, COMPETITION AND MONOPOLY IN AMERICAN INDUSTRY 54-9
(TNEC Monograph 21, 1940); CLArRk & CLARK, PRINCIPLES OF MARKETING 622-3
(1942).

170. See, e.g., Ed. & Pub. Feb. 23, 1952, p. 8 (large New York City department
store trims linage as result of newspaper rate increases). And see dramatic linage rise
following recent retail cut of two New York dailies. Ed. & Pub, May 10, 1952, p. 72,

171. In 1950 “local” advertisers (including other than retailers) spent $1,560 million
in newspaper ads and $844 million for advertising in all other media combined. News-
PRINT FOR TomMoRROW, at 101. See also data on distribution of “publicity dollar” of retail
dry goods stores, in BoroEn, THE EcoNomic ErFFects oF Abvertising 914-15 (1942),
although these specific figures are probably outdated.

172. See id. at 114-15.
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chants buy frequent quantity display space in dailies for lengthy and fast-
changing lists of bargain offers.!™ Only if retail ad rates are moderate, per-
mitting large linage purchases, can retailers fully exploit the quantity and
frequency benefits of newspaper advertising. In fact, retailers dissatisfied
with retail ad rates occasionally desert existing local dailies, sponsor Shop-
ping News handouts or rival dailies,»™ engage in group boycotts,}™ or turn
to radio and television.1™

Although in each retail market rates and discount schedules are published
on rate cards, rate announcements are not always closely followed. Dailies
occasionally cut below published rates for large retailers who deal directly
with ad salesmen without interposition of advertising agencies.}’® Qther
publishers, however, deem it “bad business” to grant preferential rate con-
cessions which appear on the daily’s books. Instead, they sometimes print
complimentary ads for particular retailers: the books do not register this
concession. And many publishers avoid such direct or indirect rate con-
cessions altogether, but may rig rate cards to allow particularly heavy
discounts for linage volumes which only certain intended retailers can buy.
Moreover, only the most confident publisher will raise retail rates before con-

173. See ibid., indicating price orientation of retail ad content. The point is best
illustrated by inspection of food, furniture, clothing, and department store display ads
of any daily paper. Customers of retailers find “price” the most “helpful” single aspect
of retail ads, according to one survey, largely because it enables “comparison.” “Iilustra-
tions” run a close second in “helpfulness.” SANDAGE, AbvERTISING—THEGRY AND PrAC-
TIcE 551-3 (1936).

174, Shopping News fliers, which thrived during the depression, have usually been
commerdcially published, though encouraged by advertisers. In other cases, adverticers
have themselves published the handouts specifically to force down newspaper rates. See
Lee, Tee Damwy NewspaPER IN AmMERICA 333-90 (1937). Newspapers attempted to
suppress the handbills by sponsoring municipal anti-handbill legislation. See ibid.; Exteny,
History oF THE AMERICAN NEWSPARER PUBLISHERS Assocration 125 (1930); Imox,
PueLic OpiNioN anD Propacanpa 107-11 (1950). For description of advertisers' spon-
sorship of a general circulation daily because “they did not like” presence of local daily
monopoly, see LEE, op. cit. supra, at 372.

175. Twelve stores boycotted the New York World-Telegram in 1932 and succceded
in modifying a proposed rate rise. Lee, THE Damy NEwsSPAPER IN Aerica 372-3
(1937). And for sketch of boycotts in New Haven and Pittsburgh, see id. at 372, In
1943, fifteen New York department stores and their trade association were fined $5,000
each after pleading siolo contendere to an information filed by the Department of Justice
charging violation of the antitrust laws in an attempted conspiracy to boycott the New
York Times because of hostility to an announced increase in ad rates. 11 U.S.L. WEER
2739 (S.D.N.Y. 1943).

176. Cf. Ray, Competition in the Newspaper Industry 15 J. Marxerine 444, 445
(1951). See p. 992, infra. For analysis of retailer radio usage, see SANDAGE, Rapio Ap-
VERTISING FOR RETAILERS (1945).

177. “Most retail advertising is prepared by the advertising department of the retail
store, and ordered directly from the newspapers.” DUFFY, op. cit. supra note 165, at 84.
See note 178 infra.
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sulting dominant retailers to gain their counsel and estimate their future
response.1?®

\Where two or more dailies serve a single community, the paper offering
lower milline rates generally secures greater retail display linage.l”™ Retailers,
however, often prefer to advertise in an evening daily; its circulation is fre-
quently heavier in shopping districts and may have greater “pull” among
housewives responsible for most retail purchases.’®® Thus an evening paper
competing with a morning paper frequently sells more advertising, though
charging a higher milline rate.!51

The General Market

Advertisers in the general market are mainly manufacturers of consumers’
goods.182 Since such producers tend to compete in product quality rather than
price appeal, 188 their advertising campaigns stress quality and performance,

178. Information of publisher concessions to retailers comes from interviews with
confidential sources. Some of these practices, however, may conflict with the Code of
Practice of the Newspaper Advertising Executives Association: “2. Rates and conditions
published in the rate card will apply to all advertisers.” Eb. & Pus. YEARBoOK 296 (1952).

179. An inspection of 1950 retail milline rates and linage of dailies in 26 citics of
greater than 100,000 population and with two or more dailies, none of which are sold in
“forced combination,” see note 217 infra, shows that in 17 cities the lowest-milline daily
secured the greatest retail linage. In 8 out of the 9 remaining cities, top linage went to
the evening papers, despite the fact that its rate was not the lowest. In another analysis,
the 26 cities were broken down into morning and evening fields. Thirteen fields had two
or more dailies, and in 9 of these, the lower-milline daily received the greatest linage.
Rate data from AMERICAN ASSOCIATION OF ADVERTISING AGENCIES, NEWSPAPER RATE
DIFFERENTIALS, 1950 (1951); linage data from Ed. & Pub.,, Mar, 10, 1951, pp. 75-90.
Data for similar analysis of papers in smaller-population cities is unavailable.

180. See Ray, Economic Forces as Factors in Daily Newspaper Concentration, 29
Journ. Q. 37-8 (1952), indicating that advertiser preference for evening dailies is preva-
lent principally in small and medium-sized industrial cities. See also note 12 stipra.

181. See note 179 supra.

182. Data in BorpeEN, Tavror & Hovpe, NATIONAL ADVERTISING IN NEWSPAPERS
38-40 (1946) show that “industrial products” ads brought in only 3.4% of newspaper
revenues from national advertising in 1941. In times of the excess profits tax, non-
consumers’ goods producers may be tempted to indulge in more newspaper advertising
of a political or institutional nature. See, e.g., announcement of the Advertisers for
Freedom Committee, in Ed. & Pub., Jan. 26, 1952, p. 56.

183. “Imperfect” or “monopolistic” competition, where product differentiation supple«
ments or supplants price competition, is a common feature of markets for manufactured
consumers’ goods. See WiLcox, op. cit. supra note 169, at 3-4. And “competition” is
generally less prevalent in manufacturing categories than in retail categories of busincss
activity. Id. at 307-8.

Specifically, among advertising maufacturers, price competition is not prevalent, See
Brown, Advertising and The Public Interest: Legal Protection of Trade Symbols, 57
Yaie L.J. 1165, 1173 (1948). “[Tlhe histories of a host of consumers’ goods . . . are
proof that it does pay to advertise, that it pays in higher prices and higher profits than
if the product was in undifferentiated competition with like products in a competitive
market.” Id. at 1174-5.
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educating consumers to appreciate brand names and to regard price cutters
with suspicion.?® In this market context, non-price considerations, rather
than rates of advertising media, determine an advertiser’s total ad expendi-
tures in newspapers.t®?

“General” advertisers leave campaign list-making and many other decisions
to the discretion of advertising agencies, who also recommead general budget
strategy to their advertiser clients. It is the agency, not the advertiser, with
whom dailies deal, and to whom publishers sell space and send bills.?®¢ Agen-
cies have little incentive to seek cheap rates for general advertising space. Three
quarters of advertising agency revenues consists of commissions granted by
advertising media.’" The commissions are based on a flat percentage of
dollar “billings” placed by the agency; in the case of newspapers this rebate
is 15 per cent.188 Hence, agency compensation depends not on quantity of space
purchased but on size of clients’ ad expenditures.’™ And since total ad

184. “[A]dvertisers generally make their appeal to buying motives other than price.)”
Boroex, TaE Ecoxoamic EFFecTs oF ADVERTISING 864 (1942) (referring to manufacturer-
advertisers). The “main drive of advertising is to facilitate” praduct differentiation “in
order to carve out a separate market in which demand, price, and output can be manipu-
lated within limits. . . .” Brown, supra note 183, at 1171. For discussion of manufacturers’
product branding and the “struggle for brand control,” see BoRrpex, op. cil. sufra at
3446; Crarx & CLark, Princrpies oF MARKETING, 255-66 (1942).

185. Cf. Ray, Competition in the Newspaper Industry, 13 J. Margerine 44, 447
(1951), indicating publishers’ estimates of the relative inelasticity of demand on the part of
general advertisers.

Interviews with advertisers and agencies, however, indicated that wide variance in
milline rates among papers of similar circulation, see note 164 supra, is considered
“illogical” and operates against the use of newspapers as a basic ad medium. Borozx,
Tavior & Hovpg, NATIONAL ADVERTISING IN NEWSPAPERS 453, 458-9 (1946). Similarly,
the general-retail differential, failure to give general advertisers discounts, use of forced
combination rates, see note 217 {ufra, and the decline of radio and magazine per-unit
rates have reduced buyers’ enthusiasm for newspapers. Id. at 448-9, 469-70. Yet “more
important in the minds of advertisers than questions of relative costs of cuverage . . .
are considerations relating to the sales effectiveness of any medium.” Id, at 432, The
apparent sales effectiveness of competing media (principally radio) directly accounted fur
almost all of a 22.6% decline, from 1929 to 194], in newspapers’ “share” of total national
advertising expenditures. Id. at 38.

But cf. note 257 supra.

186. AxERicAN ASSOCIATION OF ADVERTISING AGENCIES, THE STRUCTURE OF THE
ApVERTISING AGExCY Business 11-13 (1951). For brief history of agency functions, see
Leg, THE DALY NEWSPAPER IN AMERICA 348-52 (1937) ; N1xoxX, PRINCIFLES oF ALVERTIS-
xe 18-19 (1937).

187. The other quarter comes directly from advertiser clients, in the form of service
charges added to cost of materials and service purchased by agencles for campaign
purposes, and fees for special services. See AMERICAN ASSOCIATION OF ADVERTISIN
Acexncies, THE STRUCTURE OF THE ADVERTISING AGENCY Business 14 (1951).

188. Radio and magazines generally allow the same commission. See DUFFy, op. cil.
supra note 165, at 323-5 for detailed description of the commission system.

189. Criticized by advertisers, this payment method is said to resemble “Bernard
Shaw’s judge-hangman whose fees depended upon the number of executions.” Sanpack,
ADVERTISING—T BEORY AND PrAcTICE 516 (1936). Agencies, advertisers and media have
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budgets of general advertisers are not primarily influenced by media rate
levels,1% cheaper rates do not bring larger agency returns. Moreover, pro-
motional skill, integrity, reputation, and financial soundness, rather than
promises of bargain rates, are decisive factors in inter-agency rivalry1? Ad
agencies, in fact, are not really “agents” of the advertiser, but independent
enterprisers whose interests lie partially with publishers, who disburse
most agency revenues.}9?

Agency campaign lists are largely impervious to rate concessions.!?® Open
pricing is the rule in the general market. Current rates and announcement
of future changes appear monthly in a widely circulated trade rate book,
which also presents milline computations.1? Deviations from announced
“general” rates are probably rare; publishers in contracts undertake to follow
a uniform non-discriminatory rate policy toward all agencies.®® And agencies

debated the commission system for years, and in the 1930’s exchanged books on the sub-
ject. See YouNG, ADVERTISING AGENCY CoMPENSATION (1933) (defense of commission
system on behalf of the A.A.A.A.); Haase, ADVERTISING AGENCY COMPENSATION ¢
TaEORY—LAw—PracTICE (1934) (answer by the Association of National Advertisers);
AMERICAN ASSOCIATION OF ADVERTISING AGENCIES, ANALYSIS AND CRITICISM OF “'ADVER-
TISING AGENCY CoMPENSATION : THEORY—LAw—PRrACTICE” (1935) (rejoinder). Sce note
202 infra for FTC attack on commission system.

190. SANDAGE, ADVERTISING—THEORY AND PraAcTice 555-68 (1936) lists factors
determining budget size.

191. See Leg, THE DaAiLy NEWSPAPER IN AMERICA 352 (1937) ; AMERICAN AsSocliA-
TION OF ADVERTISING AGENCIES, THE STRUCTURE OF THE ADVERTISING AGENCY BUSINESS
13-14, 18-25 (1951) (including A.A.A.A. Standards of Practice) ; SANDAGE, ADVERT1S~
iNnG—THEORY AND Practice 530-2 (1936).

192. Originally agencies were publishers’ agents, selling space on commission, or
space “brokers.” Some agents and brokers later became “special representatives” selling
space in specific dailies, while others became advertisers’ “servants,” precursors of modern
ad agencies. See NixonN, Princiries oF ApvertisinGg 18-19 (1937); Lee, Tue DALy
NEwSPAPER IN AMERICA 348-52 (1937) ; YouNg, op. cit. supra note 189, at 21-38.

On one hand the agency poses as the servant of its “client,” the advertiser, and
advertisers sometimes consider the agency “a working partner.” Scc SANDAGE, Abvis-
TISING—T HEORY AND PRACTICE 515-6 (1936) ; GAMBLE, ORGANIZATION AND FUNCTION
OF THE ADVERTISING AGENcY 24, 32-3 (1949). Yet the A.A.A.A. has asserted that
agencies are publishers’ agents. SANDAGE, op. cit supra, at 515. The ad agency system of
compensation also suggests this relationship.

193. See, e.g., failure of St. Louis Post-Dispatch to draw significant added linage from
general rate reduction. BorpeEN, TAvLor & HovpE, NATIONAL ADVERTISING IN NEWSPAPERS
439-40 (1946).

Agencies, in fact, usually resist and resent any attempt of a newspaper, through
various forms of “undue pressure,” to “break” (gain a place on) a previously-established
campaign list. And advertisers are often irritated by dailies who request them to order
agencies to revise lists. See id. at 207, 209, 210-12.

194. The rate book is Newspaper Advertising Rates and Data, published monthly by
Standard Rate and Data Service. Each newspaper also sends its general rate card to
agencies.

195. This provision is written into A.A.A.A. Standard Order Blanks, GAMbLE, 0f.
cit. supra note 192, at 27, which are used by most agencies. Durry, op. cit. supra note
165, at 330.
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rarely attempt to bargain for special reductions from announced rate schedules
or for modification of rate cards;!%® agents fear that “responsible publishers”
will not tolerate aggressive bargaining tactics.1®? The agencies’ industry-wide
code of ethics, moreover, forbids agencies to rebate their commissions to
clients, a practice branded as degrading the rate structures of publishers.!®3

Publishers, in turn, grant commissions on general advertising sales only
to agencies which they “recognize,”®® and “recognition” hinges partly on
agency adherence to the no-rebate rule of the industry code*® Other
standard recognition criteria are agencies’ financial “‘capacity,” and “bona
fide” agency status demanding freedom from control by advertisers.”™ Thus
both advertisers performing full agency functions and “house” agencies of
large manufacturers are denied recognition and commissions. In effect,
functional compensation is withheld from all but “bona fide” agencies; direct
buyers of general linage receive no discount for their efforts.**> Space buying

196. See communications to the YALe Law Joummar from Atherton W. Hobler,
Chairman of the Board, Benton and Bowles, Inc., dated Apr. 8, 1952; from the Duane
Jones Co., Inc., dated Apr. 8, 1952; from a leading agency (name withheld by request),
dated Apr. 14, 1952, all on file in Yale Law Library. Occasionally, however, agencies
bargain “as to how an account should be classified where several general rates prevail,
. ..” Communication from Atherton W. Hobler, supra. And space buyers cften try to
“hold a rate on a schedule approved or contemplated by a client—befere the new raise
in rate was announced” and wish to “‘get in' on old rates before new ones go into
effect. . . . Communication to the YaLe Law JourwaL from president of a leading
agency (name withheld by request), dated Apr. 11, 1932, on file in Yale Law Library.

197. See communications from Atherton W. Hobler and the Duane Jones Co., Inc.,
supra note 196.

198. Standard of Ethics, reprinted in AMERICAN ASSOCIATION OF ALVERTISING AGEN-
ciEs, THE STRUCTURE OF THE ADVERTISING AGENcY Business 21-4 (1951). Agencies'
refusal to rebate “maintain[s] . . . rate cards” of media owners. GAMBLE, op. cil. supra
note 192, at 26.

199. For brief description, see AMERICAN ASSOCIATION OF ADVERTISING AGEXCIES,
ADVERTISING AGENCY RecosNITION (undated mimeo.). Publishers' asseciations make
recommendations to individual owners, who make the final decisions. Jd. at 1.

200. Id. at 2.

201. Ibid.

202. GaMBIE, op. cit. supra note 192, at 24, summarizes specific reasons given by
media owners for favoring the existence of independent ad agencies. These include de-
velopment of “new business”; reduction of “the hazards of advertising and thereby
the mortality rate in the publisher’s business”; advocacy of “the idea of advertising in
competition with other means of sales promotion” But see also p. 994 infra.

In 1924 the FTC issued a complaint, amended in 1926, against the A.A.A.A.; the
American Press Association (a “boiler-plate” firm) ; the American and Southern News-
paper Publishers Associations; and the Six-Point League (national advertising representa-
tives of New York dailies). It charged respondents with attempting to compel naticnal
advertisers to hire agencies; prevent advertisers from placing ads at the “net rate” (minus
agency discount); and eliminate agencies sharing commissions with their clients. In
sum, respondents were charged with “combining or conspiring to control channcls of
distribution of national advertising.” See American Association of Advertising Agencies,
13 F.T.C. 326 (1930). In 1930, however, after answer and trial, the complaint was dis-
missed without assignment of reasons. Ibid.
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is thus channeled to independent agencies, where price haggling is kept to a
minimum.

In general, dailies offering lower milline rates usually secure greater linage
than higher-milline papers in the same or other cities.2®® Agency space
buyers often set milline ceilings within each newspaper circulation group
to exclude exceptionally “high-rate” dailies from consideration.*®* And even
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Source: BorpEN, TAvLorR & Hovpe, NATIONAL ADVERTISING IN NEWSPAPERS 454 (1946).
Figures are for 1941.

203. For milline rate-linage relationships among dailies in different cities, see graph
on this page; tables in BorpeEn, Tavror & Hovpe, NATIONAL ADVERTISING IN NEws-
PAPERS 454, 456, 457 (1946). An inspection of 1950 general milline rates and linages
of dailies in 34 cities of greater than 50,000 population and with two or more dailies,
none of which are sold in “forced combination,” shows that in 18 cities the lowest-milline
daily secured the greatest general linage. In 15 out of the 16 remaining cities, top linage
went to the evening daily, despite the fact that its rate was not the lowest. In another
analysis, the 34 cities were broken down into morning and evening fields. Thirteen ficlds
had two or more dailies, and in 10 of these, the lower milline daily reccived the greatest
linage. Linage data from Ed. & Pub., May 10, 1951, pp. 75-90; rate data from AMERICAN
ASSOCIATION OF ADVERTISING AGENCIES, NEWSPAPER RATE DIFrerENTIALS, 1950 (1951);
Newspaper Advertising Rates and Data, Dec. 1951 (comparative recency of data in this
source is not believed to affect validity of rate-linage comparisons).

204. See Borpen, TAvLoR & HovpE, NATIONAL ADVERTISING IN NEWSPAPERS 454-5
(1946).



1952] MONOPOLY IN NEIVSPAPER INDUSTRY 987

within ceiling limits, lower-milline papers sell greater linage. But these are
higher-circulation dailies, and their greater circulation coverage rather than
the cheaper milline rate may influence advertising agencies’ decisions.*%5 Sched-
ules for advertising campaigns are based on specific market coverage goals,
with rate criteria often secondary.?®® In fact, despite higher millines, small-
circulation dailies often find a place on schedules for nationally extensive or
regionally intensive campaigns.?® Their linage allocations, however, usually
will be smaller than those of greater-circulation papers.”®® And newly estab-
lished dailies find listing even harder. Few advertisers wish to “pioneer”
in new dailies, and data on the buying habits of entrant’s audience is frequently
absent; moreover, a new paper’s poor initial linage record in the retail market
may also discourage potential “general” buyers.2®®

Sdles Factors in Retail and Gencral Markets

Dealer Cooperative Advertising. A practice partly inspired by the general-
retail differential, dealer cooperative advertising bridges the gap between the
two markets. Cooperative advertising takes many forms.*!® Under a common
arrangement, manufacturers grant advertising allowances to retailers for

205. “Rate is only one of many factors which have to be considered in the selection
of media” DuFFy, op. cit. supra note 165, at 323. Sece also id. at §2. For list of other
factors, see id. at 62-3, showing importance of various criteria other than rates in de-
termining manufacturers’ preferences among dailies; similar rankings are not available
for agencies, however. Rate considerations are, however, influential, not only as a measure
of cheapness of space in different-sized dailies, but alsv as a criterion for selecting among
newspapers of equal circulation when the campaign makes choice possible. Bunpzm, Tav-
Lor & Hovpe, NATIONAL ADVERTISING INX NEWSPAPERS 433-7 (1946).

206. See sources cited note 205 supra. The relation between rate and linage among
dailies in multi-paper cities seems to be less striking for general than for retail adver-
tising. Compare data in note 203 supra, with data in note 179 supra.

207. See, e.g., Ed. & Pub,, Sept. 22, 1951, p. 16; statement in Borrpexw, Tavioz &
Hovpe, NATIONAL ADVERTISING IN NEwsPAPERS 89-90 (1946), concerning use of small-
town dailies. For indication that agencies frequently select smaller-circulation dailies in
multi-paper markets, see communications cited supra note 196, giving varicus reasons
for selection, such as “class” readership, desire for dense circulation, special services, etc.

203. On allocations to small-town dailies, see DUFFY, op. cit. supra note 1635, at 71.
On allacations to smaller-circulation dailies in multi-paper markets, see communications
from the Duane Jones Co., supra note 196. Occasionally, however, linage may be equal
to that of larger papers in the same market. See communication from Atherton W.
Hobler, supra note 196.

209. See communications from the Duane Jones Co., Athertan W. Hobler, and presi-
dent of unnamed leading agency, supra note 195,

210. “[C]ooperative advertising is regarded as any plan in which 2 manufacturer acts
jointly with his distributors, dealers, or agents by mutual agreement, ¢cn a cost-sharing
basis, to advertise the manufacturer's product.” Durry, ep. cil. supra note 165, at 271.
See id. at c. 15 for description of varicus plans. See also Paster, Dearen CoorEnative
ADVERTISING, ADVERTISING RATE DIFFERENTIALS, AND THE Ropixson-Paman Act
(1951) (unpublished MS. on file in New York University) ; LuckLEy, VErTicAL Co-
OPERATIVE ADVERTISING (1931).
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local advertising or other sales promotion that “plugs” both the manufacturer’s
product and the retail outlet which markets it.22* Not only are national and
local sales promotion thus harmonized, but retailers’ placement of cooperative
ads qualifies for the cheaper retail rate and brings the manufacturer substantial
advertising cost economies.??? At present, cooperative advertising programs
are largely confined to manufacturers utilizing selective distribution channels;
other producers need not steer consumers to specific retail outlets.?1? Yet
cooperative advertising has led some publishers to eliminate the general-retail
differential and adopt a one-rate policy for general and retail dealer-coopera-
tive advertisers?'*—apparently an attempt to bar a diversion of advertising
sales from the high-rate general market to the low-rate retail field.

Special rate categories. While few dailies presently apply special rates to
dealer-cooperative advertisers, most papers apply distinctive rates to special
ad categories.?!® Buyers of ‘“classified” ad space, for example, are charged
rates closer to the high general rate than to the low retail display rate. And
all purchasers of legal, financial, political, theatre and amusement ads must
pay more than the retail display rate in most dailies and often more than
general advertising levels. Automotive advertising sometimes receives a
special rate approximating the general rate, even when purchased by local
retail dealers. In fact, confusion spawned by the multitude of ad content
categories has led to requests that publishers streamline rate cards and bring
more classifications under the retail display and general advertising head-
ings.210

Selling technigues. Publishers who own both morning and evening dailies
in the same city often attempt to maximize linage by adopting a combination
sales policy. The most common technique, “forced combination” selling,
compels an advertiser to buy space in both papers if he wishes to use either
one.2” Publishers apply this policy more often to general advertisers than

211. Another system, used largely by automobile manufacturers, involves an assess-
ment levy against dealers which is supplemented by manufacturer contributions and used
for dealer-approved ads. See Durry, op. cit. supra note 165, at 272-6, Retailer-placed
cooperative advertising is more common than that placed by manufacturers. Bororw,
Tavror & Hovpe, NATIONAL ADVERTISING IN NEwsPArERs 151 (1946).

212. Advantages and disadvantages summarized, PASTER, op. cit. supra note 210, at
24-33. Automotive manufacturers are possibly alone in their practice of placing retail
ads at general rates. BorpeN, TAvLor & HovpE, NATIONAL ADVERTISING IN NEWSPAPERS
167 (1946).

213. Cf. id. at 165; PASTER, 0p. cit. supra note 210, at 14, 138,

214. See DuFFY, op. cit. supra note 165, at 88-9. Some papers have abolished the
differential only for advertising accounts that use cooperative advertising. Ibid.

215. Information of special “classifications” from data in Newspapers Advertising
Rates and Data, Dec., 1951; Durry, op. cit. supre note 165, at 89-95,

216. See, e.g., Ed. & Pub., Feb. 16, 1952, p. 42.

217. Also known as “unit rate” selling, this practice employs a single rate covering
the morning-evening insertion. Aside from morning-evening owners, it is also cmployed
by publishers working under a “partial combination” plan, described at note 14 supra.
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to retailers;*!® in recent years almost all morning-evening combinations were
sold to general advertisers on a package basis only.*'® *“Optional combina-
tion” plans, less frequent,??® attract morning-evening insertions through com-
bination ad rates lower than the sum of both dailies’ individual rates. And a
few morning-evening publishers have totaled linage placed in both dailies as
the measure for quantity discounts on ads placed in one of the papers.**!
Finally, a publisher may forestall ad buyers’ expenditures in other media by
refusing to sell space except on an exclusive purchase basis.***

Group inter-city sales and promotion programs are common in the general
market. While attempts to force “package” selling of space in dailies in
different cities are rare,?*® more flexible programs thrive. Dailies in non-
major cities of a single state or region often promote ad placement in several
participating papers by demonstrating the advantages of their combined
market areas.??* And papers under common ownership in regional or national
chains conduct similar joint selling programs.®?® Mloreover, virtually all but
the smallest-circulation dailies, whether participating in group selling pro-
grams or not, employ “special representatives” to solicit general advertising
on a commission basis.®?® Most “specials” serve several newspapers, often

218. See Nixon, Concentration and Absentecismt in Daily Newspaper Qwwnership, 22
Jourw. Q. 97, 112 (1945) (most recent published comparison data) ; Boroew, Tavion &
Hovpe, NATIONAL ADVERTISING IN NEWSPAPERS 463-% (1946).

219. Brief for Defendants, p. 37, United States v, Times-Picayune Publishing Co.,
Civil No. 2797, ED. La. A further indication of the widespread use of the *‘unit
rate”: an advertiser wishing to use the total nation-wide morning circulation of
21,222,525 must also buy space in evening papers totaling 8,252,648 circulativn, while an
advertiser wishing to use total 32,795,413 evening circulation must purchase an additional
8,437,570 morning circulation. Ep. & Pus. Yeareoux 19 (1952). In all except four
largest circulation groups, milline rates for papers sold in forced combination were
higher in 1941 than those of independently sold papers. Nixon, sufra note 218, at 111,

220. See id. at 112,

221. See, e.g., Brief for United States, pp. 34-5, United States v. Times-Picayune
Publishing Ce., Civil No. 2797, E.D. La, filed June 1§, 1951

222. See Lorain Journal v. United States, 342 U.S. 143 (1951) (upholding injunction
of publisher’s refusal to deal with merchants using nearby radio station; vielation of
Sherman Act § 2); cf. Oklahoma Publishing Co., 21 F.T.C. 798 (1935) (stipulaticn
wherein publisher agrees to cease and desist from giving special discounts to advertisers
using publisher’s daily exclusively); Ed. & Pub,, Aug. 25, 1934, p. 22 (explanation of
Alemphis Press-Scimitar’s 25% discount to advertisers using that paper exclusively in the
evening field; practice discontinued).

223. See Borpen, TavLoR & Hovpe, NATIONAL ADVERTISING IN NEWSpArers 340-8
(1946) ; for attitudes of package selling, see id. at 334-40. Yet space in certain Sunday
supplements used by several dailies is sold on a package basis. See id. at 2234,

224. See id. at 310-19.

225. In a few cases, chains or groups offer discounts to buyers using all member
papers. See e.g., discount allowed by Westchester Group, partly a chain. Ep. & Pun.
YEearsook S0 (1952).

226. In 1944, 176 (75%) of dailies under 5,000 circulation had no “special”; but only
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located in a single area, and frequently advise their publisher clients on rate
and other advertising policies.

Services to space buyers. Publishers also attempt to enhance space sales
by offering special services to ad buyers.??? Dailies conduct extensive market
research to ferret out consumer preferences and sales possibilities. Merchan-
dising services, particularly for general advertisers and agencies, may plot
entire sales campaigns and often seek out retail outlets for producers?®
And in presenting advertising copy, papers offer special benefits such as pre-
ferred page position, multi-color treatment, or free publicity in news
columns.22?

Promotion of the newspaper mediwm. The industry as a whole has partici-
pated in joint promotional programs to convince advertisers of the sales
potential of the newspaper medium. Trade associations, for example, have
organized research data to dramatize the impact of newspaper advertising
and have placed institutional ads in newspapers.?3® Publishers hope that
these efforts will prevent further diversion of advertising funds into newer
media, radio and television.! Promotional efforts have aimed particularly at

59 other papers were unrepresented. BorbEN, TAyLor & Hovpe, NATIONAL ADVERTISING
1N NEewspapErs 305 (1946). A handful of larger dailies are represented solely by their
own branch offices or exclusive representatives, rather than by independent “specials.”
Id. at 281. For description of “specials’ ” functions, see id. at ¢, 14.

227. For description of merchandising and research services, see Durry, op. cit, supra
note 165, at 281-7; Borben, TAvLor & Hovpe, NATIONAL ADVERTISING IN NEWSPAPERS
cc. 16, 18 (1946) ; Ray, Competition in the Newspaper Industry, 15 J. MARkeTING 444,
453-4 (1951) ; Leg, THE DAlLY NEWSPAPER IN AMERICA 356-7 (1937). Many dailies em-
ploy special promotion staffs, who often prepare merchandising papers for advertisers.
Id. at 357.

228. Extent and expense of free merchandising services have caused frequent requests
for modification by all dailies. See id. at 356 (noting A.N.P. A. adoption, in 1920, of a
“Standard of Merchandising Practice for Newspapers”); BoroEn, TAvror & Hovoe,
NaTioNaL ADVERTISING IN NEWspPAPERs 406-7, 421-22 (1946).

229. These services are inducements to advertisers, although not always free. Pre-
ferred page positions sometimes cost the buyer extra; color printing is always charged
for. See listings in Newspaper Advertising Rates and Data, Dec., 1951, “Split run”
advertising, offered by some large dailies, permits comparison testing of two ads of
identical size run in alternate copies of a single day’s paper. Free publicity in news
columns (“puffs” or “Business Office Musts”) may win campaign listing for a small
daily, see communication from the Duane Jones Co., supre note 196, but the “puff”
practice has been condemned by many publishers. See Lk, Tue DALy NEWSPAPER IN
Anerica 447-8, 470-1 (1937).

230. See description of work of A.N.P.A’s Bureau of Advertising, in Borben, 1'Ay-
Lor & Hovpe, NATIONAL ADVERTISING IN NEwsPAPERs 382-5 (1946) (promotion and
research activity which previously was “woefully inadequate in light of the loss of the
national advertising position of newspapers.” Id. at 207.) For the Bureat's ad campaign,
see Ed. & Pub., Sept. 22, 1952, p. 7 (slogan: “The newspaper is always ‘first with the
most’ ). For another promotion program, see Ed. & Pub.,, Jan. 26, 1952, p. 7.

231. See note 185 supra.
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general advertisers,?*? whose defection to other media has notably exceeded
retailers’ shifts away from dailies.®3

A Rationdle of Advertising Rates

Differential pricing of retail and general rates reflects publishers’ exploita-
tion of disparate demand factors in two segregated markets. While general
ads do cost dailies a 15 per cent agency commission and entail selling ex-
penses higher than for retail ads,* these added costs account for only about
half of the retail-general price differential.**® Moreover, the higher solicitation
cost of general ads is partially offset by apparently higher production costs
for retail advertising: general ads usually arrive at the printshop in pre-
composed form and are exempt from union reproduction (“bogus”) require-
ments; retail insertions less frequently come precomposed—and when they
do, *‘bogus” applies.?®® Nor does greater frequency of retail ad placement
necessarily cut publisher costs;*37 copy of large retailers usually changes from
day to day, requiring fresh composition for each insertion. While retailers
benefit less than general buyers from circulation beyond retail trade zones,>8
modern transport facilities enhance the customer potential of readers on the

232. Cf. Ed. & Pub., Sept. 22, 1951, p. 62.

233. Cf. data showing relatively greater decrease in newspaper advertising of naticnal
buyers compared to Iocal and classified buyers from 1929 to 1941, Bompexn, Tavien &
Hovpe, NATIONAL ADVERTISING IN NEWSPAPERS 5 (1946).

234. Proportion of “national” (general) advertising expense to natiunal advertising
revenue is about § percentage points higher than proportion of “local” (principally retail)
advertising expense to local advertising revenue. See BompeN, Tavior & Hovos, Reven-
UES AND ExPENsSEs or NEWPAPER PUBLISEERS IN 1941 21-2 (1946); sce also tables, fd.
at 18. For some probable causes, see Ray, Competition in the Newspaper Industry, 15
J. Margerine 444, 49 (1951).

235. Assume a daily has a retail rate of $1 for retailers making 20,000 line purchases.
If its selling cost percentage is 8 points higher for general ads, then this difference alone
would “justify” a $1.08 rate for general buyers of the same quantity. To account for the
15% agency commission, divide $1.08 by .85. The quotient, $1.27, would be the paper’s
rate upgraded to account for general advertising commission and selling costs. But an
average daily’s differential indicates that for cities of greater than 100,000 population
its general rate will actually be $1.56, and probably close to that amount in smaller citics.
See notes 166, 168 supra.

236. See Ray, Competition in the Newspaper Indusiry, 13 J. Markerine 444, 449
(1951). “[Plroduction costs for most national advertising [are] substantially less than for
much of the local advertising. . . .” Ibid. For indication of infrequency of precomposition
(through use of mats or electrotypes) in local advertising, sce International Typo-
graphical Union, 8 N.LR.B. 951, 1024 n70 (1949) (Intermediate Report). For
“bogus” rules see note 128 supra.

237. One spokesman for a group of dailies has asserted that higher praduction costs
flow from the less frequent use of any given daily by general advertisers as compared to
retail buyers. See Statement of C. P. Waite, quoted in PAsSTER, 0p. cif. supra nute 210,
at 59-60.

238. “Retail Trading Zone . . . [is] the area beyond the City Zone whose residents
regularly trade to an important degree with retail merchants in the City Zone” Audit
Bureau of Circulations, By-laws, c. C, Art. V, § 4 (A).
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periphery.2® And only a few giant dailies attract much circulation beyond
the penumbra.??® The retail-general rate differential, in sum, mirrors mote
than sellers’ costs or customer coverage differences;?#! it is discriminatory
pricing,?*? tailored to disparate price sensitivities of buyers segregated by
the retail-general classification.

Although typically monopolist sellers in the retail market, publishers through
lower retail rates accommodate local merchants to ensure long-term stability
of retail revenues, which account for the bulk of total ad receipts. Because
other local media do not easily meet retailer display needs, a daily's rate
increases in the short run might not lose retail ad revenues.*4® Yet rate con-
troversy could end the close and cordial relationship between publishers
and hometown retailers and sap a daily’s good will in the local business
community. And unfavorable rates could ultimately induce retailers to desert
the local daily press, traditionally their favored ad medium. Publishers thus
tend to behave as “benevolent monopolists” in the retail market, charging
less than the “general” rate and probably less than the market could bear.24

239. See PASTER, op. cit. supra note 210, at 53. Few dailies, in fact, attract significant
circulation beyond the retail trading zone. Sce circulation figures in Newspaper Adver-
tising Rates and Data, Dec., 1951.

240. New York, Chicago, and Des Moines papers are noted for their wide coverage,
“but there are sharp limits to this sort of radiation and bigness. For newspapers must
remain in industry of local—and at best, regional—markets.” Fouquer, NEwWSPArii
CompEeriTION Topay 7-8 (1951) (unpublished thesis in Economics Department, Harvard
University). To some extent, moreover, the 1950 differential figure presented supre note
168 is adjusted to compensate for circulation beyond trading zones: a few of the most
widely-distributed dailies do not carry retail ads in copies sent to distant areas; in
computing milline rates, upon which the differential figure is based, this portion of circula-
tion was not included.

241. PASTER, 0p. cit. supra note 210, at 139 concludes that there is a “weak case” for
the differential if it exceeds 25-30% See also Ray, Competition in the Newspaper In-
dustry, 15 J. MARKETING 444, 449, (1951).

242. See ibid. For another example of discrimination in the newspaper industry,
see id. at 450-1, describing geographically differentiated subscription rates (higher for
urban than for rural readers, whose demand is estimated to be more sensitive to price).

243. Linage might well decrease, note 170 supra, but not necessarily dollar ex-
penditures. Cf. Ray, Competition in the Newspaper Industry, 15 J. MARKeTING 444, 440
(1951). If this were the only effect, a rate rise would be profitable.

244. A somewhat different explanation, in terms of greater retailer bargaining power,
is set forth in BorbeEN, TayrLor & HovpE, NATIONAL ADVERTISING IN NEWSPAPERS 438
(1946) ; PASTER, op. cit. supra note 210, at 52-3. Malone, Econontic-Technological
Bases for Newspaper Diversity, 28 Journ. Q. 315, 317 (1951) refers to “monopsonistic”
buyer pressure exerted by “Chambers of Commerce and similar groups locally,” but he
adds, “Newspapers act, not in the fashion of orthodox monopolists taking what the
traffic will bear, but as public-utility-like firms, taking a fair return on investment and
some security on long-run existence instead. Monopoly profits might encourage the entry
of new firms (‘competitors’).” Id. at 319. Malone’s explanation is apparently not restricted
to retail rate policy, but includes general rates as well. Ray, Competition in the News-
paper Industry, 15 J. MARKeTING 444, 447, 450 (1931) explains the differential and the
low-rate retail policy in terms of publishers’ estimates of relative clasticity of demiund
for advertising space on the part of local and general buyers.
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And where local dailies compete in the community, publishers’ low retail rates
and special discounts to large retail buyers may be accentuated.*45

While publishers in seeking linage in the general ad market must take
account of dailies in other cities, the structure of the general market does not
induce space rate rivalry. Although rate considerations do not control
advertising agencies’ allocation of general advertising to individual dailies, a
few papers might decide to shortcircuit ad agences, bargain directly with
manufacturer-space buyers, and, in quest of greater linage, shave rates below
papers with comparable circulations and markets. Such a move, however,
might induce rival dailies to lower rates. From a resulting round of rate
cuts no paper would gain: price reductions would not cause expansion of
relatively stable advertising expenditures; the upshot might well be purchase
of more space at less profitable rates.!® In this context, newspapers may
find it rewarding to maintain high rates 247 to general advertisers by limiting
rate competition among themselves.

A system of open pricing aids avoidance of price competition. Publicatiun
of current rates and advance announcement of rate changes eliminate the
possibility of individual rate fluctuations caused by sellers’ uncertainty of
competitors’ prices;?*® remind each publisher that other papers may easily
follow his rate cuts and thus “degrade” all dailies’ rates; supply data for
trade associations’ and journals’ comments and advice on prevailing rates;**"

245. Yet merchandising and other non-price forms of competition are relied on
heavily in locally competitive situations. See Ray, supra note 244, at 453-5, referring to
both retail and general markets.

246. Cf Ray, supra note 244, at H45-6, (apparently referring to both retail and
general buyers; but see, as to less price-sensitivity in general market, 1d. at 447).

247. Description of the general rate as “high” of course means “high” in relation to
retail rates. Few publishers consider general rates “high” in relation to space value or
cost. -

248. Conferences of newspaper executives, at which rates are discussed, further pro-
mote communication of the rate data and rate philosophies. See, ¢.g., discussion by adver-
tising managers of appropriate rate classification to be applied to Sears, Roebuck cars. Ed.
& Pub., Jan. 26, 1952, p. 63. And see Ed. & Pub., July 1, 1950, p. 5, reporting Newspaper
Advertising Executives Association meeting:

“A private conference of newspaper admen in the Northeast was held in a hotel away
from the Waldorf during the week, sponsored by one New England paper’s ad
manager, who was hot for an increase within the immediate future. Many Down East
papers, however, were cagey about starting a parade.”

See also note 266 infra.

219, See, e.g., Ed. & Pub., Apr. 29, 1950, p. 13 (ANPA general manager predicts
inefficacy of further rate increases) ; Wircox, COMPETITION AND MOXOroLy In AMERICAN
Inpustry 61 (TNEC Monograph 21, 1940) ([T ]he publishers' association discourages its
members from cutting advertising rates”) ; Ed. & Pub., July 7, 1951, p. 30 (*Advertising rates
have to go up. . . . The time is past when newspapers can ‘sock it to' national advertisers and
raise local rates moderately”—editorial) ; Ed. & Pub., Aug. 25, 1951, p. 34 (noting lack
of uniformity of general rates and suggesting determination by newspaper executives of
a “fair standard rate for each circulation bracket"—editurial). See also note 204 infra,
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and enable each advertising agency to police publishers’ undertakings to
maintain a uniform price policy toward all.

Advertising agencies in fact insulate publishers from price-competitive
pressures. Not only do agencies scrupulously guard against publishers’ price
concessions, but, lacking incentive to force down prices, block the ad buyer
who might. Agencies stand between publishers and ultimate buyers, remov-
ing opportunity for the direct bargaining that takes place in the retail market
and which might impose some competitive pressures in the general ad
market. Publishers, perhaps grateful for agencies’ damping of rate com-
petition as well as for their encouragement of ad expenditures,®® protect
agencies’ status through refusal to grant commissions to advertisers willing to
perform all agency functions. And both the “recognition” system and the
agencies’ code preclude enterprising agencies from drilling a price leak into
the general market by rebating agency commissions to clients and thus stimu-
lating a search for price concessions.

Group or chain sales-and-promotion programs and “special representatives”
soliciting ads for dailies deter aggressive rate competition among the partici-
pants. Although these alliances do not place the entire industry under one
selling program, they stimulate cooperation where rate competition is perhaps
most likely to arise: among newspapers serving comparable local markets in
the same regional area. And with rate competition dulled by behavior of both
the buying and selling parties in the general market,25! publishers rely largely
on non-price methods of competition. They offer research, merchandising,
and copy preparation services to space buyers, attempt to prove that their
readerships are large, unique and wealthy, and stress past success in securing
linage as evidence of ability to please.2%2

Publishers’ pricing in special ad categories further supports a rationale of
demand elasticity exploitation in the segregated retail and general markets.
Most “classified,” political, or amusement ad buyers, for example, are largely

250. See note 202 supra for list of articulated grounds for gratefulness.

251. See Ray, Competition in the Newspaper Indusiry, 15 J. MARKETING 444, 445-6,
451-2 (1951) (referring to lack of price competition). But c¢f. Malone, Economic«
Technological Bases for Newspaper Diversity, 28 Journ. Q. 315, 317 (1951) (stating
that newspapers in separate markets compete for national ads on the basis of market
richness and milline rate). Rate competition for national advertising may be somewhat
more prevalent among competitive papers in the same city than among papers in different
markets. Cf. data in Nixon, Concentration and Absentecism in Daily Newspaper Owners
ship, 22 Journ. Q. 97, 110-11 (1945), indicating that in 54 out of 97 combinations of
once-competitive dailies between 1927 and 1942, the new combined rates were equal to or
higher than the sum of the old individual rates, despite the fact that combination
generally brings greater production efficiency. See note 158 stpra. The Nixon study
does not specify, however, whether general or retail rates were used, but the greater
availability of general rate data indicates the former.

252. See newspapers’ ads in trade publications, Ep. & Pus. Yearsoox and Newspaper
Advertising Rates and Data, which emphasize linage totals and readership quality or
buying power, but rarely mention price.



1952] MONOQPOLY IN NEIVSPAPER INDUSTRY 995

insensitive to the rates they pay. Price is not a significant factor where ad
placements are occasional or sporadic, or do not enter into cost calculations
- . e e
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253. One or more of these indicia of rate-insensitivity would apply to most of the
thirty content categories of “classified” advertising and special “classifications” listed by
the New York Herald Tribune quoted in DUFFY, op. cit. supra note 165, at §9-91, 93-5.
But cf. Ed. & Pub., Nov. 3, 1951, p. 24 (statement that “Classified Advertising is over-
loaded with price appeal”).

254. For discussion of rigidity, see Kinter, Rigidity of Advertising Rales in Depres-
sion and Boom Years, 24 Journ. Q. 122 (i947); Ray, Competition in the Newspaper
Industry, 15 J. Margering, 444, 445-7 (1951).

255. See table in Kinter, supra note 254, at 123,

256. See analysis of line rates of 18 dailies, id. at 124-6; between 1929 and 1932
some rates were lowered but “many held firm or receded only a shade. .. ."” Id. at 124,
Compare data in table, id. at 125-6, with commedity prices indices for same years. Id.
at 123.

257. See id. at 122; see also graph at p. 1009 infra. There were indicaticns during
the 1920-1941 period as a whole that national rates were “even more inflexible than the
local rates.” Kinter, supra note 254, at 124.

Kinter questions the “long run” wisdom of rate rigidity, particularly in light of
competition from other media, id. at 126, and wonders “whether a more flexible rate policy
would have cushioned the fall in linage during the early part of the 1929-1941 peried
and fostered a more pronounced recovery in the later years.” Id. at 123-4. See, as to
retail advertising, note 170 supra; but see, as to general advertising, note 185 sufpra,

258. See graph on this page. Many or most dailies have increased their line rates,
see, e.g., Ed. & Pub., Dec. 2, 1930, p. 6, but concurrent circulation increases have held
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rise in publishing costs.2’® Most individual papers apparently do not dare to
raise ad rates unless assured that other dailies will follow.2®® And despite sug-
gestions for industry-wide ad rate increases,2! response has been slow. Many
dailies are contemplating increases in price to the reader instead.202
Expanded utilization of dealer-cooperative advertising could stimulate
rate competition in both retail and general markets.263 Cooperative plans

milline levels down. Between 1940 and 1950 general millines increased only nine cents
($3.32-$3.41). Ed. & Pub., Dec. 2, 1950, p. 5. Yet increases were more substantial for
papers with less than 10000 circulation, ibid., indicating that impact of cost pressures
may have been more severe in the smaller circulation groups.

Besides circulation gains and lack of rate competition, see note 254 supra, recent milline
rigidity may also result from increased efficiencies caused by the decline in number of dailics
and growth of combination ownership, and from increase in advertising linage since 1940.
Ed. & Pub., May 17, 1952, p. 66.

259. See 1946-1950 linage figures in NEwsPrRINT For Tomorrow, at 100. On
cost rises, see notes 68, 118, 132 supra. For comparison of increases in income
and expense, see graph at p. 1008; Pollard, Spiraling Newspaper Costs Outrun Reventies,
1939-1949, 26 Journ. Q. 270 (1949) ; Ed. & Pub., Apr. 5, 1952, p. 7 (“typical” 50,000-
circulation daily’s 1951 net profits were lowest since 1946) ; Ed. & Pub., Dec. 25, 1948,
p. 9. For examples of recent suspensions or mergers blamed on “costs ahead of revenues,”
see Ed. & Pub., July 15, 1950, p. 8 (Bakersfield, Cal.) ; July 8, 1950, p. 22 (Bloomington,
Ind.); Sept. 9, 1950, p. 5 (leaving Oakland, Cal., the nation’s largest one-paper city).
The National Newspaper Survey stated in 1950 that half of the dailies with circulations
of less than 100,000 suffered profit declines in 1949 and concluded that “rigidity in adver-
tising rates is clearly the most important explanatory factor.” Ed. & Pub.,, July 1, 1950,
p. 14. The survey reported a 1949 median before-taxes profit fizure of 13%, while the
director of accounting and statistical bureau of the Newspaper Audit and Research
Bureau has stated that newspapers in the under-100,000 circulation bracket need 25%
profits “to meet legitimate needs.” Paraphrased in ibid.

260. Although smaller dailies have raised rates further than large-circulation papers,
“[tlhere has been great reluctance on the part of non-metropolitan newspaper manage-
ment to raise advertising and subscription rates because of the fear of ‘pricing them-
selves out of the market.”” LayMAN, A ReEPorT oN THE FivanciaL ConbITION oF NON-
METROPOLITAN NEWsSPAPERS 26 (1949) (mimeo. presentation to the American Press
Institute). Moreover this generalization was based on a study of rates for dailies “iu
non-competitive fields.” Id. at 10. For dailies in competitive communities reluctance to
lift rates may be even more marked.

261. See, e.g., statement by Erwin Canham, editor of the Christian Science Monitor,
quoted in Ed. & Pub., Apr. 5, 1952, p. 8 (suggestion directed largely toward easing the
newsprint situation by discouraging use of space) ; editorials cited supre note 249,

262. See Ed. & Pub., Jan. 5, 1952, p. 20. But cf. statement by chairman of the board,
Bureau of Advertising, ANPA:

“Most publishers will resist as long as possible any further increase in subscription
rates and with the present size of newspapers and current newsprint costs, little or no
improvement may be expected through a circulation increase, even if such is posgible, It
seems, therefore, that we must look to advertising to help meet increasing costs and
achieve, or maintain, an acceptable margin of profit.” Quoted in N. Y. Times, Apr. 24,
1952, p. 34, col. 2.

263. Although recent figures on the extent of cooperative advertising are not avail-
able, manufacturers using selected distribution increased their use of the cooperative
method between 1929 and 1946, and continued reliance on cooperative advertising wag
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might break down the classification barrier separating general from retail
buyers. Since cooperative ads are not channeled through agencies, direct
buyer-seller dealing would crack the agency insulation of the bargaining
parties. Direct negotiation between publishers and advertisers might well
result in discreet rate concessions, undermining the structure of stable pricing
in the general market. Dealer cooperative ad placement, furthermore, may
actually bring a form of intercity competition into the retail market as well.
Manufacturers might attempt to place cooperative ads through retailers able
to secure the cheapest rates from local papers, and by selective choice of
dealers bring retail rates in one locality into competition with those in ancther.2%¢
Coolness of ad agencies and publishers toward cooperative advertising may
thus be justified: agencies suffer lost compensation,’® while publishers,
openly perturbed by falls in general linage, may also fear the future debut
of widespread rate competition.26%

predicted for the postwar years. See Borpex, Tavror & Hoves, NATIONAL ADVERTISING
1x NEewspapers 166, 172 (1946). For manufacturers using non-selected distribution, the
authors made no similar predictions, although it was estimated that “[ajbout a third
of . . . mass product advertisers were . . . offering advertising allowances . . . for co-
operative advertising, a great part of which was said to be expended for retail newspaper
space.” Id. at 97. But see DUFFY, op. cit. supra note 165, at 278. Whatever its present
extent, cooperative advertising could be further stimulated by continued increases in the
general-retail differential.

264. Manufacturers, however, may not be at liberty to withdraw advertising allow-
ances from retailers in localities where newspaper rates are “out of line” Secticn 2(d)
of the Robinson-Patman Act may forbid payment to retailers of allowances “not avail-
able on proportionally equal terms to all other customers competing in the distribution
of such products or commodities,” 49 Star. 1526 (1936), 15 U.S.C. § 13(d), although the
meaning of this section is far from clear. See Rowe, Price Discrimination, Compelition,
and Confusion: Another Look at Robinson-Patinan, 60 Yare L. J. 929, 959-61 (1951).
Yet manufacturers, who are assuming greater control over cooperative advertising,
DuFry, op. cit. supra note 165, at 275, 277, could probably contract with retailers to
keep cooperatively-financed ads out of “high rate” dailies.

265. “Agencies frequently plan and service cooperative advertising that is placed
by dealers at local rates” “There are frequently many difficulties . . . in
evolving a fair plan of agency compensation.” Communication from Atherton W, Hob-
ler, supra note 196. In some cases “advertisers have agreed to allow the usual agency
commission on the net cost of the space used.” Communication from the Duane Jones
Co., supra note 196. Yet “[a]s a general answer to the attitude of agencies . . . it can
be said that agencies are averse to any large part of an advertiser's total budget being
spent on advertising in any form for which the agency receives little or no remuneration.”
Ibid. Yet effective cooperative advertising may yield larger sales “which later benefit the
agencies through overall increases in the total advertising budgets.” Ibid.

Lack of enthusiasm for cooperative advertising may enter into agencies’ pleas for
reduction of the general-retail rate differential, a major stimulant of the cuoperative
practice. Illustrative of agencies’ attitude toward the differential were congratulations
tendered the St. Louis Post-Dispatch in 1936 by the president of the A.A.A.A., when the
“P-D” practically eliminated its differential. PASTER, op. cit. supra note 210, at 58-9. But
see note 193 supra.

266. Publishers’ views set forth in BorpExn, Tavior & Hovee, NATIONAL ALVERTIS-
NG IN NEWSPAPERS 164-6 (1946). See also PAsTER, 0p. cit. supra note 210, at 42, Diver-
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Where more than one paper serves a single community, the prevailing
pattern of ad marketing probably curbs the success of the smaller-circulation
daily. Theoretically, milline reductions in the relatively price-sensitive retail
market should gain added sales for the smaller daily. But its cost inefficiency
prevents sharp rate reductions in the already low-rate retail field. The high-
rate general market might provide the small paper an opportunity to gain
sales by rate concessions. Yet even if the paper’s cost complexion permitted
a rate cut, which drew no corresponding reduction from other publishers who
cohesively price in the general market, ad agencies not eager for bargain
rates stand between the competing publisher and his customer market. The
smaller local daily, possibly hindered by “combination selling” of a morning-
evening competition as well,287 may thus have to content itself with ad purchases
of campaign buyers planning market saturation.

Collapse of the differential price structure, possibly as a result of widespread
dealer-cooperation advertising, might not aid the smaller competing daily.2%8
An industry-wide shift to a one-rate policy, eliminating differential price treat-
ment to separately classified markets, might break down the present price
structure and arouse rate competition in areas now dormant; demand factors
of both national advertisers and local retailers would fuse into a single rate

sion of advertising from general to retail channels means, in most cases, a smaller return
for dailies. Newspaper advertising executives have discovered “there is a general con-
fusion about the rate status of cooperative advertising that threatens to disrupt both
the general and retail rate structures.” Ed. & Pub., Jan. 26, 1952, p. 65. Indicative of
newspapers’ concern for the rate structures was a recent discussion of the Interstate
Advertising Managers' Association concerning rate treatment of the Sears, Rocbuck
auto. Ad managers and an attending newspaper representative made these statements:

“If good newspapers would stick together on their rate structures, we would not
have so much difficulty about local and national rates.” “We are having trouble enough
trying to establish standard rate practices. . . . What we should do is bolster the rate
structure, not tear it down.” “You must be firm with your rate structure, otherwise you
are going to open a deeper grave for yourself.” Ed. & Pub., Jan. 26, 1952, p. 63.

Yet dailies are unlikely to refuse cooperative ads, for rejection would probably an-
tagonize retailers without necessarily inducing manufacturers to return to general adver«
tising channels. Cf. BorbEN, TAvLorR & HovpE, NATIONAL ADVERTISING IN NEWSPAPERS
167 (1946). And publishers have been told, “The extent to which growth of dealer
cooperative advertising may be accountable for loss of national newspaper advertising
during the past 15 years is not known, but evidence available indicates that it is not
important relative to other causes of linage loss.” Id. at 165.

267. Even if only one unit of the combination enjoys greater or “richer” circulation
that the single opposing daily, forced combination selling may bring the weaker combina-
tion unit more ad linage than the single paper. The difficulty, however, of proving causal
relationship between forced combination and lineage losses of the single daily is illustrated
by parties’ conflicting contentions in United States v. Times-Picayune Publishing Co,,
Civil No. 2797, E.D. La., May 27, 1952. Compare Brief for United States, pp. 22-34, with
Brief for Defendants, pp. 39-52. See also Ed. & Pub., May 26, 1951, p. 12 (report of argu«
ment at Times-Picayune trial over the significance of data showing suspension of single
dailies in 21 out of 45 cities where forced combination selling existed).

268. Cf. Lek, Tre DAy NEWSPAPER IN AMERICA 364 (1937).
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" exposed to direct pressures of both major buyer classes, with competitive
pricing further forced by buyers’ comparison of rates in localities formerly
isolated for most ad marketing purposes. But in full-scale price competition
with more efficient rivals, the smaller daily’s cost handicap may lessen its
chances for economic survival. In fact, the smaller paper confronts a twofold
dilemma : advertising market success hinges on the advantages of large cir-
culation, but the means to expand circulation are hard to come by. Restricted
access to the ingredients essential for attracting and satisfying reader de-
mand 2% not only itself stunts circulation growth, but, coupled with inherent
inefficiency in the utilization of production factors, often brands the smaller
competitor a high-risk, low-return enterprise, not tempting to investors.”"
Even among non-competing dailies, smaller circulation has probably meant
a smaller return on capital, as indicated by statistical estimates™ In com-

NET PROFIT (BEFORE TAXES) OF 88
NON-METROPOLITAN DAILY PAPERS

1949
25
20 4
E 15 ] esomras wor
Y TOTAL REVENUE
[ I gt
g 10z g
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. OF QAFITAL INVESTWENT
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o L L) L3 LY L] L) & 1] L} ¥ L3
GIRGULATION 3000 5000 6000 8000 10,000 15000 20,000 26,000 £3,600 30000 45080
NUMBER OF 5000 €000 8,000 10000 [5000 20000 25,000 40800 5000 L5003 C3000
PAPERS 6 7 10 13 18 9 6 7 6 4 4
GROUP NUMEBER ] 2 3 4 5 (] 7 8 ] 10 11

Source: Profit as a percentage of total revenue from NEWSPAPER AUDIT AxD RESEARCH
_B;mmu, SeeciaL StaTisTicAL Reporr (1950). For source of cther data, see note 271
infra.

269. See discussions of newsprint, syndicated features, and wire service news, pp. 959-
69 supra.

270. Moreover, newspapers in general may not be deemed particularly sound credit
risks. According to one estimate, only one third of insurance companies and 10 per ceat
of banks will consider a “good” newspaper loan, which may approximate 30 per cent of
physical valuation. Advertising Age, Oct. 27, 1947, p. &, quoted in Ray, Coxcernration
oF OwNERSHIP AND CONTROL IN THE AMERICAN DALy Newsearer Inpustry 35 (1951)
(unpublished MS. in Columbia University Library). Cf. statements by trustee, explain-
ing the proposed sale of Cincinnati Enquirer by the fact that newspaper business is “2
hazardous one and does not constitute a proper trust investment” Ed. & Pub., Feb. 23,
1952, p. 13.

271. See graph on this page. Data on profit as a percentage of capital investment
represent only an estimate. Since specific investment data were unavailable, estimate oi
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petitive situations as well, smaller circulation papers may be less profitable,2
And lower profitability in turn may render the smaller daily particularly
vulnerable to cyclical pressures.??

Special factors can, of course, enhance the position of the smaller daily.
Stratified reader markets in large cities may support a second and smaller
daily, even conferring a monopoly position in a sub-market within the city.*™

capital investment drew on 1947 data of 15 non-metropolitan and non-competitive dailics
with an average circulation of 30,400; for these papers gross income averaged 86.9% of
capital investment. LAYMAN, op. cif. supra note 260, at 4. Upon advice of a leading news-
paper statistician, the 86.9% figure was considered representative for all circulation groups
in the graph, and computation of average investment for each group was made accord-
ingly.

Usable investment data are rarely obtainable, since most dailies are closely held cor«
porations and do not release financial statements. There have been, however, a few surveys
of profit data other than the surveys made by Newspaper Audit and Research Bureauy,
source for the graph at p. 999 infra. There are no applicable investment statistics for
most of these other surveys, but their profit data show a relationship between circulation
size and aperating profit as a percentage of revenue similar to the relationship indicated
in the graph, although the data sometimes seem erratic. See, e.g., 1941 net operating profit
as percentage of total aperating revenue for 73 papers:

Circ. in 1000's: 0-10 10-20 20-50 50-100 100 or more
Profit in %: 7.4 5.2 2.3 126 10.3

Source: BorbEN, TAvyLorR & HovbpeE, REvENUEs AND EXPENSES oF NEWsSPAPER Pun.
LISHERS IN 1941 24 (1946). Sece also data in LAYMAN, op. cit. supra, at 23. For a smoother
progression, see 1940 “profit before income tax” data (sample size not disclosed) in Irion,
PusLic OpINION AND PROPAGANDA 77 (1950). But cf. DuN & BRADSTREET, ANALYSIS OF
THE 1936 OperaTIONS OF 90 NEWSPAPER PRINTING & PunLismiNG [FirMs] (SMALL)
(1937) (firms ranked by dollar sales volume rather than circulation; little correlation be-
tween size and operating profit percentages).

See also Census data on value added by manufacture per employee in 1947 for 8339
newspaper establishments (dailies and weeklies) ranked according to number of employces
rather than circulation. Value added increased fairly steadily with size, except for slight
decline between the first and second groups and the last two groups. Reproduced in Ray,
Economic Forces as Factors in Daily Newspaper Concentration, 29 Journ., Q. 31, 35
(1952).

272. Although there is no available data on relative profitability of locally competing
dailies, the relationship of profitability to circulation size for non-competitive papers pre-
sumably would apply as well in competitive situations where the smaller paper does not
enjoy local market monopoly.

273. E.g., depression-induced declines in ad linage or currently spiralling costs. See
notes 257, 259 supra. Equal percentage profit losses could be relatively more devastating
for dailies whose percentage profit return was originally lower, Analysis of revenue and
cost rises since 1946 does not indicate substantial or consistent differences in percentage
profit losses among various circulation groups of more than 10,000 circulation. See data
in Ed. & Pub., Apr. 12, 1952, p. 7. For dailies of less than 10,000 circulation, however,
see note 258 supra.

274. Cf. Malone, supra note 251, at 320 (such stratification is possible "only in

. . great metropolitan centers”). Stratification may be intense in a market served by a
foreign language daily or some other “special interest,” limited-circulation daily. Yet these
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And some smaller. yet “growing,” communities can harbor encouraging
circulation and advertising prospects for an additional paper.”*® Journalistic
skill will also affect a competing smaller paper’s economic future. The small
daily can build circulation through aggressive news or editorial campaigns
that outshine a larger competitor’s reader appeal. And a smaller daily may
climb more easily if its larger rival is editorially controlled by an absentee
owner or managed by a publisher with a multitude of other interests.**®

Typically. however, the structure and organization of the circulation and
advertising markets exert pressure on small competing papers to suspend
publication, or to combine and achieve more efficient operations. This pros-
pect, together with the difficulties of raising initial capital,**? will also dis-
courage entry into the field by potential publishers.*® In short, the conditions
for viable newspaper multiplicity hardly exist.

dailies do not serve the same function as a “general-circulation” daily, see note 148 supra,
which can achieve a less insulated form of stratified market control by attracting ad-
herence of a particular socio-economic class or readers of particular political orientaticn.
Of course, in cities with only evening dailies, entrance into the morning field can bring
a degree of market control, although in few cities is the morning field as popular with
advertisers as the evening field. See notes 179, 180, 203 supra.

275. Cf. Neurath, One-Publisher Communitics: Factors Influercing Trend, 21 Jourz.
Q. 230, 232, 233 (1944) (rate of dizappearance of multiplicity lower and replacement rate
higher in communities increasing in population size). See also Ray, Economic Forces as
Factors in Daily Newspaper Concentration, 29 Journ. Q. 31, 40 (1952). Yet “[1Jecal
business trends . . . did not constitute a dominant factor in the majority of newspaper
suspensions during the peried 1929 through 1941." Ibid. On the influence of sectional
expansion or contraction on newspaper suspension and multiplicity, sce id. at 39. Sce alsu
Neurath, supra, at 233, 234.

276. Absentee editorial control occasionally impedes tailoring of newspaper content
to suit local conditions and reader desires, although generalization on this point is dif-
ficult. Cf. Nixon, Concentration and Abscntecisin i Daily Newspaper Owirership, 22
Jourx. Q. 97, 105 (1945). And a publisher with diverse business activities may be inade-
uately schooled in newspaper management. See Ray, Economic Forces as Factors i5: Daily
Newspaper Concentration, 29 Jourx. Q. 31, 41 (1932).

In some instances, absentee owners or publishers with other important interests sus-
pend or merge dailies considered unprofitable more rapidly than a publisher whose sole
concern is his local daily. Cf. Sinox, op. cit. supra note 45, at 90-9.

277. See note 270 supra. For past estimates on amount of initial capital required for
eniry of dailies in various circulation groups, see NINE N1EMAR FELLOWS, of. cil. supra
note 75, at 1846 (to operate 230,000-circulation daily, $3-6 millicn required); IcuEs,
Axerica’s House oF Lorps 11 (1939); MacDoucarr, NEWSRG0M PropLEMS AND
PoLicies 4-5 (1941) ; editor’s statement, in Ed. & Pub., Dec. 27, 1947, p. 18

278. Entry of some new general-circulation dailies, however, could come through
publishing activities of large public or private institutions. The International Typographi-
cal Union, for instance, now indirectly operates several dailies started as “strike-winning
measures.” Ed. & Pub., Nov. 3, 1951, p. 9. And American Newspaper Guild members
recently discussed, then abandoned a plan to foster union dailies in une-paper cities and
in areas where there is a “single editorial line.” See Ed. & Pub., July 8, 1930, p. 8; Oct.
14, 1950, p. 18. See also ANG promotion of plans for a national labor daily. Guild Re-
porter, Jan. 11, 1952, p. 4. Other possible ownerships, some of which have published dailies
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GOVERNMENT ACTION AFFECTING DAILY PrREsSs CONCENTRATION

In recent years, the federal government has concerned itself with some of
the obstacles impeding daily newspaper multiplicity. In some cases prevention
of local press monopoly has been an express goal of government action ;2™
in other instances promotion of newspaper multiplicity has supplied only in-
cidental motivation. Recent federal action has focussed on newsprint problems
and on monopolistic practices of publishers and their suppliers of news and
features.280

Although the newsprint industry has weathered three antitrust proceedings
since 1917,28! the most recent government activity has emphasized affirmative
measures to increase newsprint supply and assure its distribution to publishers
in need. Certificates of necessity, permitting rapid tax amortization, have
been granted by the Defense Production Administration to producers plan-
ning plant expansion,?®? and the RFC has assisted with loans.?8 The Forest

in the past or do so now, include a church press (e.g., The Christian Science Monitor) ;
municipal press; reader-sponsored dailies; cooperatively sponsored papers, such as Eng-
land’s Reynolds News; and an endowed press, financed like universities or rescarch foun-
dations.

For technological aids to new publishers, see pp. 973-4 supra.

279. “In recent years, the tendency toward concentration in the newspaper industry
has been accelerated. This case seeks to call a halt to that trend.” Brief for United States
in Support of Motion for Partial Summary Judgment, p. 14, United States v. Times-
Picayune Publishing Co., Civil No. 2797, E.D. La,, filed Jan. 29, 1951.

280. The industry, however, has been directly affected by government action in at
least two other areas. In October, 1951, Congress increased poundage rates on out-of-
county second-class mail by 30 per cent, graduated in annual 10 per cent increases. 65
Stat. 672 (1951), 39 U.S.C.A. § 289a (Supp. 1952). See note 152 supra. And in
1947 the General Counsel of the NLRB issued a complaint charging that the International
Typographical Union demands for “bogus” violated § 8(b) (6) of the Taft-Hartley Act,
which brands as an unfair labor practice exaction of payment for services “not performed
or not to be performed.” The Board, however, held that in view of “the clear congressional
intent to limit and restrict the application of this section,” “bogus” was not proscribed
by § 8(b) (6). International Typographical Union, 8 N.L.R.B. 951, 959-60 (1949), aff’d
in part sub nom, American Newspaper Publishers Asscciation v. NLRB, 193 F.2d 782,
801-2 (7th Cir. 1951).

281. In 1917, the Justice Department brought criminal and civil suits against leading
newsprint firms, alleging various competitive restraints. See reproduction of indictment
and petition for decree, in Monopoly Power Hearings, Pt. 6-B, at 82, 87. Defendants
entered nolo contendere pleas and submitted to fines and a consent decree dissolving their
trade association and enjoining certain activities. NEWSPRINT PAPER DECREE INVESTIGA~
TION, 0p. cit. supra note 86, at 36-7. In 1939 new antitrust- proceedings struck at West
Coast producers charged with price-fixing. See indictment at Monopoly Power Hearings,
Pt. 6-B, at 93. Once more, nolo pleas and fines resulted. United States v. Crown Zellerbach
Corp., No. 26680-5, S.D. N.Y., May 2, 1941. In 1947 the Justice Department entered upon
a sweeping grand jury investigation, soon dissipated by Canadian industry members’ refusal
to comply with subpoenas demanding their documents, and by ensuing international im-
plications. See H.R. Rer. No. 505, at 58; Monopoly Power Hearings, Pt, 6-B, at 7-14.

282. See note 99 supra.

283. See letter from RFC, quoted in Monopoly Power Hearings, Pt. 6-A, at 582.
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Service has facilitated development of substitute production processes.”** The
National Production Authority sponsors voluntary newsprint conservation
programs, and, without imposing an allocation plan, seeks newsprint stocks
for distressed dailies.?®® Congressional committees have held lengthy inquiries
to discover other means to enhance the newsprint supply;*3¢ their recommen-
dations include government support, through timber resource development,
of an Alaskan newsprint industry,” and longer and larger loans to pub-
lishers investing in cooperative newsprint ventures.*s8

The Justice Department by antitrust proceedings has attempted to ease
publishers’ access to wire news and feature syndicates. The 4ssociated Press
suit, decided by the Supreme Court in 1945, forced AP to eliminate dis-
criminatory admissions requirements imposed on publisher-applicants compet-
ing with member dailies.?*® By the terms of the decree, however, AP retained
freedom to turn away applicants so long as denials were not based on com-
petitive considerations.2? Although one AP member has suggested that a
court decree cannot instill completely objective attitudes toward competing
applicants,2®” recent rejections have not been labeled an abuse of the dis-
cretion left with the association under the decree. In the feature syndicate
field, after “territorially exclusive” sales and syndicate-chain integration had
been challenged in private antitrust actions,®* the Justice Department opened
a grand jury investigation of syndicate practices in late 1951,%%% with results
not yet made public.

Publishers’ “forced combination” and “exclusive dealing” ad sales policies
have also provoked recent antitrust action. In United States v, Tiutes-Picayune
Publishing Co., the Justice Department proceeded against a New Orleans
morning-evening combination which sold general and classified space only in

284. See communication from H. R. Josephson, supra note 101,

285. See NEWSPRINT FOR TOMORROW, at 173-3.

286. See voluminous list of pre-1950 hearings, and reports in Mosopaly Power Hear-
ings, Pt, 6-B, at 213-17.

287. See H.R. Rep. No. 505, at 129-30. See also note 85 supra.

288. See NEWSPRINT For TOMORROW, at 10-11; note 98 supra. This propesal conflicts
with suggestions for consideration of “separation of pulp business from publishing.”
Ernst, TaE First FreEpon 265 (1946).

See also proposals of House Subcommittee on Monopoly Power, both for antitrust
and “measures to obtain new production,” in H.R. Ree. No. 505, at 123-32. For attempted
compilation of all legislative proposals concerning newsprint, see NEwsrnnt roz To-
AORROW, at 25-6. See also discussion of 209% tax on advertising expenditures aimed partly
at reducing newsprint use. Ed. & Pub., Apr. 7, 1951, p. 16.

289. See “prerequisite[s] to election” listed as “a” and “b,” Ascociated Press v.
United States, 326 U.S. 1, 10-11 (1945). For description of their operation, see 2 CHAFEE,
GovERNMENT AND Mass CoMaunicaTions 542-4 (1947).

290. See note 116 supra.

291. Confidential interview with AP member.

202. See cases cited in notes 107, 110 supra.

293. See Ed. & Pub., Sept. 22, 1951, p. 13.



1004 THE YALE LAW JOURNAL [Vol.61:948

a morning-evening package.?®* A federal district court ruled that defendants’
ad contracts “effect[ed] tying-in sales” in violation of Sections 1 and 2 of the
Sherman Act. The court, however, did not brand forced combination selling
a per se Sherman Act violation.?%® It emphasized that one of the two combina-
tion dailies (“the tying product”) enjoyed a monopoly in the morning field
and was almost indispensable to advertisers, many of whom had limited
budgets. Thus the court found that selling the morning daily in a unit with
its evening sister restrained “a substantial portion” of the ad market in New
Orleans. Moreover, the court cited evidence indicating that combination
selling deprived the combination’s evening competitor of some linage it might
otherwise have received, and other evidence showing defendants’ specific

294. United States v. Times-Picayune Publishing Co., Civil No. 2797, E.D. La,, May
27, 1952.

The complaint, filed June 14, 1950, alleged “that (a) the defendant corporation has
entered into . . . a series of contracts with advertisers in unreasonable restraint of trade
in newspapers, news, advertising, supplies and nationally advertised products in violation
of Section 1...and (c) all the defendants . . . are attempting to monopolize the dissemin«
tion of news and advertising through newspaper channels in violation of Section 2. ..
Brief for United States, filed June 18, 1951, pp. 1-2. The government sought relief under
§ 4. Id. at 2-3.

295. In early 1951, the government moved for partial summary judgment. Sce Brief
for United States in Support of Motion for Partial Summary Judgment, United States
v. Times-Picayune Publishing Co., Civil No. 2797, E.D. La., filed Jan. 29, 1951, In its
brief, the government challenged, in addition to general and classified advertising contracts,
defendants’ local display advertising contracts, which credited, for discount purposes,
linage placed in the morning daily to ads bought in the evening unit. The government
asserted that in International Salt Co. v. United States, 332 U.S. 392 (1947), the Supreme
Court “established the doctrine that tie-in sales of this type foreclosing competitors from a
substantial market are unlawful per se. . ..” Brief for United States in Support of Motion
for Partial Summary Judgment, supra, p. 25. And the general and classified contracts were
analogized to practices involved in the Imternational Salt case, supra (tic-in sales):
United States v. Paramount Pictures, 334 U.S. 131 (1948) (“block-booking”); and in
United States v. Griffith, 334 U.S. 100 (1948) (use of circuit buying power). Brief for
United States in Support of Motion for Partial Summary Judgment, supra, pp. 17-23,
Partial summary judgment might have labelled forced combination selling and defendants’
local display practice a Sherman Act violation without evidence of intent or actual effect
on competitors. Yet the motion was denied. Ed. & Pub., Feb. 24, 1951, p. 11,

At trial, the government buttressed its contentions with evidence of intent and exclusion,
stating, in its § 2 argument: “The intent and effects have been shown by (1) [defendants’]
purchase of the competing States in 1933; (2) their adoption of the unit rate for classified
advertising in 1935; (3) their operation of the States (evening) at a loss since 1948 while
making profits from the operations of the Times-Picayune (morning and Sunday)
and (4) their adoption of the unit rate on general advertising and (5) their interference
with distribution of their remaining competitor’s newspapers in 1949-50. . . .” Brief for
United States, p. 92, United States v. Times-Picayune Publishing Co., Civil No. 2797,
E.D. La, filed June 18, 1951. But see Brief for Defendants, pp. 97-106. The district
court, however, rejected contentions (1), (3), and (5), United States v. Times-Picayune
Publishing Co., Civil No. 2797, E.D. La., May 27, 1952, pp. 12-14, 19-20; it relicd on
contentions (2) and (4), together with the evidence of intent and effect summarized in
the text immediately following.
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intent “to diminish the competitive vigor” of their lone competitor.*®® In
another recent antitrust proceeding, Lorain Journal Co. v. United States,™
the Supreme Court upheld a decree enjoining an Ohio daily from refusing to
sell ad space to local merchants who bought advertising time on a nearby
radio station. Where the injured news medium, however, is 2 competing daily,
Lorain Journal might not apply: the Supreme Court, holding defendant’s
conduct an “attempt to monopolize,” emphasized the Journal’s past “substantial
monopoly” in the dissemination of news and ads in the area,*®8 and its present
market leverage through “complete daily newspaper monopoly of local adver-
tising.”’299

Although the government may broaden its recent actions,?’® these thrusts
cannot reach the dominant cause of local newspaper monopoly: competitive
efficiencies of large circulation size. This fundamental economic circumstance,
in fact, rules out traditional government measures of curbing monopoly
power :2°1 Sherman Act separation of combination ownership or Clayton Act

296. United States v. Times-Picayune Publishing Co., Civil No. 2797, E.D. La., May
27, 1952, pp. 6-7, 15 (morning daily’s dominance), 17-18 (market restraint), 8, 10-11
(effect on competitor’s linage), 9-10, 15-16 (intent).

As this Comment went to press, the court was awaiting submission by the government
of a proposed form of decree.

297. 342 U.S. 143 (1951), affirming 92 F.Supp. 794 (N.D. Ohio 1950).

298. Lorain Journal v. United States, 342 U.S. 143, 150-1 (1951). This “substantial
monopoly” lasted from 1933 to 1943, when WEOL entered upon the scene.

299. Id. at 149. But a Chattanooga, Tenn., daily, with competition in its afternoon
field, was found guilty by a federal jury under an information (filed in 1940) charging
Sherman Act violation through use of contracts requiring advertisers to use defendant
exclusively in the afternoon field. The case, not reported, is described in Brief for United
States in Support of Motion for Partial Summary Judgment, p. 18 n.2, United States v.
Times-Pacayune Publishing Co., Civil No. 2797, E.D. La, filed Jan. 29, 1951, Sece also
Oklzahoma Publishing Co., 21 F.T.C. 798 (1935), supra note 222,

In 1936 the FTC condemned other publisher advertising behavior: cutting rates below
“cost,” coupled with distribution of free copies and making of “disparaging” remarks in
attempt to injure competitor. Blackwell Journal Publishing Ce., 23 F.T.C. 413 (1936)
(cease and desist order).

300. Possible extension could include adoption of some of the newsprint proposals
listed in NEWSPRINT For ToxforrOwW, at 25-6; Justice Department inspection of UP and
INS “asset value” contracts, supra p. 969; antitrust attack on forced combination ad
selling in cities other than New Orleans. See p. 989 supra and note 219 supra; if necessary,
amendment of § 3 of the Clayton Act to bring sales of ad space within its coverage and
permit the government to use it in possible future forays against forced coembination
policies.

301. Cf. 2 Cuareg, GoveRNMENT AND Mass Coaraunications 650-3 (1947), doubt-
ing that antitrust laws can do more than to remove “artificial barriers” to the growth of
“independent instrumentalities of communication.” See also id. at 618-24, stating that
“breaking up bigness” will not make “the press give us what we want frem it” in level
of performance or diversification of views. “[T]he Sherman Act recedes. You stop expect-
ing that a few lawyers in the Department of Justice and a statute passed in 1890 can do
much to make the press of 1950 what you desire.” Id. at 653.
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preclusion of incipient mergers could not eliminate the economic forces press-
ing for newspaper fusion.®?2 And because available legal instruments are
inadequate, only drastic government policies permanently equalizing large
and small dailies’ competitive prowess can foster daily-press multiplicity.5%

302. TIn 1950, §7 of the Clayton Act was amended to prohibit corporate acquisition
not only of another corporation’s stock but also of its assets, where “in any line of com-
merce in any section of the country .. . the effect . . . may be substantially to lessecn com-
petition, or to tend to create a monopoly.” § 7, Clayton Act, 38 Start. 730, 731 (1914), as
amended, 15 U.S.CA. § 18 (Supp. 1952). Prior to the amendment’s passage
one of its sponsors, Rep. Emanuel Celler (N.Y.), stated, “I think this act might
be construed to prevent newspaper merger. . . . In any community there should be
a clash of opinion.” Ed. & Pub., Sept. 17, 1949, p. 34. Yet application of § 7 to newspaper
mergers will probably be limited by case law holding that the section does not bar a fail-
ing business from selling out, International Shoe Co. v. FTC, 280 U.S. 291, 302-3 (1930),
and by statements to the same effect in 2 House committee’s report on the proposed amend-
ment. H.R. Rep. No. 1191, 81st Cong., 1st Sess. 6 (1949). Moreover, the substitution of
“in any section” for “section or community” as the locus of competitive diminution, ibid.,
might make application of §7 to small-town newspaper mergers difficult, although Rep.
Celler has stated, “I don’t believe the wording ‘in any section of the country’ would be
limited so narrowly to prevent its being applied to local situations providing interstate
commerce were to some extent involved.” Communication to the YALE LAw JournawL
from Rep. Emanuel Celler (N.Y.), dated Nov. 15, 1951, on file in Yale Law Library.

For state action against newspaper combination, see Ed. & Pub., Fcb. 17, 1951, p. 13,
Feb. 24, 1951, p. 60 (Georgia anti-monopoly legislation passes Senate but not House;
backed by Gov. Herman Talmadge and supposedly aimed at Atlanta Journal and Con-
stitution combination ownership) ; Ed. & Pub., Mar. 20, 1948, p. 7 (Virginia House of
Delegates resolution asking investigation of “question whether or not it is deemed in the
public interest that the only two papers . .. in ... Richmond shall be owned by one cor-
poration”) ; Ed. & Pub., Apr. 5, 1947, p. 34, June 28, 1947, p. 57 (Wisconsin law pro-
hibiting newspapers from combining to fix prices or restrain trade; Madison dailies, in
“partial combination” plan, claim law aimed at them).

303. The following sources contain descriptions of proposals for legislative or ad-
ministrative action aimed at assisting either small dailies or smaller competing dailies:

“Incentive taxation” exempting from income tax the first “X” thousand dollars of
annual profits. See Ernst, THE First Freevom 254-5 (1946) ; Rovar Commission o
THE Press, ReporT 160 (1949).

Sliding scales of postal rates, inoreasing with circulation size and giving small dailies
a cheaper rate than at present. SURVIVAL oF A Freg, ConmpETITIVE PRESS, at 53; Ernst,
Tre First FreepoMm 258-9 (1946).

Government purchase of space in small dailies and weeklies to advertise bonds, notes,
and other obligations, proposed in a war-time bill introduced by Sen. John H. Bankhead
(Ala.). See Hearings before the Senate Committee on Banking and Currency on S\ 1457,
78th Cong., 1st Sess. (1943).

Establishment of a public corporation to print new newspapers under “contract” and
thus reduce capital requirements. See Rovar ComMissioN oN THE Press, Rerorr 158 (1949).

Reconstruction Finance Corporation reversal of its policy against extending credit to
publications. See SurvivaL oF a FreE, CompETITIVE PRESS, at 55-7,

Amendment of the Robinson-Patman Act to cover advertising, see Ed. & Pub,, July 1,
1950, p. 9, possibly on the theory that smaller papers are less able to justify discounts, that
the discounting system, see note 165 supra, thus injures “competition” among newspapers.
The FTC has stated that “advertising space” is not a “commodity” under the Act, FT'C
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ConcrLusion

Examination of the daily-newspaper industry reveals a profound dilemma:
economic competition may stifle competition in the marketplace of ideas, Since
newspaper size is efficiency, the smaller competing daily which could supply
diversity of opinion and news presentation is consistently handicapped in its
struggle for independent survival. Yet press multiplicity, as a goal of public
policy, at present is little more than an article of faith, resting on a theoretical
foundation.®®* Comprehensive research utilizing modern techniques of con-
tent, audience, and effect analysis could force contrary conclusions, or at least
furnish more precise guides for government action.®®® Drastic attempts to
reverse economic trends and restructure the industry should await further
scientific exploration of the impact of local press monopoly on demccratic
processes in the community.

Informal Opinion, 8lst Cong. Rec. 2336 (1937) (Appendix), and the Commission has
instituted no proceedings involving charges of rate discrimination. Communication to the
YaLe Law JourwaL from W. T. Kelley, General Counsel, FTC, dated Nov. 15, 1951, on
file in Yale Law Library. But for a recent private action alleging rate discrimination
against theatre owners by New York dailies, see Trebuhs Realty Co. v. News Syndicate
Co., 1950-51 TrapE Cases {62,951 (S.D. N.Y. 1951) (motion to separate denied).

Dissolution of chains, against which “the independent operator . . . cannot compete.”
Ernst, TeE FirsT Freepoa 252 (1946). See note 159 supra.

There have also been proposals for compelling diversification of opinicn in newspapers,
whether competitive or not, through a National Press Authority compelling presentation
of views on all sides of public questions. See Ed. & Pub., Mar. 3, 1951, p. 63; 2 Caarzs,
GovERNMENT AND Mass CoMyuUNICATIONS 694-6 (1947).

For criticism of many of these proposals and lengthy examination of role of govern-
ment in improving communication of news and ideas, see id. at cc. 23, 24.

304. See pp. 951-9 supra.

305. For list of studies in science of content analysis, see Lasswell, Policy and the
Intelligence Function in Proracanpa v WaRr anp Crisis 55, 63 n.9 (Lerner ed. 1951).
See also LasswelL & Lerres, Lancuace oF Poritics (1949). Analysis of newspapers in
five cities was undertaken a few years ago by Columbia University’s Bureau of Applied
Social Research. For tentative conclusions concerning one of these cities, see Bigman,
supra note 41.

For examples of audience analysis, see studies in LAZARSFELD, RADIO AND THE PRINTED
Pace (1940).

For references to works on effect analysis, see bibliography in Kvarper, THE EFrECTS
oF Mass Meo1ra (1949) ; Schramm, The Effects of Mass Comsnunications: 4 Review, 26
Jourw. Q. 397, 398-400 (1949). For detailed description of controlled effect studies, sce
Hoviaxp, LuamspaIiNe & SHEFFIELD, EXPERIMENTS oX Mass Conarexicarive (1949).

For a classic study which combined all three types of analysis, see LAZARSFELD, BEREL-
soN & Gaurper, THE ProrLe's CHOICE (1944) (study of how Erie Cuunty, Ohiu, voters
made up their minds in 1940 presidential campaign).
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FOUR-YEAR REGORD OF REVENUE AND GOST RISES

1946 2100
200 INGOME EXPENOES
180
160.]
GIRG 80,000 OIRO 80,000
AND OVER anoover /o
140 /
4 6iRo 10,000 IR0 16,000
TO 80,000 10 60,000
120 .
100
1946 1947 1948 1949 1950 1946 1947 1948 1949 1950

Source; Computed from data in Ed. & Pub., Apr. 7, 1951, p. §.

VAGE AND SALARY COST PER PAGE
PER 1000 CIRCULATION FOR 95
NON METROPOLITAN DAILIES, 1950
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Source: Computed from data in NEwsPAPER AUDIT AND RESEARCH BUREAU, SPECIAL
StaTISTICAL REPORT (1951). See note 149 supra.



1952

MONOPOLY IN NEWSPAPER INDUSTRY

DAILY RETAIL AND GENERAL MILLINE RATES

FOR 20,000 LINE PURCHASES FROM AUDIT

BUREAU CIRCULATION NEWSPAPERS IN
CITIES OVER 100,000 POPULATON
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Source: Data provided by confidential source. For actual figures,
see note 168 supra. This graph and all other graphs in this
Comment were drawvn by Mr. Ronald L. Flucker of the Yale
University School of Engineering.
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