
 

 

NEWSPAPER HIERARCHY 

EDITORIAL ORGANIZATION 

NEWSPAPER PRODUCTION PROCESS. 

 Newspaper production is an act that actually starts from the gathering of news stories, articles, 

opinions, advertorials and advertisements to the printing out of these materials in a meaningful 

copy called “Hard Copy”. However, this whole process can be divided into four parts, they are: 

News/Story gathering, Pre Press, Press and Post Press. 

 

 News gathering Pre press 

   Press  

 Lithographic stage  

 Impression stage  

 4 Post press  

 5 References  

News gathering 

News production starts with the reporters going out to their respective beat to gather stories and 

cover events and also the marketing department getting advertisement into the newspaper on 

daily basis. It starts with reporters getting their stories ready daily and sending their stories in 

electronically through their mails to the editor. Each reporter work with a particular desk in the 

newsroom, some of these desks are: Metro desk, Sport desk, Business desk, Political desk, 

Education desk and others. News gathering and dissemination is paramount to every newspaper 

as this is the responsibility of the newspaper house to the people and this can determine their 

level of advertiser’s patronage. After stories are gathered, the Sub Editors are saddled with the 

responsibility of editing copies submitted by the reporter using a red pen or red font color, the 

Chief Sub Editor uses blue while the Editor uses green. This tells that each of the editing done on 

a particular story is still subjected to the final editing done by either the Chief Sub Editor or the 

Editor. 

 



 

 

 

Pre press 

Technology as said earlier has taken over almost all the industry and of course, any industry that 

wants to survive must be up-to-date with the technological trends. 

The pre press is where the pages of the newspapers are well laid-out and designed. After stories 

have been edited, the editor and other sub editors will sit in an editorial conference to determine 

what goes inside the paper for the day. Then, each sub editor is expected to plan their pages if 

possible. The marketing department also will forward the advertisements that have been paid for 

with specification of the pages allotted to the advert, all these will be forwarded to editorial 

department so as to add these pages in their planning process. The newspaper planning is done 

on a dummy sheet to give a prototype of the final outlook of each pages, this is called page 

planning. After the planning, the editorial department forwards the already planned pages to the 

graphic section where the dummy sheets are transformed the a meaningful digital form. At the 

pre press, text, pictures, cutline, graphics, and graphical illustrations as well as color are put 

together to form the newspaper. The newspaper which contains six columns, depending on the 

in-house-policy of the newspaper, is designed at the beginning on the computer, using particular 

software such as Corel draw, Adobe page maker, Adobe-In-Design, Quark-Xpress and other 

graphic design software. This software enables the graphic designer to transform the planned 

pages on the dummy sheet into meaningful copy and printed out in A4, the 77% of the original 

copy which is A3 (100%). This is actually done to see how perfect the pages are after the 

planning and the designing and final correction is done on the A3. At the pre press, the 

compilation of the stories and advert to be printed are done before they are printed out on the 

newsprint paper. 

Press 

The press stage is however divided into two parts, they are: Lithographic Stage and the 

Impression stage. Depending of the technology in use in the newspaper house, more 

sophisticated newspapers use a technology called CTP (Computer To Plate), some uses sCTM 

(Computer to Machine), while some newspaper still make use of old technology that involve the 

use of film before the making of plate. 



 

 

 

Lithographic stage 

After all the stories and the advert are designed by the graphic designers at the graphics section, 

as explained at the pre press, the designed pages are taken to the lithographic section where the 

stories and the advert are registered on the plate. The plate is an aluminum-like iron sheet in the 

size of the newspaper (A3) that is used to run the printing of the newspaper on the printing 

machine after the information has been registered on the plate. A CTP machine (Computer to 

Plate) registers the already designed information at the pre press on the plate. It is the plate at the 

lithographic section that is fixed on the machine to run inmpressio. 

Impression stage 

This is where the final product of the designed work comes out. The impression stage is where 

the printing are run in thousands of copies to be circulated all over the newspapers’ covered 

areas. At this stage, the plates are hung on the printing machine and the numerous copies are 

printed out to be circulated and sold to readers. It is very important to note that newspaper to be 

produced tomorrow are designed and produced a day before the publishing day, both the current 

pages and advanced pages. To carry out this, all hands are always on the current pages carries the 

major news of the day while the advance pages carries feature articles, editorial, letters to editor, 

opinions, advertisements etc. . 

Post press 

The post press is the circulation of the printed copies all over the nation and to different 

distribution centers across the country 

SOURCES OF NEWS 

Journalists should deal in reliable facts, so it is important that the sources you use for writing 

stories can give you accurate information about what happened or what was said. But just as 

there are lots of different news events, so there are many different sources of information. Some 

of them will give you very accurate information and we call these sources reliable (because we 

can rely on what they say). Others are less reliable, but still useful, while some can hardly be 

trusted at all. The main way of judging sources of information is on their reliability. 



 

 

Reporters 

One of the most reliable sources of information (although not completely reliable) are other 

journalists. They may be your colleagues or reporters from a news agency which supplies your 

organisation. If they are well trained, experienced and objective, their reports will usually be 

accurate and can be trusted. However, if there are any essential facts missing from their reports, 

these will have to be provided. Either they will have to provide them or you will have to find the 

missing facts yourself. Mistakes can happen. This is why news organisations should have a 

system for checking facts. A reporter's story should be checked by the news editor then the sub-

editor. In small newsrooms, where the reporter may also be the editor or newsreader, the reporter 

must be especially careful in checking facts. 

There is also the danger that reporters misinterpret what they think they see and then present that 

as a fact. This often happens when reporting such things as the size of a crowd. Unable to count 

every person in it, they make an estimate, often sharing their guesses with other journalists on the 

scene. This is just an estimate and any report which says "there were 40,000 people present" 

should be treated with caution, unless the reporter knows the exact number who came through 

the gate. 

All sources, including reporters, are said to be reliable if we think they can be believed 

consistently. If a source is always correct in the information they provide, we will believe them 

next time. If they make a mistake, we may doubt what they say. Reliability is built up over time. 

Your personal reliability as a journalist is important. If you have a good record for fair and 

accurate reporting, you will be believed. If you get a reputation for being careless in your work 

or biased in your interpretation, your colleagues, readers or listeners will not be able to rely upon 

you. In all cases it is better only to report what you know and make it clear in your report that 

everything else is either an estimate, an opinion or the word of someone else, perhaps a witness. 

You must always try to give precise facts and attributed opinion. If you cannot do that, you can 

use phrases like "it is believed that ..." or "it appears that ...". It is better to do this than to leave 

your readers or listeners believing that what you have said is a proven fact. 

Primary sources 



 

 

Often the source is someone at the centre of the event or issue. We call such people primary 

sources. It might be a man who fell 1,000 metres from an aircraft and lived to tell the tale; or a 

union leader who is leading wage negotiations. They are usually the best sources of information 

about their part of what happened. They should be able to give you accurate details and also 

supply strong comments. 

The fall survivor might say: "I saw the ground rushing up towards me and I kept thinking `So 

this is death'." The union leader might warn: "If the employers want blood on their hands, we are 

ready to supply it." 

Of course, just because a person was present at an event does not mean that they are either 

accurate or fair. The fall survivor may have injured his head after landing and so be confused. 

The union leader will want to present his side in the best light. It is vital to double-check and 

cross-check facts with other sources.  

A word of warning here: If any of your sources, however reliable, gives you information which 

is defamatory, you can still be taken to court for using it. You are responsible for deciding 

whether or not to publish the defamatory material.  

Written sources 

Not all primary sources will be spoken. Written reports can make an excellent source of 

information for a journalist. They are usually written after a lot of research by the authors, they 

have been checked for accuracy and are usually published with official approval. 

However, just because information is printed, that does not mean that it is reliable. With 

typewriters, computers and modern technology, it is relatively easy to produce printed material. 

You must look at who has produced the document. Are they in a position to know enough about 

the topic and have access to the reliable facts? Do they have a reputation for reliability? 

This is especially important with information on the Internet. Anyone can put information onto 

the Internet and unless you know how trustworthy they are you cannot judge the reliability of 

what they write.  

One advantage of the Internet is that you can quickly cross-check numerous sources, but beware: 

a mistake on one site can easily and rapidly be repeated by people writing on other sites. Even 

major online references such as Wikipedia rely on volunteers writing the entries and checking 



 

 

their accuracy and there have been numerous cases of people using entries in Wikipedia and 

other online reference works to spread untruths.  

In many countries, official transcripts of the proceedings of a court or parliament have some 

legal protection from actions for defamation.  

Leaked documents 

You may occasionally be given documents which have not been officially released to the press. 

They may be given to you by someone in a company or government department who does not 

want to be seen giving them to the media. We call these leaked documents. 

Documents are often leaked by people who believe that the public should know the contents 

(such as an environmental report), but who are unable to reveal it in public themselves, perhaps 

because they do not have the authority to do so. In some cases, documents are leaked by a person 

to gain an advantage over someone else, perhaps someone who is criticised in the report. 

Leaked documents are often excellent sources of news stories because they can contain 

information which someone wants to keep secret. This might be a plan to do something which 

the public might oppose, such as bulldozing homes to make a new road. It might be a report on 

corruption within an organisation which the heads of that organisation do not want to be publicly 

known. Just because a government, company or other group does not want information to be 

known, that does not mean that you should not report it. If you believe that it is important to 

inform your readers or listeners of certain facts, you must do that, even if the information was 

given to you unofficially. Of course, like any information, leaked documents must still be 

checked for accuracy before they can be used.  They might, for instance, have been stolen. It is 

usually an offence to receive stolen property if you think it could have been stolen, even if it is 

only a few sheets of paper. As we explain in the chapters on investigative reporting, 

photocopying the document then returning it is often a way to overcome this problem. 

Leaked documents could also be covered by copyright, so you could be breaking the law by 

quoting directly from them. You are on safer ground in reporting the substance of what was said, 

in your own words. 

Secondary sources 



 

 

Secondary sources are those people who do not make the news, but who pass it on. The official 

police report of an incident or comments by someone's press officer can be called secondary 

sources. Secondary sources are not usually as reliable as primary sources. 

Most eyewitnesses should be treated as secondary sources for journalists because, although they 

are able to tell what they think they have seen, they are often not trained for such work and can 

be very inaccurate, without meaning to be. 

You have to assess the reliability of secondary sources and if necessary tell your readers or 

listeners where the information came from. 

Tip-offs 

Occasionally someone will call with a story tip-off but refuse to give their name. These are said 

to be anonymous . These are the most dangerous sources of information and should only be used 

with extreme caution. Although anonymous tip-offs can provide good story ideas, they must 

never be used without a lot of checking. If they are wrong, you will be held directly responsible 

unless you have checked what they said with other more reliable sources. 

Often people who ring up with a tip-off will tell you their name if asked, but on the promise that 

you do not reveal their name to anyone else. You must still cross-check what they say because, 

of course, you cannot quote them as your source if there is any dispute about accuracy, for 

example if you are taken to court for defamation. 

Attribution 

When you get information from a source, you normally need to attribute that information to 

someone. Attribution means to tell your readers or listeners the name and title of the person you 

interviewed or document you got the information from.  

There are three levels of attribution, depending on whether your source is happy about being 

publicly identified or whether they want to keep some secrecy about what they tell you. These 

three levels are: 

On the record, which means you can use both their words and their name. 

Non-attributable, which means you can use the information, but not the source's name. 

Off the record, which means you cannot use either the information or the source's name. 



 

 

 

MECHANICAL ASPECTS 

Mechanicl aspects of news paper organiztin composition 

The entire mechanical operation is usually under the supervision of plant superintendent who is 

directly responsible to the publisher. In a typical situation, he will have five departments under 

his control; the composing room, the stereotype department, the press room, the engraving 

department, and the proof desk. 

The basic functions of each are: 

(i) Composing Room:  

This is the point of chief contact between the editorial side and the mechanical side. It is in this 

department that "copy" is set into type and the type is assembled into newspaper pages. 

The type is "set" by automatic typesetting machines such as the Linotype. "Straight matter" or 

body type is set according to instructions on news copy sent from the newsroom, headlines are 

set from similar directions, ads are first set into type and then assembled on the basis of 

instructions on advertising copy from the advertising department. 

All of these materials are then assembled into newspaper pages, following the instructions on 

page "dummies," which show where each element is to go. 

The composing room is often subdivided, especially in the larger plants, to permit the greater 

efficiency that specialization makes possible. Hence there may be an "ad alley" where ads are 

made up before they are put into newspaper pages. 

(ii) Stereotype Department:  

Here newspaper pages are run through a series of steps which prepare them to be clamped as 

curved plates of metal onto today's high-speed rotary presses. 

Some small daily papers still use "flatbed" or "cylinder" presses and others use "Duplex" presses. 

In both cases the papers are printed directly from type and hence there is no need for a full- scale 

stereotype department as described here. 



 

 

The vast majority of dailies use rotary, web-perfecting presses, which means that the newspaper 

is printed on paper which feeds from huge rolls and the impression is applied from curved plates 

which rotate at high speed. This requires that the pages be converted from the flat form in which 

they are originally made up to the curved plate from which they are actually printed. 

The stereotype department has two major operations; first, to roll out a reverse impression of the 

newspaper page onto a papiermache "mat"; then to "cast" into a curve by pouring molten metal 

against the curved surface of the mat. After the cast has cooled and been trimmed, it is ready to 

be clamped onto the press. 

 

(iii) Press room:  

Rotary presses can turn out newspapers at phenomenal speeds. They not only print but cut, fold, 

and trim the papers and deliver them directly to the mailing room. 

 

 

(iv) Engraving department:  

Many smaller newspapers have insufficient need for "art" to operate an engraving department, 

having the work done commercially instead. However, most large newspapers find it economical 

to do their own work. 

Photoengraving reduces news pictures and other newspaper art to a form in which they can be 

printed. In the case of a photograph, the job is to "screen" the picture in such a way that an 

etched metal plate is produced with a surface of dots. The dots vary in size to produce shadings 

of black and white that can be impressed on paper. 

(v) Proof Desk:  

In a sense, proof desk lies by the side of the mechanical, editorial and advertising departments 

but is usually responsible to the mechanical superintendent. Its object is to correct all 

typographical errors. A proof is taken of all material set in the composing room, including ads 



 

 

and editorial matter, by inking the type and taking an impression of it on a rather simple "proof 

press". 

These proofs are then compared with the copy to make sure that the two conform. Proof reading 

is hence a more or less mechanical operation, unlike copy reading 

Newspaper production process. 

 Newspaper production is an act that actually starts from the gathering of news stories, articles, 

opinions, advertorials and advertisements to the printing out of these materials in a meaningful 

copy called “Hard Copy”. However, this whole process can be divided into four parts, they are: 

News/Story gathering, Pre Press, Press and Post Press. 

 

 1 News gathering 

 2 Pre press  

 3 Press  

 3.1 Lithographic stage  

 3.2 Impression stage  

 4 Post press  

 5 References  

News gathering 

News production starts with the reporters going out to their respective beat to gather stories and 

cover events and also the marketing department getting advertisement into the newspaper on 

daily basis. It starts with reporters getting their stories ready daily and sending their stories in 

electronically through their mails to the editor. Each reporter work with a particular desk in the 

newsroom, some of these desks are: Metro desk, Sport desk, Business desk, Political desk, 

Education desk and others. News gathering and dissemination is paramount to every newspaper 

as this is the responsibility of the newspaper house to the people and this can determine their 

level of advertiser’s patronage. After stories are gathered, the Sub Editors are saddled with the 

responsibility of editing copies submitted by the reporter using a red pen or red font color, the 

Chief Sub Editor uses blue while the Editor uses green. This tells that each of the editing done on 



 

 

a particular story is still subjected to the final editing done by either the Chief Sub Editor or the 

Editor. 

Pre press 

Technology as said earlier has taken over almost all the industry and of course, any industry that 

wants to survive must be up-to-date with the technological trends. 

The pre press is where the pages of the newspapers are well laid-out and designed. After stories 

have been edited, the editor and other sub editors will sit in an editorial conference to determine 

what goes inside the paper for the day. Then, each sub editor is expected to plan their pages if 

possible. The marketing department also will forward the advertisements that have been paid for 

with specification of the pages allotted to the advert, all these will be forwarded to editorial 

department so as to add these pages in their planning process. The newspaper planning is done 

on a dummy sheet to give a prototype of the final outlook of each pages, this is called page 

planning. After the planning, the editorial department forwards the already planned pages to the 

graphic section where the dummy sheets are transformed the a meaningful digital form. At the 

pre press, text, pictures, cutline, graphics, and graphical illustrations as well as color are put 

together to form the newspaper. The newspaper which contains six columns, depending on the 

in-house-policy of the newspaper, is designed at the beginning on the computer, using particular 

software such as Corel draw, Adobe page maker, Adobe-In-Design, Quark-Xpress and other 

graphic design software. This software enables the graphic designer to transform the planned 

pages on the dummy sheet into meaningful copy and printed out in A4, the 77% of the original 

copy which is A3 (100%). This is actually done to see how perfect the pages are after the 

planning and the designing and final correction is done on the A3. At the pre press, the 

compilation of the stories and advert to be printed are done before they are printed out on the 

newsprint paper. 

Press 

The press stage is however divided into two parts, they are: Lithographic Stage and the 

Impression stage. Depending of the technology in use in the newspaper house, more 

sophisticated newspapers use a technology called CTP (Computer To Plate), some uses sCTM 



 

 

(Computer to Machine), while some newspaper still make use of old technology that involve the 

use of film before the making of plate. 

Lithographic stage 

After all the stories and the advert are designed by the graphic designers at the graphics section, 

as explained at the pre press, the designed pages are taken to the lithographic section where the 

stories and the advert are registered on the plate. The plate is an aluminum-like iron sheet in the 

size of the newspaper (A3) that is used to run the printing of the newspaper on the printing 

machine after the information has been registered on the plate. A CTP machine (Computer to 

Plate) registers the already designed information at the pre press on the plate. It is the plate at the 

lithographic section that is fixed on the machine to run inmpressio. 

Impression stage 

This is where the final product of the designed work comes out. The impression stage is where 

the printing are run in thousands of copies to be circulated all over the newspapers’ covered 

areas. At this stage, the plates are hung on the printing machine and the numerous copies are 

printed out to be circulated and sold to readers. It is very important to note that newspaper to be 

produced tomorrow are designed and produced a day before the publishing day, both the current 

pages and advanced pages. To carry out this, all hands are always on the current pages carries the 

major news of the day while the advance pages carries feature articles, editorial, letters to editor, 

opinions, advertisements etc. . 

Post press 

The post press is the circulation of the printed copies all over the nation and to different 

distribution centers across the country 

Business aspects of NEWSPAPER ORGANIZATION 

In order to operate a newspaper effectively like any other organization, it must be organized in a 

systematic way. The departmental structure and staffing of a newspaper vary with its size. All 

newspapers, however, have certain common structure. Head of newspaper organization is called 

Editor-in-Chief or Chief Editor. Under the head, two main departments work : 



 

 

1. News Section 

2. Management & Services Department 

 

1. NEWS SECTION : 

This section deals with things printed in newspapers. It covers all spheres of journalism.  News 

section broadly divided into two fields: 

i. Editorial Board 

ii. Editor 

 

i. Editorial Board : 

Editorial board is the main pillar of a newspaper organization. It elaborates the paper’s policy. 

Journalists who work in this section, write editorials about an issue. Number of editors vary 

according to the size of a newspaper. Big organizations have almost twelve-thirteen editors 

working in editorial board. 

 

ii. Editor : 

Head of news section is called Chief News Editor. His important role is to select the matter 

would be printed in a newspaper. Following are the sections worked under Chief News Editor. 

 

a. Newsroom : 

We can rightly called newsroom as backbone of a newspaper. Getting out a newspaper is a 24-

hour a day job. Events are happened at all hours and many stories come unexpectedly. Not only 

that, news is perishable, it becomes less valuable as it ages. Trying to cope with the never ending 

flow of news and the constant pressure to keep it fresh requires organization and coordination 

among the paper’s staff. An event becomes news in newsroom by passing through different 

stages. Sub-editors prepare news by polishing an event. 

 

b. Reporting Section : 

Chief Reporter heads all other reporters. In reporting section, reporters compile their field work 

in news form. Chief reporter prepares duty chart for all reporters. He assigns beats to his 

subordinate. 



 

 

 

c. Photographic Section : 

Pictures have great importance to communicate a message. All big newspaper groups have 

established photographic section. Many photographers are engaged to perform their duties. 

Every important news is visualized by using photographs. 

 

d. Magazine Section: 

Magazine Section is related with Sunday magazine and daily special editions. 

Magazine Editor is responsible for editions. Following features are the speciality of 

editions: 

 

1. Copy Editors : 

Copy editors work in magazine section. Their duty is to arrange different pages of a newspaper. 

Sub-editors are worked under copy editors. 

 

2. Edition Incharge : 

Edition Incharge of different editions like political, children, women, showbiz and sports are 

assigned. Edition Incharge is responsible to prepare his/her own edition. 

 

2. MANAGEMENT & SERVICE DEPARTMENT : 

The head of Management & Services Department is called general manager. He supervises the 

management of an organization. Different sections are worked under this department: 

 

i. Administrator : 

Administrator is a head over this department. Under group general manager, all other sections 

like Personnel Section, Accounts Sections, Procurement Section, Store Section and Reference 

Section are worked. 

 

ii. Production : 

Newspaper production task is accomplished in three phases. The first phase occurs in the 

composing room or composing section where the page is laid out, the second phase occurs in the. 



 

 

Plate Making Section, where the plates that produce the printed page are prepared, and the last 

phase occurs in the Press Room, where the paper is actually printed on high speed presses. 

Computers, offset printers and lasers have all combined to increase the speed and efficiency of 

newspaper production. 

 

Business Manager : 

Business manager is the incharge of economics of a newspaper. The newspapers business office 

operates pretty much like any other business office. The newspaper’s business department 

performs advertising, circulation and promotion functions. It has major divisions, an advertising 

department, a circulation department, a promotion department and an accounting or auditing 

department. 

 

Newspaper Economics : 

Newspapers derive their income from two sources: 

(1) Advertising Section 

(2) Circulation Section 

 

(1) Advertising Section : 

Advertising provides 75 to 80 percent of the total revenue. This revenue is closely related to 

circulation since papers with a large circulation are able to charge more for ads that will reach a 

large audience. Advertising revenue comes from four separate sources: 

 

i. National and governmental advertising. 

ii. Local advertising. 

iii. Classified advertising. 

iv. Preprinted inserts. 

 

Local retail advertising is the most important source of newspaper’s income, accounting for 

about 50 percent of all revenue. Classified ads come next with 40 percent, followed by national 

ads and preprinted inserts. In most countries, newspaper industry cannot Stand without 

government ads. Government ads are major source of income. 



 

 

 

 

DISTRIBUTION CHANNEL 

 

The selling process  

The selling process of newspapers in India involves various steps like: 

 

1. Prospecting and Evaluation:  

 

This is the stage where potential customers are found and evaluated. It is first necessary to 

identify that the potential customer has the willingness, ability and authority to buy the product. 

This would involve first generating sales leads. In the case of newspapers   customers could be 

Financial Institutions, IT employees, students preparing for their CAT examination MBA 

students and other institutions like Hotels, Airlines etc. Most of the times when a company or 

offices are approached with subscription offer the gatekeepers are encountered who are actually 

the receptionists and security guards and they don't have the authority to buy the paper but pose a 

challenge to the final sale from happening.  

 

2. Pre approach:  

 

In this stage the process of approaching the client is decided. This involves deciding on the 

approach establishing objectives of the sales call and preparing for a presentation. We need to 

analyze what are the product features in which the customer will be interested and focus on those 

during the presentation. 

 

This stage involves deciding whether it will be enough to do a simple cold call or to set up an 

appointment which is needed in case we want to set up a stall. Like in the case of setting up stalls 

in IT companies where a larger section of our targeted population can be met it becomes 

essential that we first fix up an appointment with the facilities manager asking his permission to 

set up the stall. 

 



 

 

3. Approach:  

 

This stage involves getting in initial contact with the customer by meeting him and generating 

interest in the product. Once the salesmen we are with the customer they would make a 

presentation making him aware of the characteristics of the paper, the discount and the 

magazines that are on offer.  

 

While selling to Financial Institutions sales representatives focus on presenting the various 

Business magazines that the customer will get if he subscribes. While pitching to younger 

customer salesmen focuses on the monthly magazines which are more enticing to them. While 

making presentations to corporates the focus is on the operational efficiency and convince the 

Facilities Manager that the implementation will be starting in 2 weeks time from when the 

employees start signing up for the subscription. 

 

 

4. Handling Objection:  

 

The most common objection which is encountered during the selling is the fact that most 

customers who are regular readers of others newspapers are very loyal and are unwilling to 

change.  This is the time when distinguishing features of the products need to be highlighted for 

example  Business Standard    highlights the fact that it has  has various sections like the BS 200 

which gives the complete analysis of the 200 companies that were traded the most on the stock 

exchange the previous week. This section on the paper is something unique only to Business 

Standard. Also 'The Compass' which is a small segment in the Business Standard Newspaper 

assists people in making their investment decisions as to which sector they should invest their 

money in was also of interest to people who were more  investment focused. 

 

And of course the magazines which are offered are another reason why most of these customers 

get ready to buy the subscription. Also the supplements like Brand Line, Life by Business Line, 

and The Smart Investor by Business Standard are highlighted to entice the consumers to 

purchase the subscription.  



 

 

 

Some of the customers are worried about the implementation time this is where sales person had 

to tell the customers about how we will be ensuring that they get a regular supply of their 

business standard by interacting with their vendors and start the delivery of their newspaper to 

their home in 2 weeks.  

 

5. Closing: 

At this stage the customer is more or less aware of the product and has made up his mind to 

either go ahead with the sale or not. If the subscription are attractively priced most customers 

prefer to go for the plan offered and want to first get a look at the service being provided. Thus 

most people will either back out at the middle of the presentation, while others stick around to try 

and see what they are getting for their money. By the time salesman pops the final question 

whether the customer wants to pay by cash or cheque the customer usually has made up his 

mind.  

Sales Management  

1. Sales Planning:  

It is the first step in the sales management process Sales planning guides the organization in 

achieving its objectives in a systematic manner leading to profitability and success. 

 

In case of newspaper industry plans are formulated keeping in view the overall sales strategy and 

objectives of individual organizations. Since circulation is the main thing in the news paper 

industry, all the planning is intended to increase the circulation base of newspaper .The main 

source of revenue for a newspaper company is the advertisements and they can charge more for 

advertisements only if their circulation base is higher. This circulation base is increased by eating 

into the competitor's circulation. The head office decides the targets for all branches in the 

country and this is communicated to marketing manager of branches across the country. The 

marketing manager of the branch then allocates targets for every sales executive in the branch. 

The marketing manager asks each sales executive to target a particular segment. Segment can be 

hotels, educational institutes, corporate offices, IT companies, students preparing for competitive 

examinations like CAT, XAT etc. 



 

 

 

 

2. Organizing and Directing Sales efforts:  

 

Most of the newspaper companies hire graduates who are well versed in local languages as 

selling newspaper require interacting with vendors and intermediate agencies. They generally do 

not hire MBAs or Post Graduates as they are more prone to attrition. The attrition rate is very 

high in this industry especially in the second rung companies. 

 

Time Management: Time management is very important as the executives have to visit morning 

centers at around 5 to 5.30 a.m. in the morning to meet the vendors to ensure the timely delivery 

of newspapers. Morning centers are places where all the newspapers are dropped and vendors 

come here to collect newspapers for their locality. Most of the activities happen between 3.30 

a.m to 5.30 a.m. Within this short span they have to meet the vendors and ensure they are 

regularly supplying the newspapers. 

 

3. On the job training: 

 

The sales force is briefed about the newspaper and supplements and then they are sent to the 

field for training. In this industry the training is mostly on the job where executives have to go 

and sell the subscriptions to the customers. 

 

4. Compensation Plan:  

 

Generally combination salary plans are followed in newspaper industry. This type of plan 

includes a combination of salary, commission and other type of incentive plans. As sales people 

get regular income in the form of monetary incentives, they are continuously motivated and it 

also provides sales person with the advantage of both a fixed salary and variable income. Every 

executive is given a minimum target to achieve and on exceeding this target they are given an 

incentive. 

 



 

 

5. Evaluating Sales Force Performance:  

 

The performance of sales force is measured in terms of the number of subscriptions generated by 

each sales person. At the end of the month they collate how many subscriptions have been 

generated by executives and on the basis of subscriptions generated salary is computed. 

 

Distribution Process of Newspaper Industry 

 

* The newspaper sales involve distributing highly perishable products under severe time 

constraints. 

 

* The printed newspapers have to be dispatched to various distributors across the region. 

Transportation is normally through private contract carriers within local area, public transport in 

case of longer distances and through couriers in other cases. 

 

* The newspaper distributor has the rights to distribute the newspaper in his area. The revenue of 

the newspaper distributor is based on a commission on the sale of every newspaper. The 

circulation is normally through salesmen appointed and salaried by the distributors, who in turn 

pass it on to hawkers. 

 

* Hawkers, vendors and book stall owners are the last link of the supply chain before newspaper 

reaches readers. The hawkers' remuneration is also normally based on the commission system 

and is generally the highest in the entire supply chain. 

 

* Responsiveness and efficiency play an important role in newspaper distribution channel. 

Responsiveness includes supply chain's ability to respond to wide a range of quantity demanded 

(due to demand fluctuations) and meet short lead times. On the other hand efficiency is the cost 

of making and delivering the newspaper to the readers. 

 

 



 

 

 

 

 

 

 

 



 

 

(2) Circulation Section : 

Revenue comes from subscriptions and single copy sales, that accounts for other 20 to 25 percent 

of total revenue. Circulation revenue includes all the receipts from selling the paper to the. 

consumer. The newspaper, however, does not receive the total price paid by a reader for a copy 

of the paper because of the many distribution systems that are employed to get the newspaper to 

the consumer. Circulation manager maintains the circulation records for city and area 

publications. He is also incharge of moving the papers into the appropriate distribution channels 

as they move into the mailing room from the press. He also supervises the sales promotion 

department. 

 

Advertising Operations 

The advertising operations of newspapers involve the selling and creating of display, insert, and 

classified advertising. Display ads are those ads found throughout the paper that include 

information and, often, illustrations and photographs for various goods and services. Insert 

advertisements, sometimes called pre-print advertisements, are those not printed as part of the 

paper itself but added to the paper in bundles after the printing process. Classified advertising is 

that advertising usually found at the back of the paper in which products and services are listed 

in categories such as "Automobiles," "Help Wanted," "Livestock," "Computers," and "Real 

Estate." Advertising departments of newspapers divide responsibilities for the different types of 

advertising among managers to provide for better service and attention to their specific needs 



 

 

 

DEFINITION OF HEADLINE  

 words set at the head of a passage or page to introduce or categorize 

 a head of a newspaper story or article usually printed in large type and giving the gist of 

the story or article that followsb headlines plural :  front-page news <the scandal made 

headlines> 

Welcome to History Headlines 

This is your chance to become a journalist reporting on fascinating events that took place 

throughout the history of London. It’s an opportunity that will be hard to turn down. 

Why are we so interested in London? The past is packed with exciting stories, all about real 

people and true events. 

History Headlines is fun-packed, free and waiting for you to: 

 Explore historical newspapers packed with true stories  

 Find out about grim and gruesome facts  



 

 

 Interview famous characters from history  

 Write your own front page stories  

 Discover hidden surprises including sound and film  

 about  History Headlines  

-------  

History of London 

From the very beginning till now London has existed for two thousand years.  During this time, 

it has grown to become one of the most significant financial and cultural capitals on planet Earth. 

It has experienced plague, the devastating great fire of London, civil war, aerial 

bombardment, terrorist attacks, and widespread rioting. So today why not explore with us the 

rich history London has to offer. 

Roman London-   London as we know it would never have existed were it not for the Romans as 

they were the firRst people to discover London. 

 

In 47 AD, only four years after Claudian troops had invaded Kent and set up their capital in 

Colchester, the invaders spotted the potential of a seemingly unpromising patch of boggy ground 

further up the estuary, sprinkled with sand and gravel islands.  

The river here was narrow enough here to bridge, enabling the army to continue its push 

northwards. Being tidal, it was also deep enough to allow ships to come and go from the coast – 

making it an ideal place for a trading post. See resources. 

Fire of London 

The great fire of London- On 2 September 1666, the citizens of London woke to see the skyline 

above the city’s cramped wooden houses ablaze. It must have been a truly apocalyptic sight. 

 Learn more. 

Londoners had already lived through the devastating plague in 1665 so it was truly amazing to 

see people get back up and stay positive even after this disaster. 

 

The fire started in a baker’s shop in Pudding Lane in the early hours of the morning. By the time 



 

 

it burned out on 5 September around 13,000 buildings had been destroyed, including the original 

St Paul’s Cathedral, 87 parish churches, the Guildhall, the Royal Exchange and 52 company 

halls.  Submit your article. 

Palaces and buildings 

Buckingham palace- Buckingham Palace is the London residence of the reigning monarch of the 

United Kingdom. Located in the City of Westminster, the palace is often at the centre of state 

occasions and royal hospitality. It has been a focal point for the British people at times of 

national rejoicing. 

Originally known as Buckingham House, the building at the core of today's palace was a large 

townhouse built for the Duke of Buckingham in 1703 on a site that had been in private 

ownership for at least 150 years. 

7/7 Bombings in London-  In London, at 8.50am on Thursday 7 July, three bombs exploded one 

after the other, destroying around three different London Underground trains. One was detonated 

just outside Liverpool Street station, the other outside Edgware Road and the third between 

Kings Cross and Russell Square. Even after this around an hour later at approximately 9; 50 

another bomb was detonated on a double- decker  bus in Travistock square. 

 

FUNCTIONS OF HEADLINE 

LEARNING OBJECTIVE: Identify the functions of the headline.  

The modem trend in headlines is toward simplicity. Most newspapers now use heads that say 

what has to be said in a minimum of words. A good headline conveys the news in a story and the 

significance and meaning behind the story. It never implies more - and should not say too much 

less - than what actually appears in the story. It does not contain misleading suggestions and it 

does not leave false impressions.  

An easy way to remember the functions of the headline is through the acronym HEADS:  

H - Heralds the days news; tells what is of importance.  

E - Entices the reader with essential or interesting facts.  



 

 

A - Advertises the most important story by size or placement on the page (the most important 

stories are displayed at the top of the page).  

D - Dresses up a page with typography; helps male design attractive.  

S - Summarizes the story with a "super" lead; tells what the story is about.  

HEADLINE STYLES  

LEARNING OBJECTIVE: Recognize the various types of headline styles.  

There are several ways in which you can display headlines. For style variation, your headlines 

can beset in all-caps, caps and lowercase or downstyle.  

These methods are covered in the following text:  

ALL-CAPS HEADS  

The all-capital letter headline style is almost extinct. All-caps heads, while they are easier to 

write than others, are the most difficult to read To test this premise, read the following 

paragraph:  

AS THIS PARAGRAPH DEMONSTRATES, THE ALL-CAPITAL SETTING IS NEITHER 

EFFICIENT FOR THE READER, NOR PLEASING TO THE EYE. WILLIAM RANDOLPH 

HEARST USED TO HAVE KEY GRAPHS IN HIS EDITORIALS SET ALL-CAPS. INSTEAD 

OF MAKING THE POINT EMPHATICALLY, AS HE INTENDED, SUCH SETTING 

ACTUALLY CUT DOWN THE READERSHIP AND ITS IMPACT.  

Even the most patient, attentive and skilled reader will be blinded by the onslaught of all those 

capital letters. By the way, did you spot the typo?  

 

CAPS AND LOWERCASE HEADS  

A widely used headline style is the uppercase and lowercase head In this headline style, all 

words, other than articles, conjunctions, and prepositions of fewer than four (and sometimes five) 

letters, are set with the first letter in caps and the others in lowercase.  

 



 

 

DOWN-STYLE HEADS  

The down-style head usage has increased in popularity in recent years. In down-style heads, the 

first letter of the first word - and the first letter of any proper noun - is set as a cap, and all other 

letters are lowercase. Down-style is presented in the way persons are taught to read and write. 

The style is visually attractive and enhances the readability of the line. By design, it lacks the 

numerous capital letters in a headline which serve as "eye stoppers."  

 

Figure 9-2. - Banner head.  

 

 

KICKERS 

In India, they call it shoulder, and in the US they call it kicker. But in both countries the kicker or 

shoulder is a great help to headline writers. It provides them the extra space that they desperately 

need to pack meaning in headlines. 

The shoulder or kicker has been defined as the headline that is placed on top of the main 

headline. This headline is set in small points, and its purpose is to supplement the main headline. 

It can be used in two ways: 

 



 

 

Classic kicker/shoulder: 

In this case the headline writer uses the subject of the story as the kicker. 

For instance, when the Supreme Court refused to defer the trial in the disproportionate assets 

case filed against the Tamil Nadu Chief Minister, the Indian Express headline writer used the 

subject — that is disproportionate assets case as the shoulder. 

This gave the headline writer the space to focus on what the Supreme Court ruled, which then 

became the main headline. 

Descriptive kicker 

The headline writer has the option to run the kicker across the width of the main headline. In this 

case, the headline writer can provide more information in the headline by focusing on a different 

point. 

For instance, the Telegraph headline writer focused on the heroics of caption M.S.Dhoni in 

leading his team to victory. The kicker gave information about the margin of the victory. 

Design Tool 

The kickers serve one more purpose today. Newspapers now set shoulders in reverse or against 

colour backgrounds to provide contrast on the page. 

 

However, despite their increased popularity, newspapers discourage extensive use of shoulders. 

There are two reasons for this: 

One, the newspapers do not want to waste space. 

Two, too many kickers can become a visual irritant. 

It is best to use kickers sparingly 

 

 

 

 



 

 

BLURBS 

 

This article is about a short summary of a work. For the print-on-demand publisher, see Blurb, 

Inc. 

 

The original blurb 

A blurb is a short promotional piece accompanying a creative work. It may be written by the 

author or publisher or quote praise from others. Blurbs were originally printed on the back or 

rear dust-jacket of a book, and are now found on DVD and video cases, web portals, and news 

websites. A blurb may introduce a newspaper or magazine feature story. 

History blurbs 

  

Gelett Burgess circa 1910 

In the US, the history of the blurb is said to begin with Walt Whitman's collection, Leaves of 

Grass. In response to the publication of the first edition in 1855, Ralph Waldo Emerson had sent 

Whitman a congratulatory letter, including the phrase "I greet you at the beginning of a great 

career": the following year, Whitman had these words stamped in gold leaf on the spine of the 

second edition. 

The word "blurb" was coined in 1907 by American humorist Gelett Burgess (1866–1951). His 

short 1906 book Are You a Bromide? was presented in a limited edition to an annual trade 

association dinner. The custom at such events was to have a dust jacket promoting the work and 

with, as Burgess' publisher B. W. Huebsch described it, "the picture of a damsel—languishing, 

heroic, or coquettish—anyhow, a damsel on the jacket of every novel". 

In this case the jacket proclaimed "YES, this is a 'BLURB'!" and the picture was of a (fictitious) 

young woman "Miss Belinda Blurb" shown calling out, described as "in the act of blurbing." The 

name and term stuck for any publisher's contents on a book's back cover, even after the picture 

was dropped and only the text remained. 



 

 

In Germany, the blurb is regarded to have been invented by Karl Robert Langewiesche around 

1902. In German bibliographic usage, it is usually located on the second page of the book 

underneath the half title, or on the dust cover. 

Books 

A blurb on a book can be any combination of quotes from the work, the author, the publisher, 

reviewers or fans, a summary of the plot, a biography of the author or simply claims about the 

importance of the work. 

In the 1980s, Spy ran a regular feature called "Logrolling in Our Time" which exposed writers 

who wrote blurbs for one another's books. 

Blurb requests 

Prominent writers can receive large volumes of blurb requests from aspiring authors. This has 

led some writers to turn down such requests as a matter of policy. For example, Gary Shteyngart 

announced in The New Yorker that he would no longer write blurbs, except for certain writers 

with whom he had a professional or personal connection.Neil Gaiman reports that "every now 

and again I stop writing blurbs....The hiatus lasts for a year or two, and then I feel guilty or 

someone asks me at the right time, and I relent. Jacob M. Appel reports that he received fifteen 

to twenty blurb requests per week and tackles "as many as I can." 

Parody blurbs 

Many humorous books and films parody blurbs that deliver exaggerated praise by unlikely 

people and insults disguised as praise. 

 Monty Python and the Holy Grail – "Makes Ben Hur look like an Epic"  

 1066 and All That – "We look forward keenly to the appearance of their last work"  

The Harvard Lampoon satire of The Lord of the Rings, entitled Bored of the Rings, deliberately 

used phony blurbs by deceased authors on the inside cover. One of the blurbs stated "One of the 

two or three books ...", and nothing else. 

 

 



 

 

Film 

Movie blurbs are part of thePermotional compaining  for films, and usually consist of positive, 

colorful extracts from published reviews. 

Movie blurbs have often been faulted for Taking words out of contests. The new york times 

reported that "the blurbing game is also evolving as newspaper film critics disappear and studios 

become more comfortable quoting Internet bloggers and movie Web sites in their ads, a practice 

that still leaves plenty of potential for filmgoers to be bamboozled. Luckily for consumers, there 

is a cavalry: blurb watchdog sites have sprung up and the number of Web sites that aggregate 

reviews by established critics is steadily climbing. ... Helping to keep studios in line these days 

are watchdog sites like eFilmCritic.com and The Blurbs, a Web column for Gelf magazine 

written by Carl Bialik of The Wall Street Journal." 

Slate wrote in an "Explainer" column: "How much latitude do movie studios have in writing 

blurbs? A fair amount. There's no official check on running a misleading movie blurb, aside from 

the usual laws against false advertising. Studios do have to submit advertising materials like 

newspaper ads and trailers to the Motion Picture Association of America for approval. But the 

MPAA reviews the ads for their tone and content, not for the accuracy of their citations. ... As a 

courtesy, studios will often run the new, condensed quote by the critic before sending it to print." 

The Grammar of (Newspaper) Headlines 

Newspaper headlines are prose poetry. They have a spare grammar of their own, and they are 

constrained in size and content more strictly than a sonnet. 

Indeed, there was a time within living memory, before computers and the Internet, when 

newspaper headline writing was recognized as an art (and a science) more difficult than writing a 

sonnet. More about that in another post. Here I just want to celebrate the basics of headline style, 

the rules for headlines. 

1. Use present tense for past events: 

COLUMBUS DISCOVERS 

NEW ROUTE TO INDIA 

2. Use to for future events: 



 

 

SUN TO BURN OUT 

IN 6 BILLION YEARS 

3. Omit the, a, an: 

COW JUMPS OVER MOON; 

DOG WATCHES, LAUGHS 

4. Use comma for and 

JACK, JILL FALL FROM HILL; 

CONCUSSIONS POSSIBLE 

5. Never spell out numbers: 

VIRGIL GUIDES DANTE 

PAST 9 LEVELS OF HELL 

6. Use colon for said or says: 

GALILEO: ‘I CONFESS 

EARTH STAYS STILL’ 

7. Use single quotation marks: 

CAESAR TO BRUTUS: ‘ET TU?’ 

FALLS BY ‘UNKINDEST CUT’ 

 

8. Omit “be” in its various forms, except when emphasized: 

CANDIDE, PANGLOSS HAPPY 

CULTIVATING GARDEN 

ROSENKRANTZ, GUILDENSTERN 

HOIST WITH OWN PETARD 

HAMLET ASKS ‘TO BE’ OR NOT? 

PONDERS, DECIDES TO BE 

10. Don’t split phrases between lines: 



 

 

CHICKEN LITTLE SEES SKY 

FALLING; HENNY PANICS 

Unit Count in  headlines 

 

In most newsrooms, headlines are now counted using computer applications such as 

QuarkXPress and Adobe InDesign. A few newsrooms still count headlines manually, however, 

and many journalism programs teach headline counting. The traditional skills are worth 

developing because they help new editors conceive and plan headlines. And, of course, they are a 

reliable fallback in an emergency. 

Each line of a headline must fit into the space provided. Hed writers make sure of that fit by 

determining the count, or length in units, of each line. It would be a simple matter to just count 

the letters, but that doesn’t quite work because some letters and figures are wider than others. 

Each letter and mark gets a specific value, also called a count. Widths of individual letters vary a 

bit from one typeface to another, but the values in this chart are accurate for most families of 

type. You should familiarize yourself with them: 

 

Width:   Letters, figures, marks  

 

1/2 unit   Lowercase f, i, j, 1, t 

Capital I and numerical figure 1 

All punctuation except question marks and dashes 

 

1 unit    All other lowercase letters except m and w 

All other numerical figures 

Question marks and spaces between words 

 

1 1/2 units   Lowercase m and w 

All capitals except I, M and W  

Dashes and symbols such as $, % and & 

 

2 units   Capitals M and W 



 

 

 

The headline order 

The request for a headline of a given size is called a headline order. It is a three-number 

sequence that tells you how many columns your headline should cover, what point size it should 

be, and how many lines it should fill. For example, a 6-42-1 is a comfortable banner head that 

stretches across the page: six columns’ wide, 42-point type, one line. Headline writers love them 

because they are wide-open spaces with no breaks between lines to complicate matters. 

A 1-24-3, on the other hand, may be frustrating because it provides such a narrow space; it asks 

you to write a one-column head in 24-point type over three lines. 

The three numbers in a headline order are always given in the same sequence: width in columns, 

type size in points, number of lines. The headline order may also specify a particular font, if the 

publication uses more than one font for heads, and it may specify other variations such as bold or 

italic type. 

 

The headline schedule 

The schedule is a simple but essential chart that allows you to translate a headline order into a 

specific count. It tells you how many counts of a given point size you can fit into a given column 

width. If you are learning to count heads the traditional way, it’s wise to keep a copy of the 

headline schedule handy. Editors who count regularly find that they soon know the counts of the 

most common headline orders by memory. 

You will notice that some counts on the headline schedule below are blank. There is no count, 

for example, for an 18-point head of more than two columns or a 72-point head of less than three 

columns. Many such counts are not used because they would be terribly difficult to write. (Try 

your hand, for instance, at a 1-72-3, with about three counts per column.) 

Such headlines also would lack proportion. An 18-point head stretched across multiple columns 

of type would appear puny, barely distinguishable from the text below it. A 72-point head 

perched on a one- or two-column story—if it could be written at all—would appear top-heavy. 

This headline schedule refers to standard-width typefaces on 12.2- to 12.5-pica broadsheet 

columns, as used in most newspapers. 

 

 



 

 

Size    1 col.  2 col.  3 col.  4 col.  5 col.  6 col. 

 

18 pt.       16  33 

24 pt.      13  27  40 

30 pt.      10.5 21.5  32  43 

36 pt.        9  18.5  28  38  47.5 

42 pt.        7.5 15.5  23.5  32  40  48 

48 pt.   13.5  20.5  28  35  42.5 

54 pt.   12  18  24.5  30.5  37 

60 pt.     16  21.5  27.5  33 

72 pt.     14  18.5  23  28 

 

 

A second principle of balance and proportion: shorter heds have more lines, longer heds fewer 

lines. Huge headlines on small stories and small headlines on big stories confuse both the eye 

and the brain. 

Editors work from flexible but reliable guidelines about how width (the number of columns) and 

depth (the number of lines) should be proportioned so that headlines have enough space to be 

intelligible, but don’t take up so much space that they overwhelm the stories beneath: 

 

1-column hed:   3 or 4 1ines  

2-column hed:   2 or 3 lines 

3-column hed:   1 or 2 lines  

4- to 6-column hed:   1 line 

 

Unit Count in  headlines 

 

In most newsrooms, headlines are now counted using computer applications such as 

QuarkXPress and Adobe InDesign. A few newsrooms still count headlines manually, however, 

and many journalism programs teach headline counting. The traditional skills are worth 



 

 

developing because they help new editors conceive and plan headlines. And, of course, they are a 

reliable fallback in an emergency. 

Each line of a headline must fit into the space provided. Hed writers make sure of that fit by 

determining the count, or length in units, of each line. It would be a simple matter to just count 

the letters, but that doesn’t quite work because some letters and figures are wider than others. 

Each letter and mark gets a specific value, also called a count. Widths of individual letters vary a 

bit from one typeface to another, but the values in this chart are accurate for most families of 

type. You should familiarize yourself with them: 

 

Width:   Letters, figures, marks  

 

1/2 unit   Lowercase f, i, j, 1, t 

Capital I and numerical figure 1 

All punctuation except question marks and dashes 

 

1 unit    All other lowercase letters except m and w 

All other numerical figures 

Question marks and spaces between words 

 

1 1/2 units   Lowercase m and w 

All capitals except I, M and W  

Dashes and symbols such as $, % and & 

 

2 units   Capitals M and W 

 

The headline order 

The request for a headline of a given size is called a headline order. It is a three-number 

sequence that tells you how many columns your headline should cover, what point size it should 

be, and how many lines it should fill. For example, a 6-42-1 is a comfortable banner head that 

stretches across the page: six columns’ wide, 42-point type, one line. Headline writers love them 

because they are wide-open spaces with no breaks between lines to complicate matters. 



 

 

A 1-24-3, on the other hand, may be frustrating because it provides such a narrow space; it asks 

you to write a one-column head in 24-point type over three lines. 

The three numbers in a headline order are always given in the same sequence: width in columns, 

type size in points, number of lines. The headline order may also specify a particular font, if the 

publication uses more than one font for heads, and it may specify other variations such as bold or 

italic type. 

 

The headline schedule 

The schedule is a simple but essential chart that allows you to translate a headline order into a 

specific count. It tells you how many counts of a given point size you can fit into a given column 

width. If you are learning to count heads the traditional way, it’s wise to keep a copy of the 

headline schedule handy. Editors who count regularly find that they soon know the counts of the 

most common headline orders by memory. 

You will notice that some counts on the headline schedule below are blank. There is no count, 

for example, for an 18-point head of more than two columns or a 72-point head of less than three 

columns. Many such counts are not used because they would be terribly difficult to write. (Try 

your hand, for instance, at a 1-72-3, with about three counts per column.) 

Such headlines also would lack proportion. An 18-point head stretched across multiple columns 

of type would appear puny, barely distinguishable from the text below it. A 72-point head 

perched on a one- or two-column story—if it could be written at all—would appear top-heavy. 

This headline schedule refers to standard-width typefaces on 12.2- to 12.5-pica broadsheet 

columns, as used in most newspapers. 

 

Size    1 col.  2 col.  3 col.  4 col.  5 col.  6 col. 

 

18 pt.       16  33 

24 pt.      13  27  40 

30 pt.      10.5 21.5  32  43 

36 pt.        9  18.5  28  38  47.5 

42 pt.        7.5 15.5  23.5  32  40  48 

48 pt.   13.5  20.5  28  35  42.5 



 

 

54 pt.   12  18  24.5  30.5  37 

60 pt.     16  21.5  27.5  33 

72 pt.     14  18.5  23  28 

 

 

A second principle of balance and proportion: shorter heds have more lines, longer heds fewer 

lines. Huge headlines on small stories and small headlines on big stories confuse both the eye 

and the brain. 

Editors work from flexible but reliable guidelines about how width (the number of columns) and 

depth (the number of lines) should be proportioned so that headlines have enough space to be 

intelligible, but don’t take up so much space that they overwhelm the stories beneath: 

 

1-column hed:   3 or 4 1ines  

2-column hed:   2 or 3 lines 

3-column hed:   1 or 2 lines  

4- to 6-column hed:   1 line 

 

CAPTIONS FOR PHOTOGRAPHY 

Readers look at a photograph first, then the caption under the photo. If the caption intrigues them 

by providing context and background information, readers will look back at the photograph and 

see something new. It's called the loop, and their next stop is the story. 

Notice what you just did? You looked at the featured photo, then you looked under the photo  for 

the words to help you understand what you just viewed. Then you looked back at the photo to 

fully appreciate what you know now that you didn’t know just a few seconds before that.The 

photo and caption complement each other. The caption tells the reader what, where and when 

while the photo provokes a visceral, emotional reaction. The loop, as we call it, satisfies your 

curiousity, and compels you to read the story and sidebars. Every single photo must have a 

caption (newspaper people like to call them cutlines), and each must quickly tell the reader what 

the picture itself cannot say: Names, stories, dates, places, significance. The 5W’s and H. Some 

stories can be told exclusively through pictures and captions. 



 

 

When it comes to copywriting, captions are the one-two punch that delivers. While how to write 

great stories is a topic for another article, there are a few simple techniques you can use to 

consistently write great captions. 

Captions that tell and intrigue 

When someone looks at a picture, they’ll look at the caption for the specifics (name, place, 

context), but every caption should also intrigue in a way that makes them look back at the picture 

because they just learned something they didn’t know before they read the caption. If the picture 

and caption work well together, they’ll look at the headline and then the story. 

National Geographic captions are excellent examples. As a strategy, the captions work from 

either specific to general, or general to specific. They intrigue you, and make you want to read 

the story. BINGO! People look at the photograph first, then the caption, then back to the photo as 

they become intrigued, and then to the story. And the story better be ready to reward them 

immediately for taking a chance and glancing at the first paragraph or two. 

Finish the picture story with words 

You have an opportunity with every caption you write to complete the picture. There are some 

things a picture is great at showing (at its best, action/reaction), and some things it can’t tell you 

(the 5W’s and H) such as listing names, grades, classes, teams, titles, places, dates, significance 

of event, context. Great pictures deserve great copy, but they complement each other. Each has a 

role to play, and together the overall effect of the combination is what’s important. Also, use 

captions and texts to extend the basic story. 

Strip the story 

Strip the story down to its essence by moving story elements not essential to the immediate story 

to the captions and sidebars. Make the cutline work for a living. Use prepositional phrases, and 

recast the lines until you have picture nouns and action verbs. Let caption information move the 

story forward. Focus on the action, and kep the action going with each new phrase, clause and 

sentence.Captions are great places for those bits and pieces that got left on the cutting room floor 

during editing, or that are not essential to the primary narrative. 

 



 

 

Intrigue the reader 

Cutlines should inform, surprise, delight and intrigue readers. Here’s what readers do: They look 

at the biggest picture on the page, then look under it for a caption and read it. So far so good. The 

caption should be written to offer tantalizing insights that make the reader look back at the 

picture to completely understand it. At this point, they have invested a little effort and been 

rewarded with some intriguing information.Now they want to know more, so they look at the 

headline, then the first couple of paragraphs to see if the rewards will continue. If you don’t start 

with your best material, you’ll lose them before they get into the story, sidebar elements, or even 

other photos. Reward readers by revealing new insights and informations with every few 

paragraphs. When they finish the spread, they’ll know they’re smarter than the average bear, 

because they know the inside story. 

Writing Captions 

•         Do not begin with the words a, an or the. 

•         Use present tense to describe action in a photo. 

•         Give readers information they cannot get from just looking at a photo. 

•         A caption should complete the photo. The reader should not have to look at the story, but 

should want to look at the story. 

•         Write captions so they go from specific to general or general to specific. 

•         Do not begin a caption with names. 

•         When identifying members of a group, write “from left,” not “from left to right.” 

•         “Above” and “pictured here” are unnecessary. 

•         Captions should not repeat information contained in the lead. 

•         Name people only if they are important to the picture. 

•         Vary the way you begin captions: 

 

 

 

 



 

 

Activities 

 Cut out pictures from magazines and newspapers that set a mood or seem to tell a story. 

Practice writing story captions for these pictures.  

 Review copies of National Geographic captions and discuss how much of the information 

identifies what is in the photograph, and how much of the information extends beyond the 

photograph to other elements of the story.  

 Have the staff cut out photos with captions that are good models. Keep them in a 

notebook or post them on the bulletin board. Analyze what makes each one effective and 

interesting.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


