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Introduction 
 
This is a manual for quality measurement in the press. It contains a toolbox with standardised 
methods for measuring quality in some key editorial areas. The purpose of this handbook is to 
demonstrate how a measuring regime can be established and developed in your own newsroom to 
assess quantifiable aspects of quality in the journalistic product, the journalistic working methods 
and the editorial organisation. By mapping quality strengths and weaknesses such measurement 
enables more targeted and effective quality enhancement efforts in the newsroom.  
 
The manual is the result of a research based development project at the Norwegian Institute of 
Journalism. The project referred to as the Quality Measurement Project has been funded by the 
Norwegian Council for Applied Media Research as well as the two national media conglomerates A-
pressen and Orkla Media (now Edda Media). The measuring methods presented in this manual have 
been tested in two pilot newspapers, Østlandets Blad and Sarpsborg Arbeiderblad - both Norwegian 
local newspapers. 
 
This booklet presents a variety of measurement areas and methods. The idea is to provide you with 
a measurement menu where you can pick and choose the areas most relevant to your own news 
room. I’ve aimed for a practical and accessible manual catering for media practitioners rather than 
academics. It is not and does not pretend to be a textbook in statistics or research methodology. 
Nor is it a detailed introduction to Excel which is the computer program we rely on for the various 
measurement approaches. Some basic Excel knowledge is an advantage when diving into this 
manual. Otherwise the manual does not require any particular skills or competencies from the 
reader. However, a certain interest in numbers and systematic handling of quantitative data is 
probably an advantage. 
 
The manual was initially developed for newspapers and is based on a standard The manual was initially developed for newspapers and is based on a standard The manual was initially developed for newspapers and is based on a standard The manual was initially developed for newspapers and is based on a standard 
measurement design applied in the two pilot newspapers. measurement design applied in the two pilot newspapers. measurement design applied in the two pilot newspapers. measurement design applied in the two pilot newspapers. TTTThe methods described here are he methods described here are he methods described here are he methods described here are 
also also also also relevant for other media typesrelevant for other media typesrelevant for other media typesrelevant for other media types, though, though, though, though,,,, and can be adjusted to a and can be adjusted to a and can be adjusted to a and can be adjusted to accommodate other ccommodate other ccommodate other ccommodate other 
information needs.information needs.information needs.information needs. The manual starts with some initial clarifications on the concept of editorial 
quality and measurement. And some input on what to consider before initiating at measurement 
project. I refer to this as the basic rules for measurement. From this we move on to the various 
measurement areas and describe in detail how measurement regimes can be established. 
 
 

 
 

Fredrikstad, May 2007 
 

Ragnhild Kr. Olsen 
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Chapter 1: The concept of editorial quality and 
measurement 
 
How well does your media organisation perform in terms of editorial quality? Do you offer your 
audience a better editorial product today than you did - say a year ago? Are the journalistic 
process more thorough and the articles more in-depth with a wider variety of sources and angels? 
Have organisational structures and newsroom resources improved to provide better conditions for 
quality journalism? 
 
It would be great to have some sort of documentation to answer these key questions. An editorial 
audit of journalistic standards and practices to keep media owners, audiences and newsroom staff 
informed about your quality performance. Such an audit would have made it so much easier to 
target quality challenges and set goals for quality development - and provide documentation of 
your quality enhancements. But can editorial quality be counted? Can such a complex and 
subjective concept be captured in figures and presented in charts? The answer is both yes and no. 
Quality in journalism is unarguably both multifaceted and relative in its nature and could be 
approached from a multitude of often contradictory perspectives. Hence all aspects of editorial 
quality cannot be reduced to numbers and subject to quantifying analysis exercises. However, 
there are certain key quality elements which both can be and probably should be counted and 
audited. This requires a clear definition of the normative platform from which we conduct our 
quality assessment. Defining editorial quality based on market shares is a very different approach 
to defining editorial quality based on a social responsibility model and the democratic role of the 
press.  
  
The toolbox for editorial quality measurement presented in this manual takes its cue form the latter 
perspective and a set of key journalistic values such as precision; pluralism; watch dogging; integrity 
and relevance. Based on these values, we’ve defined a set of measurement areas for editorial quality 
in the everyday newsroom production. It’s neither an alternative nor a competitor to the many well 
established press evaluation institutions such as journalistic awards or media councils. Rather it’s a 
tool for evaluating the day to day journalism which falls between the high end and low end of the 
quality scale. 

The measurement concept covers key quality elements related to the editorial product, the 
journalistic method and the editorial organisation. In addition to evaluating quality from a general 
perspective, we have integrated quality assessments by key stakeholder groups as an additional 
measurement aspect. These stakeholder groups are journalistic sources and newsroom staff. An 
additional perspective of audience satisfaction is integrated in a separate manual as this is based on 
qualitative rather than quantitative quality evaluation methods. 
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The toolboThe toolboThe toolboThe toolbox for quality measurementx for quality measurementx for quality measurementx for quality measurement    
Our toolbox targets seven measurement areas:  

·  Content mix Content mix Content mix Content mix     
·  Sources Sources Sources Sources     
·  Presentation Presentation Presentation Presentation     
·  Precision Precision Precision Precision     
·  Quality satisfaction among newsroom staffQuality satisfaction among newsroom staffQuality satisfaction among newsroom staffQuality satisfaction among newsroom staff    
·  Quality satisfaction among sourcesQuality satisfaction among sourcesQuality satisfaction among sourcesQuality satisfaction among sources    
·  ResourcResourcResourcResourceseseses    

 

Content mixContent mixContent mixContent mix – maps the media content profile focusing on topics; geography; genre; slant etc: 

·  How much coverage is devoted to various topics and stories? Is certain issues over- or 
underrepresented? 

·  What is the geographic profile of the content? How much coverage is devoted to local, 
national and international issues and how well does the mix correspond with the reach 
and audience mix of the media organisation? 

·  What sort of genre mix does the media organisation offer its audience? 
·  How much coverage are enterprise stories based on investigative initiative by the 

media organisation and how much coverage is spot news or non-enterprise stories?   
·  How much coverage has an explicit watchdog approach and represents the interests of 

the powerless as opposed to the interests of those in power? 
 

Sources Sources Sources Sources - shows which sources are given priority – and which sources are more or less absent in 
the coverage: 

·  What gender profile do the open sources represent, i.e. number of male vs. female 
sources? 

·  Which age groups are represented among the sources, i.e. how many sources are 
children, youngsters and young adults compared to middle aged and elderly? 

·  What ethnic background do sources represent, i.e. dominant vs. minority groups? 
·  Which roles and interests do the sources represent? 
·  How dominant are the well established and expert sources compared to grassroot 

sources? 
·  Which sources are portrayed in photos and which are not? 
·  How much coverage explicitly refers to two or more sources and how many stories are 

none or one source only? 
·  How many sources are unidentified or anonymous? 
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PresentationPresentationPresentationPresentation – maps various elements of visual presentation  
·  How is the distribution of short articles compared to long? 
·  How many and what sort of reader entry points are found in each article?  
·  How many pictures accompany the articles? 
·  How many charts, maps and other graphic elements are there? 
·  How does the size of visual elements such as photo and/or graphics compare to text? 
·  How is the distribution of different photo motifs? 

    
PrecisionPrecisionPrecisionPrecision – measures number of errors:  

·  How many errors in the published product? 
·  How many errors in the journalists’ manuscripts? 
·  What type of errors dominate and how serious are they? 
·  Where in the article do errors occur?  
·  What is the average number of errors per article; per page; per issue? 
·  How is the number of errors distributed among newsroom departments or individuals in 

the newsroom? 
 
Quality satisfaction among newsroom staffQuality satisfaction among newsroom staffQuality satisfaction among newsroom staffQuality satisfaction among newsroom staff – mapping of employee satisfaction with quality in 
the editorial product and newsroom organisation and management. 
 
Quality satisfaction among sources Quality satisfaction among sources Quality satisfaction among sources Quality satisfaction among sources – mapping of source satisfaction with journalistic accuracy 
and professionalism.  
 
Resources Resources Resources Resources – documentation of editorial production preconditions such as news hole, number of 
employees, budgets, audience base etc. 
 
These seven areas accommodate the most basic measurement requirement: They constitute a set 
of concrete quality elements that can be objectively or at least fairly unambiguously recognized 
and quantified, i.e. we can decide whether they increase or decrease in numbers. Another key 
requirement is that it makes sense to count them. Just as there are interesting quality elements 
that can’t be measured, there are measurable elements which aren’t interesting. They don’t really 
say anything about editorial quality. The measurement areas above meet both requirements – 
they’re both measurable and interesting. 
 
We will apply different methodologies to measure these seven areas: 

·  To measure content mix, sources and presentation we’ll apply content analysiscontent analysiscontent analysiscontent analysis. 
·  To measure precision we’ll apply a variation of content analysis referred to as error error error error 

measurementmeasurementmeasurementmeasurement. 
·  To measure quality satisfaction among newsroom staff we’ll apply a postal surveypostal surveypostal surveypostal survey 

methodology 
·  To measure quality satisfaction among sources we’ll apply a survey methodology 

based on telephone interviews.telephone interviews.telephone interviews.telephone interviews. 
·  To measure editorial resources we’ll apply interview methodology based on face to face 

or telephone interviews with one or two key information sourcesinterviews with one or two key information sourcesinterviews with one or two key information sourcesinterviews with one or two key information sources. 
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The only software required for these measurements is Excel which should be accessible as 
standard software on computers in most newsrooms. Our aim has been to facilitate both small 
scale and large scale measurement regimes with fairly easy access methods and equipment. That 
is not to say that getting to know and working with the toolbox doesn’t require investment of time 
and resources. Collecting, structuring, analysing and presenting information is time consuming – 
whether it is part of a thorough journalistic process or a quality measurement. 
 

Some tips for the roadSome tips for the roadSome tips for the roadSome tips for the road    
The measuring methods can be combined in various ways and several measurement areas can be 
investigated simultaneously to provide a thorough quality audit. For example there may be good 
reasons for measuring both number of errors and source satisfaction with accuracy. And maybe 
the additional dimension of employee satisfaction with accuracy would add even more value to 
such a quality audit. However, its’ important to be realistic about the time and resources you’re 
willing to invest in the actual measurements and following up of the results. It’s often better to 
focus on a few quality aspects which can be thoroughly measured and tracked over time, than to 
launch an overambitious measurement regime which is never continued or maybe even completed. 
At the same time your measurement focus needs to be broad enough to capture the really 
interesting aspects of your editorial quality profile.  
 
Hence it’s imperative to think through what your knowledge needs really are, what sort of 
resources you can invest in the measurement and last but not least how the results should be 
presented and followed up in the news room.  Measurement without a follow up strategy will often 
seem pointless - particularly to those who’ve been measured. Following up on results implies both 
concrete quality enhancement projects in the newsroom and new measurements to map the effect 
of those projects. Often the subsequent follow up measurements provide the most interesting 
results. 
 
Before initiating the measurement it is also important to think through how the measurement 
project should be introduced in the newsroom to create internal support for the initiative. Being 
subject to a quality assessment can be a threatening experience to some and create insecurity 
among colleagues; particularly if measurements are carried out on an individual level. Therefore it’s 
important to be open about the measurement aim, focus and methods so everyone is well informed 
about every aspect of the project. Be generous with information but bear in mind that transparency 
should not affect measurement results. For example it would be a bad idea to inform newsroom 
members about forthcoming dates for error measurement as this may motivate reporters and 
others to be more diligent in their quality control efforts than they’d normally be; thus affecting the 
actual results of your measurement.  
 
When the measurement has been completed, it’s important to have a clear strategy for the 
presentation of results. Identify the target groups for the various results and make sure results are 
presented while their still new and relevant. And don’t forget to focus on positive results. Negative 
results and negative news have a lot in common. They’re often in abundance and we tend to 
highlight them as the most important ones. If measurement results are really depressing, it’s even 
more important to lay them on your colleagues in an environment that feels safe and stimulate an 
open debate on the quality challenges and how to approach them and improve results. 
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In sum this adds up to five basic rules for measurement: 
 

�  Don’t measure eveDon’t measure eveDon’t measure eveDon’t measure everythingrythingrythingrything    
�  Consider Consider Consider Consider a long term perspectivea long term perspectivea long term perspectivea long term perspective in your measurement in your measurement in your measurement in your measurement    
�  Be transparent about the measurementBe transparent about the measurementBe transparent about the measurementBe transparent about the measurement    
�  Focus on positive as well as negative resultsFocus on positive as well as negative resultsFocus on positive as well as negative resultsFocus on positive as well as negative results    
�  Follow up measurement resultsFollow up measurement resultsFollow up measurement resultsFollow up measurement results    
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Chapter 2: Content analysis of content mix, sources and 
presentation 

Diversity, variety and balance are core values of editorial 
quality. As media practitioners we aim for the ideal content 
mix – the editorial blend which matches information and 
entertainment, soft news and hard news, which balance 
short articles and long articles, pictures and text - and allow 
a multitude of topics and perspectives to be voiced and 
proportionally represented in our columns. From the 
perspective of evaluation this calls for a thorough mapping 
of content mix, sources and presentation in the editorial 
product. Such mapping can be carried out by means of 
quantitative content analysis. This method is based on a 
systematic registration of editorial content according to 
predefines definitions and guidelines. The analysis provides 

a structured content overview based on categorisation and quantification of core quality aspects 
which allow us to identify underlying patterns in the content profile and changes to this profile over 
time.  

Whereas the quantitative content analysis focus on concrete and measurable aspects of media 
content, qualitative content analysis is a set of methods for interpreting content, identifying 
underlying messages and tendencies in text bodies, i.e. analyses based on subjective rather than 
objective evaluations. This makes the method unsuited for measurement. However, the distinction 
between quantitative and qualitative content analysis is not as clear-cut as it may seem at first 
sight. Often qualitative assessments will be integrated in the quantitative analysis. Take for instance 
categorisation of stories according to topic which often implies choosing between several relevant 
topics. A news story on government taking action against illegal immigration could both be labelled 
politics, crime, and social problems – maybe even foreign affairs if the story involves international 
cooperation. In such cases we need clear guidelines defining how such stories should be categorised. 
Through such a control system we reduce the impact of the individual on the registration and 
enhance objectivity. We do not completely eliminate subjectivity, though. Such a restriction would 
have reduced the content analysis to a tally of single words, column inches or other unambiguous 
elements. Rather we strive for inter subjectivity in our registration efforts to secure reliable analysis 
results.  

The analysis materialThe analysis materialThe analysis materialThe analysis material    
Which aspects of content mix, sources and presentation would you like to investigate? This key 
question needs to be answered before going ahead with any sort of content measurement. Are you 
interested in content mix in a certain section of your newspaper? Or the number and type of sources 
in the coverage of one particular story? Would you like the analysis to be carried out continuously? Or 
focus on a selection of issues from one particular time period? These questions are all decisive for 
the size and character of your analysis material, i.e how much and what sort of content to measure.  

This manual describes aThis manual describes aThis manual describes aThis manual describes a    framework for mapping the editorial profile of a newspaper based on a framework for mapping the editorial profile of a newspaper based on a framework for mapping the editorial profile of a newspaper based on a framework for mapping the editorial profile of a newspaper based on a 
selection selection selection selection or sample or sample or sample or sample of of of of issues from a “normal” period of the year. The issues from a “normal” period of the year. The issues from a “normal” period of the year. The issues from a “normal” period of the year. The sampling sampling sampling sampling principles can principles can principles can principles can 

This chapter is concerned with 
quality measurement in the 
editorial product based on three 
quality areas: content mix, 
sources and presentation. The 
chapter describes the process of 
mapping and assessing your 
editorial profile by means of 
content analysis methodology. 
Key words:Key words:Key words:Key words: sampling, units, sampling, units, sampling, units, sampling, units, 
variables, variable categories, variables, variable categories, variables, variable categories, variables, variable categories, 
coding and pivots tables.coding and pivots tables.coding and pivots tables.coding and pivots tables. 
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be applied to other media types as well, but in the following we’ll refer to newspaper issues, be applied to other media types as well, but in the following we’ll refer to newspaper issues, be applied to other media types as well, but in the following we’ll refer to newspaper issues, be applied to other media types as well, but in the following we’ll refer to newspaper issues, 
pages, articles etc.pages, articles etc.pages, articles etc.pages, articles etc.    

We aim for a representative sample of newspapers. So we need to identify and avoid potential 
sources of bias in our analysis material. A selection strategy which accommodates this requirement 
is the constructed week sampling. This method reproduces the cyclic editing pattern and content mix 
of a newspaper week and avoids potential bias factors of an actual newspaper week such as 
dominating news stories, shift routines among the newsroom staff etc. For newspapers with a weekly 
production cycle of six issues a constructed week selection could be drawn by picking the Monday 
issue from one week, the Tuesday issue of the subsequent week, the Wednesday issue from the third 
week and so on. Following this principle over a period of 12 weeks we aggregate an analysis material 
of two constructed weeks which allow for rather detailed analyses of high statistical relevance. 

We can apply the same selection principle for newspapers with fewer editions by simply increasing 
the number of sampled issues per weekday. The analysis material could also be extended to include 
18 or even 24 issues. However, the increase in analysis material and work load is not necessarily 
matched by a similar improvement in information quality. Research on the relationship between 
sample size and quality of the results, indicates that 12 issues will get you far in terms of an overall 
view of the newspaper production. Even six issues can provide sufficient data for an in-depth 
analysis of content profile.  

A content analysis can be based on the total newspaper, i.e. both editorial and non-editorial content - 
or on a selection of content. This manual focuses on editorial content only. This means we’re 
excluding all ads, listings and service information, comic strips and other visual or textual material 
without a journalistic origin or format. Ads are defined as paid media content. This also includes the 
newspapers own promotion adds and free adds. Logo, banners, headers, footers etc. are also defined 
as non-editorial content and excluded from the analysis material.   

RegistrationRegistrationRegistrationRegistration    
The registration and categorisation of content are core aspects of the content analysis. This process 
is often referred to as the coding of the analysis material and the registration guidelines and 
definitions are called a code book. The measurement design described in this manual focuses on the 
single article as the coding unit. An articled is defined as an independent text with a headline. 
Furthermore the article must be distinguishable both in terms of content and layout. Both small 
paragraphs and larger reportage are defined as articles. Pictures, drawings, graphics etc. with a 
title but little or no additional text are defined as independent articles and registered as separate 
coding units.  
Article side bars, pull out information, teasers etc. are not defined as separate articles in this 
measurement design. Neither is reportage elements sectioned as separate text units. However, 
these restrictions ought to be reviewed and adjusted according to your analysis goals as in some 
cases it will not provide enough information about the content. Say for instance that you’re 
interested in mapping top down versus bottom up perspectives in the content, i.e. whether a story 
has a bias in favour of establishment interests or grassroot interests. If you’ve decided to count 
main article and sub article(s) as one article unit, you’ll have to choose one perspective for the one 
coding unit. If the main article is mainly concerned with the views of the establishment whereas 
sub-articles voice grassroot interest, the latter perspective will be lost with the article definition 
described above. This calls for a separation of main articles and sub articles. On the other hand if 
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your analysis goal is to count sources per article, such a separation would imply a lower number of 
sources per article than you would be getting by counting main article and sub article(s) as one 
coding unit. These examples highlight an important aspect of analysis preparation: Always think 
through your definitions and how they may impact on overall results.  
 
The coding units are categorised according to predefined variables. Variables are sometimes 
referred to as questions regarding the articles in the newspaper. Such questions could be genre, 
number of sources and topic in each article. The variables are divided into categories. For example 
the variable genre could be subdivided into the categories news article; reportage; background; 
comments etc. When articles are coded we decide which sub-category they belong to under each 
variable.  
 
Our measurement system is based on counting the number of articles registered under each 
variable category. Another approach is to measure the aggregated column inch volume under each 
category. It can be argued that the latter approach is more fine-tuned and provides more detailed 
information about the content. However, studies of reading patterns have revealed that the reader 
often scans the newspaper pages and focus on headings rather than the full article. This implies 
that counting articles provides just as much information as aggregated column inch volume in 
terms of deciding how much content the reader actually digests. Still article size should not be 
ignored in the measurement as it is a significant indicator of newsroom priorities. Therefore we’ve 
included articles size as a separate variable in the content analysis (se next chapter for a list of 
variables and categories). This enables us to compare for example the number of large article on 
one subject with another subject and draw conclusions on editorial prioritisation based on this.  
 
Our coding tool is Excel where each coding unit is entered as a separate row in a spreadsheet, i.e. 
they are horizontally organised. The variables are indicated along the columns in the spreadsheet, 
i.e. they are vertically organised. The variable names are entered in the column header row on top 
of the spreadsheet.  
    

Fig. 1 Rows and columns in the Excel spreadsheetFig. 1 Rows and columns in the Excel spreadsheetFig. 1 Rows and columns in the Excel spreadsheetFig. 1 Rows and columns in the Excel spreadsheet�

 

Articles, ie. units, 
are entered
horisontally as 
rows|

Variable 
categories are
entered
vertically as 
columns

Articles, ie. units, 
are entered
horisontally as 
rows|

Variable 
categories are
entered
vertically as 
columns
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List of variables and categoriesList of variables and categoriesList of variables and categoriesList of variables and categories    
In the following section we’ve listed variables for measuring content mix, presentation and sources. 
These are the variables tested in the pilot newspaper measurements. The list is long but not 
exhaustive. It probably never can be. As you start working with these measurement tools you may 
want to extend the list of variables and adjust categories according to you own specific measurement 
needs. The next chapter provides some guidelines for adding variables and categories. The variables 
listed here are of general interest, though, and offers a broad base for considering which 
measurement elements to include in your analysis. Our list of variables below starts with content mix 
and presentation variables before moving on to sources. We’ve also included some variables 
describing publication information such as date, page etc. and some support variables for the 
subsequent statistical analysis of our registrations. 

Story IDStory IDStory IDStory ID    Every article is provided with an identification number. This number is entered in 
the Excel spreadsheet and marked on the hard copy article or coding unit. The ID 
number is a numeric categorisation, i.e. the first coding unit is entered as number 
1, the second as number 2 and so on. The ID number is a support variable which 
makes it easier to trace and return to the original article after the coding has been 
completed.  

DateDateDateDate    Date of publication, i.e. the date when the article or coding unit was published. 

PagePagePagePage    Page number, i.e. the page where the article was published.  

SupplementSupplementSupplementSupplement    Indicates if the article is taken from the main publication or a supplement. 
Supplement stories are entered with YES in this cell. If the story is from the main 
publication, the cell is left empty. 

SectionSectionSectionSection    Indicates which section the story is taken from. Use page heading for reference, 
i.e. if the page header reads “Local news”, the article is categories as “Local news”. 
Similarly if the header reads “Culture”, the article is labelled “Culture”. 
 

OriginOriginOriginOrigin    

    

    

    

    

Indicates where, how and by whom the article was produced. We’ve used the 
following categories: 

StaffStaffStaffStaff    

Press releasePress releasePress releasePress release    

WireWireWireWire    

Other mediaOther mediaOther mediaOther media    
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Origin cont.Origin cont.Origin cont.Origin cont.    

    

Reader/guest writerReader/guest writerReader/guest writerReader/guest writer    

UnidentifiableUnidentifiableUnidentifiableUnidentifiable    

Please see section on sources below for a distinction between origin and source. 
 

SizeSizeSizeSize    

    

    

    

    

    

Indicates the article size. The categorisation is based on the total page area 
covered by the article, i.e. headline; lead; body copy; photo and/or graphics etc. 
We’ve used the following categories : 

Paragraph: Paragraph: Paragraph: Paragraph: Less than 80 cm2, without lead and by-line 

Small article:Small article:Small article:Small article: 80 cm2 - 240 cm2 

Medium size article: Medium size article: Medium size article: Medium size article: 241 cm2 - 490 cm2 
 
Large article:Large article:Large article:Large article: More than 490 cm2  

GenreGenreGenreGenre    

    

    

    

    

    

    

    

    

    

    

Indicates article genre. We’ve used the following categories:  

Straight news articleStraight news articleStraight news articleStraight news article 

News reportageNews reportageNews reportageNews reportage 

Background/analysis Background/analysis Background/analysis Background/analysis     

FeatureFeatureFeatureFeature    

Portrait/profilePortrait/profilePortrait/profilePortrait/profile 

Editorial/CommentaryEditorial/CommentaryEditorial/CommentaryEditorial/Commentary 

Debate/Letters to the editorDebate/Letters to the editorDebate/Letters to the editorDebate/Letters to the editor  

ColumnColumnColumnColumn  

ReviewReviewReviewReview 

Q&A/InquiryQ&A/InquiryQ&A/InquiryQ&A/Inquiry 

OtherOtherOtherOther 
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EnterpriseEnterpriseEnterpriseEnterprise    

    

    

    

    

    

    

Indicates level of journalistic enterprise, i.e. whether the story appears to be based 
on an initiative from the newspapers own reporter or not. Suggested categories: 

Spot newsSpot newsSpot newsSpot news    

EnterpriseEnterpriseEnterpriseEnterprise    

Not identifiableNot identifiableNot identifiableNot identifiable    

Enterprise is an interesting but complicated variable. It’s often challenging to 
decide the journalistic efforts and initiative behind a story unless the story is 
explicitly labelled “Exclusive” or similar. A good reporter may turn general news 
into enterprise stories by developing exclusive angles. This may blur the 
distinction between the categories and confuse the coding process. 

Topic and Topic and Topic and Topic and 
subsubsubsub----topicstopicstopicstopics    

This variable indicates the theme or topic of the article. The list of categories and 
sub-categories can be defined and refined in a lot of ways. Here is our suggestion.  
 
Topic refers to the main or overall theme; whereas sub-topic is a more detailed or 
fine-tuned topic reference. Not all articles are categorised according to sub-topic 
but topic registration is compulsory. 
 
 
TopicTopicTopicTopic    SubSubSubSub----topictopictopictopic 

    
Sports ·  Consecutive registration of event or 

branch. No predefined categories  
 

Arts/culture/entertainment ·  Consecutive registration of event or 
branch. No predefined categories  

 
·  Media development/ policies/politics Media, PR, marketing 
·  Marketing and PR 

 

    

Celebrities/royalties  
 

·  House and garden 
·  Food 
·  Travel 
·  Fashion 
·  Hobbies 

    Lifestyle 

·  Other 
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    TopicTopicTopicTopic    SubSubSubSub----topictopictopictopic 
    

·  Personal economy 
·  Health 
·  Gadgets/products 

    Consumer 

·  Other 
 

·  Sex 
·  Marriage 
·  Raising children 

    Family life/sex 

·  Other 
 

·  Misdemeanour  
·  Serious crime 
·  Court 

    Police/crime/legal 

·  Other 
 

    Accidents  

·  National politics/ administration 
·  Local politics/ administration 

    Politics and administration 

·  Other 
    Demonstrations  

 
·  Stock exchange 
·  Mergers/acquisitions 
·  Management 
·  Bankruptcy/closing down 
·  Openings/new business 
·  Results 
·  Products (not consumer oriented) 

    Finance/commerce 

·  Other 
    Farming/fishing 

 
 

    Energy 
 

 

    Technology 
 

 

    Real estate market 
 

 

    Macro economy     
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    TopicTopicTopicTopic    SubSubSubSub----topictopictopictopic 
    

·  Employment 
·  Wages 
·  Unions 
·  Working conditions 

    Employer/employee 

·  Other 
    Environment/nature   

 
·  Kindergarten/pre-school 
·  Basic education 
·  Higher education 

    Child care/education 

·  Other 
    Science 

 
 

    Health care  

    Social issues 
 

 

    Personal rights 
 

 

    Humanitarian work 
 

 

    Religion/church 
 

 

    Celebration/event  

    Local environment  

    Curiosa  

    Immigration 
 

 

    Communication/traffic 
 

 

    Military/defence 
 

 

    International cooperation 
 

 

    International crises 
 

 

    War/terror 
 

 

    Other 
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AmateurAmateurAmateurAmateur    
    

Indicates whether sports and culture related stories are concerned with the 
amateur or professional level. 

Stories on sports or culture activities on an amateur level are entered with YES in 
this cell. If the story is concerned with sports/culture activities on elite or 
professional level, the cell is left empty.  
 

CommentCommentCommentComment    A short summary of the core content of the article. 5-10 words. 

Geographic Geographic Geographic Geographic 
focusfocusfocusfocus    

Indicates the geographic focus in the article. Suggested categories: 
 

·  Super-local 
·  Local 
·  Regional 
·  National 
·  International 
 

Watchdog Watchdog Watchdog Watchdog 
aaaapproachpproachpproachpproach    

Indicates level of watch dogging in the article, i.e. whether the article represents 
the rights and interests of the little man against the establishment and power 
holders for instance by revealing mistakes; mismanagement; abuse of power etc. 
 
Watchdog articles are entered with YES in this cell.  
 

Reading Reading Reading Reading 
entry pointsentry pointsentry pointsentry points    

Indicates the number of reading entry points in the article.   

Reading entry points are defined as visual elements aimed at aiding the reader in 
entering and navigating in the article text, i.e. points that catch the eye, that stand 
out against the grey of the page. Such elements include headlines; subheads; 
kickers; summary decks; leads; by-line; photo/infographics/illustrative elements; 
captions; blurbs or pull quotes; sidebar information/graphics/information boxes 
etc.  

NB! Each information box/sidebar graphic is entered as one reading entry point, 
i.e. visual element within the actual box such as bullet points; photos etc. are not 
registered as separate entry points. 
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Size of photSize of photSize of photSize of photo o o o     

    

Indicates the ratio of photo(s) and/or art to text in the article. For each article we 
identify the size of the article area dedicated to photo(s) and/or other illustrative 
element. If an article contains more than one photo or other illustrative/graphic 
elements these are summarised to estimate an overall ratio. The categorisation is 
guided by visual estimates rather than the ruler and based on the following 
categories:  

Less than halfLess than halfLess than halfLess than half: Photo/art constitutes less than half the article area. 

Half: Half: Half: Half: Photo/art constitutes approximately half the article. 

More than halfMore than halfMore than halfMore than half: Photo/art constitutes more than half the article. 

Whole: Whole: Whole: Whole: The article contains no text apart from headline and caption.  

If the articles have no photo/art we leave the cell empty. 

Number ofNumber ofNumber ofNumber of    
photosphotosphotosphotos    

    

Numerical registration of photo/art in each article.  

If the article has no photo/art we leave the cell empty. 

Photo/text Photo/text Photo/text Photo/text 
coherence coherence coherence coherence     

    

    

    

    

Indicates how well headline and photo/art communicate according to the following 
categories:   

Very good coherencVery good coherencVery good coherencVery good coherenceeee: Reciprocally supportive relationship between art and 
headline content. For example in the sports section: “Sweaty win for our lads”-
headline followed by photo of really sweaty players celebrating a soccer match 
victory.  

Good coherence:Good coherence:Good coherence:Good coherence: Art and headline referring to the same phenomenon but not 
communicating directly with each other. For example the above mentioned 
“Sweaty win for our lads”-headline followed by photo of one of the goals without 
any visual reference to sweatiness.   

Mediocre coherence:Mediocre coherence:Mediocre coherence:Mediocre coherence: Art and headline referring to phenomena which are not 
immediately related. For example the “Sweaty win for our lads”-headline followed 
by a portrait of the team manager in suit and tie.  

Bad coherence:Bad coherence:Bad coherence:Bad coherence: Art and headline carrying contradictory messages without adding 
explanatory value through contrast. For example the “Sweaty win for our lads”-
headline followed by archive photo of the playing field without any players, 
audience or game. 

If the article has no photo/art we leave the cell empty. 
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Photo Photo Photo Photo motifmotifmotifmotif    

    

    

    

    

    

    

    

    

    

Indicates content or subject in photo/art according to the following categories: 

Arranged portraitArranged portraitArranged portraitArranged portrait: Picture of individual in a posing context, i.e. not portrayed in a 
natural situation such as a conversation or other active modes.  

Action portraitAction portraitAction portraitAction portrait: Picture of individual in a non-posing context. 

Arranged group or meeting picture: Arranged group or meeting picture: Arranged group or meeting picture: Arranged group or meeting picture: Picture of several people in a posing context. 

Action group or meeting pictureAction group or meeting pictureAction group or meeting pictureAction group or meeting picture: Picture of several people in a non-posing 
context, i.e. in a natural interaction mode. 

BuildingBuildingBuildingBuildings/cars/boatss/cars/boatss/cars/boatss/cars/boats 

LandscapeLandscapeLandscapeLandscape    

Pointing picturesPointing picturesPointing picturesPointing pictures– posing subject holding or pointing at something.  

If the article has no photo/art we leave the cell empty. 

 

Sources 
Any source registration requires a clear definition of the concept of sources. In our understanding the 
term “source” refers to an information source quoted or referred to in an article.  This refers to people 
who’ve been contacted by the media for information and people who’ve actively contacted media 
with information. However, sources also include organisations, documents and other media.   

The source is identified either by the use of direct or indirect quote:  

- The weather is extraordinary for this time of the year, says Mrs X. 

“Extraordinary weather for this time of the year” is the metrological verdict from Mrs X. 

 According to Mrs X the weather is extraordinary for this time of the year. 

It’s important to make a clear distinction between origin and source. If for instance an article refers to 
a secondary source quoted in another medium we have to decide whether the secondary source, the 
medium or both should be registered as sources. The decision must be guided by your measurement 
objectives. In our analysis design the secondary source is registered as source whereas the medium 
quoting the source is registered as origin. If the quoted medium doesn’t refer to any other sources, 
the medium is registered as source. In addition we’ve made a registration of ”Other media” under the 
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variable “Origin”, thus enabling us to identify all articles originating from other media under this 
variable.  

Our analysis design focus on the following key source features: Role; gender; age and ethnicity. These 
aspects are registered for main sources as well as any other sources occurring in the article. Such 
exhaustive source registration makes the coding structure and registration work more complicated. 
But it also provides a much more detailed picture of the source profile than we would have achieved if 
the registration were restricted main sources only1.  

The main source is defined as the key information source in the article, i.e. the source with the most 
prominent role. Sometimes identifying the main source can be very difficult because several sources 
hold an equally prominent position as information providers in the text. In such cases we’ve applied a 
specific coding category labelled “Several sources, no main source” and registered all sources in the 
article as equal entities.  These sources are labelled “multiple sources”, a category including both 
subordinate sources and sources of equal prominence in articles without main source. 

The analysis design described here only allows one main source to be registered in each article. The 
number of subordinate sources per article could be as many as you like. This is facilitated by applying 
a second registration level in the coding structure which basically means we’re entering an article as 
more than one single row in the spread sheet. We’re thus changing analysis focus from counting We’re thus changing analysis focus from counting We’re thus changing analysis focus from counting We’re thus changing analysis focus from counting 
articles to coarticles to coarticles to coarticles to counting sources as the basic coding unitunting sources as the basic coding unitunting sources as the basic coding unitunting sources as the basic coding unit.  

Let’s say we’re entering an article with one main source and two subordinate or “multiple sources” to 
our database. In the first registration row we enter all relevant information about the main source and 
the first of the two “multiple sources”. In this row we also enter YES in a designated column for the 
support variable “Initial registration”. We’re now on registration level 1. Our next step is to duplicate 
the first registration row and add it as a second registration row right below the first one. This is 
achieved by simple copy paste manoeuvres. We’ve now moved on to registration level 2. In this row 
the column cell indicating the “Initial registration” variable should be empty, i.e. this is not the initial 
registration of the article. We also need to update the information about the “multiple source” (role; 
gender; age and ethnicity) to match our second subordinate source. The additional article specific 
information can be left unedited. If there’s an additional subordinate source in the article we simply 
repeat the duplication process: copy paste the previous registration row, make sure the “Initial 
registration” cell is empty and that information about the “multiple source” is matching the third 
subordinate source. This process can be repeated until all sources in the article are registered and 
categorised. 

Journalists, commentators and other contributors are not registered as sources as they’re defined 
as authors rather than information sources. This strategy has also been followed when registering 
articles with an expert elaborating on a certain subject such as a cook in the food section or a vet in 
a pet column. Such articles will appear without source in the analysis material and should therefore 
be treated separately when we’re counting number of sources per article. 

                                                
1 Sometimes merging sources into one or several source may be the best registration strategy. When two or more 
sources appear in identical roles (for example pupils interviewed on a school trip or weekend shoppers interviewed in 
the mall) it can be argued that they belong to the same group and voice the same interests. Hence they can be treated 
as one source unit. This must always be reviewed with regard to the potential loss of information resulting from such 
an approach, i.e. gender, age and ethnicity information for each individual source.    
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Based on these preconditions we’ve developed the following list of variables and categories for 
source registration: 
 
 
Main source, Main source, Main source, Main source, 
gendergendergendergender    

Indicates which sex the main source belongs to according to the following 
categories:  

FemaleFemaleFemaleFemale    

MaleMaleMaleMale    

Unidentifiable Unidentifiable Unidentifiable Unidentifiable (for example document sources and anonymous sources).    

Several sources, no main sourceSeveral sources, no main sourceSeveral sources, no main sourceSeveral sources, no main source (in case of multiple sources with equally 
prominent positions as information providers in the text). 

If the article doesn’t have source, the cell is left empty. Empty cells are 
counted in the subsequent data analysis to measure the number of articles 
without any sources.  

Main source, ageMain source, ageMain source, ageMain source, age    

    

    

Indicates which age group the main source belongs to according to the 
following categories:  

Children and youth 0Children and youth 0Children and youth 0Children and youth 0----18 years  18 years  18 years  18 years      

Young adults 18Young adults 18Young adults 18Young adults 18----30 years30 years30 years30 years    

Grown ups 30Grown ups 30Grown ups 30Grown ups 30----65 years65 years65 years65 years    

Elderly 65 years+Elderly 65 years+Elderly 65 years+Elderly 65 years+    

Unidentifiable Unidentifiable Unidentifiable Unidentifiable (for example document sources and anonymous sources).    

Several sources, no main sourceSeveral sources, no main sourceSeveral sources, no main sourceSeveral sources, no main source (in case of multiple sources with equally 
prominent positions as information providers in the text). 

If the article doesn’t have source, the cell is left empty. 

Deciding which age group the source belongs to can be quite difficult. To avoid 
frequent unidentifiable registrations which undermine analysis results it may 
be a good idea to confine this categorisation to sources which can be 
identified in photos. If you want to exceed such restrictions you’ll need 
specific age related information about the source in the actual text to be able 
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to make the correct categorisations. Vocational information is particularly 
valuable in this respect. 

But even with photos and such age related information at hand age 
categorisation might be challenging at best. Sources representing the lower 
or upper age segment within each category pose particular problems for the 
coder. Unless the age is clearly stated in the article it can be virtually 
impossibly to decide whether a source is 29 years old and belongs to the 
Young adultsYoung adultsYoung adultsYoung adults----group group group group or    31 year and belonging to the GroGroGroGrown upswn upswn upswn ups----group. group. group. group.  

Main source, civic Main source, civic Main source, civic Main source, civic 
sectionsectionsectionsection    

Indicates which community role the main source plays or which civic section 
he or she represents. We’ve applied the following list of categories. However, 
the role list probably needs adjustment according to civic structures on 
national or local level:  

If the article doesn’t have a source or there’s no apparent main source the cell 
is left empty: 

Political lifePolitical lifePolitical lifePolitical life    

Commerce and financeCommerce and financeCommerce and financeCommerce and finance    

NGOsNGOsNGOsNGOs    

Health careHealth careHealth careHealth care    

EducationEducationEducationEducation    

Culture, art, entertainmentCulture, art, entertainmentCulture, art, entertainmentCulture, art, entertainment    

SportsSportsSportsSports    

Church and religious lifeChurch and religious lifeChurch and religious lifeChurch and religious life    

ScienceScienceScienceScience    

 

Police and courtsPolice and courtsPolice and courtsPolice and courts    

 Safety and defenceSafety and defenceSafety and defenceSafety and defence    

 Information and marketingInformation and marketingInformation and marketingInformation and marketing    

 Average people, source without portfolio Average people, source without portfolio Average people, source without portfolio Average people, source without portfolio     

 Other people sourcesOther people sourcesOther people sourcesOther people sources    
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Main source, civic Main source, civic Main source, civic Main source, civic 
sectionsectionsectionsection cont. cont. cont. cont. 

Document sourcesDocument sourcesDocument sourcesDocument sources    

 MediaMediaMediaMedia    

 OtherOtherOtherOther    

Indicates which level the main source represents according to the following 
categories:  

Top level:Top level:Top level:Top level: Leaders and experts in any field and walk of life. 

Mid level: Mid level: Mid level: Mid level: Skilled professional or representative of organised interests who 
doesn’t represent the expert, leader or top executive level.    

Main sMain sMain sMain source, levelource, levelource, levelource, level    

Grassroot level: Grassroot level: Grassroot level: Grassroot level: Ordinary people, sources without a portfolio.    

    If the article doesn’t have a source or there’s no apparent main source, the 
cell is left empty.  

Main sourceMain sourceMain sourceMain source, , , , 
ethnicityethnicityethnicityethnicity    

    

    

    

    

    

    

    

    

Indicates which ethnic group the source belongs to.  If the article doesn’t have 
a source or there’s no apparent main source, the cell is left empty. 

We suggest the following categories for source ethnicity:  

DominantDominantDominantDominant: The source belongs to the dominant ethnic group. In Norway this 
means Norwegians with Norwegian parents. 

Minority:Minority:Minority:Minority: The source belongs to a minority ethnic group.  

Other:Other:Other:Other: For example tourist or visitors from another country 

Unidentifiable Unidentifiable Unidentifiable Unidentifiable (for example document sources and anonymous sources) 

The categorisation is based on an assessment of source information in the 
actual article such as national background, name and photo.  

Please note that this categorisation can be challenging just as the concept of 
ethnicity and cultural identification is in itself very complicated.  However, 
based on the democratic ideal of the media and their overall responsibility to 
mirror and voice different societal groups and interests the ethnicity variable 
is indeed an interesting one. And potentially a variable of growing importance 
in our increasingly multicultural societies. 
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Initial registrationInitial registrationInitial registrationInitial registration    Support variable indicating registration level (see previous section on 
sources)  

All articles with one “Multiple source” or less are entered on registration level 
1 with a YES registration in this column. If the article contains two “Multiple 
sources” or more, we apply a second registration level. Articles entered on 
this level should be left with an empty cell in the “initial registration” column. 

Multiple Multiple Multiple Multiple 
source(ssource(ssource(ssource(s), gender), gender), gender), gender    

Same registration pattern as main source, gender. If the article doesn’t have 
“Multiple source(s) the cell is left empty. 

Multiple Multiple Multiple Multiple 
source(s), agesource(s), agesource(s), agesource(s), age    

Same categorisation pattern as main source, age. If the article doesn’t have 
“Multiple source(s) the cell is left empty. 

Multiple Multiple Multiple Multiple 
source(s), civic source(s), civic source(s), civic source(s), civic 
sectionsectionsectionsection    

Same categorisation pattern as main source, civic section. If the article 
doesn’t have “Multiple source(s) the cell is left empty. 

Multiple Multiple Multiple Multiple 
source(s), levelsource(s), levelsource(s), levelsource(s), level    

Same categorisation pattern as main source, level. If the article doesn’t have 
“Multiple source(s) the cell is left empty. 

Multiple Multiple Multiple Multiple 
source(s), source(s), source(s), source(s), 
ethnicityethnicityethnicityethnicity    

Same categorisation pattern as main source, ethnicity. If the article doesn’t 
have “Multiple source(s)” the cell is left empty. 

Total number oTotal number oTotal number oTotal number of f f f 
sourcessourcessourcessources    

Control variable. Numeric registration of total number of sources in each 
article. The sum of entries with zero sources should correspond with the 
number of empty cell registrations for the “Main source, gender” variable. 

 
The registration of people in pictures follow the same variable and category pattern as sources, i.e. 
gender; age; ethnicity; civic section and level. The coding structure is described in the following 
section:  
 
Gender in photoGender in photoGender in photoGender in photo    Indicates the gender representation in photo(s) according to the following 

categories:  

Woman/womenWoman/womenWoman/womenWoman/women    

Man/menMan/menMan/menMan/men    

Both sexesBoth sexesBoth sexesBoth sexes    

Unidentifiable/irrelevant Unidentifiable/irrelevant Unidentifiable/irrelevant Unidentifiable/irrelevant (for example photos of buildings, landscapes and 
anonymous people).  
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If the article doesn’t have a photo the cell is left empty. 

Age in photo*Age in photo*Age in photo*Age in photo*    Indicates which age group the person(s) in the photo(s) belong(s) to. The 
categories follow the same pattern as “Main source, age”: 

Children and youth 0Children and youth 0Children and youth 0Children and youth 0----18 years  18 years  18 years  18 years      

Young adults 18Young adults 18Young adults 18Young adults 18----30 years30 years30 years30 years    

Grown ups 30Grown ups 30Grown ups 30Grown ups 30----65 years65 years65 years65 years    

Elderly 65 years+Elderly 65 years+Elderly 65 years+Elderly 65 years+    

Unidentifiable/irrelevant Unidentifiable/irrelevant Unidentifiable/irrelevant Unidentifiable/irrelevant (for example photos of buildings, landscapes and 
anonymous people).  

If the article doesn’t carry any photographs the cell is left empty. 

Civic section in Civic section in Civic section in Civic section in 
photo*photo*photo*photo*    

Same categorisation pattern as “Main source, civic section”. If the article 
doesn’t carry any photographs the cell is left empty. Articles with pictures of 
buildings, landscapes etc. are entered as Unidentifiable/irrelevantUnidentifiable/irrelevantUnidentifiable/irrelevantUnidentifiable/irrelevant.... 

Level in photo*Level in photo*Level in photo*Level in photo*    Same categorisation pattern as “Main source, level”. If the article doesn’t 
carry any photographs the cell is left empty. Articles with pictures of 
buildings, landscapes etc. are entered as Unidentifiable/irrelevantUnidentifiable/irrelevantUnidentifiable/irrelevantUnidentifiable/irrelevant.... 

Ethnicity in Ethnicity in Ethnicity in Ethnicity in 
photo*photo*photo*photo*    

Same registration pattern as “Main source, ethnicity”. If the article doesn’t 
carry any photographs the cell is left empty. Articles with pictures of 
buildings, landscapes etc. are entered as Unidentifiable/irrelevantUnidentifiable/irrelevantUnidentifiable/irrelevantUnidentifiable/irrelevant.... 

 

*To avoid an overly complicated coding structure our analysis design only allows one registration of 
age; civic section; level and ethnicity of people in photos per article.  This means photos with people 
of several age groups, ethnic groups etc represent a particular coding challenge. We’ve solved this by 
registering the main age group, ethnic group, civic section and level in the photos, i.e. the groups with 
the most prominent or dominant position in the picture(s). Another option would be to integrate one 
or several additional variable registration for each of the above mentioned characteristics, i.e. age in 
photo 1, age in photo 2, age in photo 3, civic section in photo 1, civic section  in photo 2, civic section 
in photo 3 etc.  

Additional variables and categories 
Your own measurement goals for content mix, presentation and sources may go beyond the variables 
listed above, so please feel free to add, adjust and redefine both variables and categories according 
to you own specific analysis needs and requirement. Just make sure there’s a clear thought behind 
your variables and that the categories really cover the aspects you’ve set out to measure.  
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Also please make sure the variables meet the requirements of objective measurement. There is a lot 
of interesting quality aspects in editorial content which are so subjective that defining variables and 
categories for consistent registration of these elements is virtually impossible. Latent content 
aspects such as style and slant are particularly difficult to capture. Based on this we recommend you 
focus the content analysis on manifest rather than latent content aspects. Additional advice and 
support for defining variables and categories can be found in the guidelines below: 

·  Make sure your categories are mutually exclusive.  

·  Make sure your list of categories is exhaustive. If it’s impossible to cover every aspect of 
your variable, always add an “other” category for aspects which doesn’t fit into any other 
category. 

·  Test your coding categories. If there’s a considerable amount of registrations in ”other” 
categories you may have to review your coding structure and add supplementary 
categories. If there are categories with few or no entries, your coding structure may be 
too detailed and you can remove superfluous categories. However, please remember that 
coding categories can always be merged but never split for a higher level of detail after 
your coding is completed.    

·  Think ahead when defining variables and categories. Is this aspect something you’d like 
to track in the future? If so, categories must be consistent over time for comparative 
results. 

·  Always write down your definitions in a code book and make a note of how you deal with 
borderline cases challenging your coding structure. They’re likely to reappear in your 
coding process. Never trust your memory to keep record of how these cases of doubt 
were treated in previous encounters.  

·  If possible involve several coders in a coding test to secure reliability.  

Analysing your dataAnalysing your dataAnalysing your dataAnalysing your data    
When all your material is registered or coded in an Excel spreadsheet you’re ready for the next step: 
The data processing and analysis. We use the pivot function of Excel for this. The basic principles for 
this kind of analysis are presented in the following sections. Please note that this guide to pivot 
based data processing is not exhaustive. Rather it’s a starting point and an aide to self-tuition which 
requires complimentary practical training on your computer. It may be a good idea to sit by the 
computer with an opened spreadsheet when diving into the tutorial below: 

Let’s start with the absolute basics: Make a back up of your completed database. It’s so fundamental 
it’s almost silly; still it’s easily forgotten - even by experienced analysts! The next step is the rather 
tedious process of coding quality control, i.e. going through your registrations to identify and remove 
errors and misentries.  The auto filter function of Excel is excellent for this purpose. You activate the 
filters by positioning the cell pointer in the header row of your Excel spreadsheet. Go to menu Data-
Filter-AutoFilter. Click any columns drop-down list button (the little arrow head in each header cell) to 
open a list box containing all the entries made in that column.  You’ll easily detect any error entries in 
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the list of categories, for example misspelled category names. If you come across such errors, the 
auto filter allows you to select only these records for correction and hide everything else in the 
database.   

When you’ve completed the filtering of each column and removed all error entries, the Excel 
spreadsheet is ready for further analysis. The statistical analyses of the content analysis are rarely 
complicated. Frequency distributions of key variables will get you a long way. This allows you to see 
how many units or articles you have in each category for each variable. For the article origin variable 
a frequency distribution will reveal how many articles are produced by own staff compared to the 
number of articles based on press releases, wire material and other media    in your material. 
Frequency distributions can easily be generated with the pivot function2. The Pivot Table Wizard will 
guide you through this process. First position your pointer in a cell with content in your spreadsheet, 
i.e. not an empty cell. Go to menu Data-Pivot Chart Report which activates the three step wizard (fig 
2). In the first dialog box, choose “Microsoft Excel list or database” and “Pivot Table”, and click “Next”.  

Fig. 2 The pivot wizardFig. 2 The pivot wizardFig. 2 The pivot wizardFig. 2 The pivot wizard    

 

 Excel now automatically suggests a range of data for your analysis including headers to your 
variable columns. The range is indicated on step two of the pivot table wizard. Check the suggested 
range and accept by clicking “Next” (fig 3). 

                                                
2 Other Excel functions and approaches can also be applied but this analysis is based on pivot tables.  
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Fig. 3 Identifying data material for analysisFig. 3 Identifying data material for analysisFig. 3 Identifying data material for analysisFig. 3 Identifying data material for analysis    

 

The third dialog box should look similar to below. Select ”New worksheet” and ”Finish” to create your 
pivot table.  

Fig Fig Fig Fig 4444  Deciding where to put the pivot table  Deciding where to put the pivot table  Deciding where to put the pivot table  Deciding where to put the pivot table    

 

Excel will now open a new spreadsheet with an empty pivot table outlined in blue and a 
complimentary list of all the column headings (variables) from the original spreadsheet. (see fig 5). 
The column headings can be dragged and dropped in the empty pivot table to create the desired 
layout of your table. Similarly the column headings can be removed by dragging them anywhere 
outside the table. The different fields of the pivot table have different functions. The row field to the 
left will present variables horizontally as rows in the pivot table, whereas the column field will present 
your variables vertically as columns. The data field in between will be the summary data which is 
reported inside the rows and columns of the pivot table. So this field must contain at least one 
variable. This variable must be registered in all units in your data material, for example ID number or 
date as all articles should be registered with an ID number and a publishing date. 

When dragging and dropping variables to the data field and the row field and/or column field Excel 
always makes the pivot table perform a mathematics function, generally adding or counting what 
is placed in the data field. Please note that numeric fields such as ID number will default to Sum 
and non-numeric fields will default to Count for the summary statistics. You can change the default 
summarization type by double-clicking the “Sum of”-button and select your preferred calculation 
type.        
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Fig. 5 Identifying data material for analysisFig. 5 Identifying data material for analysisFig. 5 Identifying data material for analysisFig. 5 Identifying data material for analysis 

 

The page field over the column field is used to filter the row and column data for a particular page field 
value. A dropdown menu will contain all the unique categories for the variable contained in Page. If 
your analysis contains codings on registration level 1 and 2, you can identify the articles on level 1 
by activating this filter function in the Page field. Drag and drop the Initial registration variable from 
your variable list into the Page field and select “Yes” on the drop down menu (or any other word or 
letter you may have picked as an indicator of registration level1, i.e. Y, X or similar). You’ve now 
filtered all the registrations on registration level 1 into your summary database, whereas the 
duplications on level 2 are kept outside your material. 

You can now start building your frequency distribution table. Just double click the variable you’d like 
to examine from the variable list. The variable will now automatically move from the list into the pivot 
table under the “Count of...”cell, i.e. the row field, and the frequency distribution for that specific 
variable will appear. Let’s say you double click the “Size” variable. A list showing the number of 
paragraphs, small articles, medium size articles and large articles in your data material will now 
appear in your pivot table. If you double click any of the distribution cells – for example the cell with 
the number of articles labelled small – the actual article registrations will appear in a separate 
spreadsheet. 

You can edit your frequency distribution directly in the pivot table, for example change the default 
sorting of data, by using the regular Data, Sort function in Excel. You may also want to carry out the 
editing and adjustments in a copy of your original table. This is easily accomplished by copying and 
pasting the frequency distribution data from the original pivot table to a suitable position in your 
spreadsheet.  

You can cross tabulate variables in your pivot table by making use of both the row and column fields 
of the table. Let’s say you’d like to investigate the number of large articles with a local perspective in 
your data material. The size variable is already entered. Now add the “Geographic focus” variable into 
the column field of your pivot table and a cross tabulation of the two variables will appear.  

List of
column
headings, 
i.e
variables 

The empty
pivot table

List of
column
headings, 
i.e
variables 

The empty
pivot table
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You may want to conduct a statistical test to check if the differences in article distribution under 
each category are significant. The chi-square test is a good test for this. These procedures are 
described in detail in literature on mass communication and social research methods.  
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Chapter 3: Error measurement  
Errors and inaccuracies harm media credibility. 
According to research on readers’ trust, even seemingly 
small errors undermine public confidence in the press. 
And as far as the public is concerned, there is no excuse 
for errors.  So error measurement is arguable a 
significant element in a quality measurement tool box. 
We have designed a concept for tracking both published 
and unpublished errors, i.e. both errors in printed 
articles and errors occurring in the reporters’ 
manuscripts. The measurement design was originally 
developed for newspapers but can easily be applied to 
other media as well. The aim of this measurement 

strategy is to map error challenges and facilitate targeted remedies to reduce overall numbers of 
mistakes in the newspaper. The methods described follow the main principles of the content analysis 
outlined in the previous chapter. The variables are slightly different, though. 

The measurement of published errors and errors in manuscripts are mutually independent and can 
be carried out separately. However, for in-depth and detailed information about error sources and 
quality control effectiveness in your news room you may want to apply the “double” measurement 
approach. By tracking errors both before and after publishing you’ll be able to pinpoint weak spots in 
your production line and adjust your quality control regime accordingly. And you can initiate informed 
discussions with your colleagues about how and why errors occur in print. 

The measurement design aims to capture three types of errors: 

·  Language errorsLanguage errorsLanguage errorsLanguage errors, i.e. spelling or grammar mistakes.  
·  Factual errors, Factual errors, Factual errors, Factual errors, i.e. incorrect information provided to the reader.    
·  Presentation errors, Presentation errors, Presentation errors, Presentation errors, i.e. errors in layout or other presentation elements in print.        

 

ChallengesChallengesChallengesChallenges    
 
Error measurement can be a challenging exercise in terms of competency demands on the 
measurer. A key requirement is of course to be able to identify errors. But what is really an error? 
Do language errors include syntactic labyrinths and awkward sentences, or should our definition 
be restricted to formal mistakes according to grammatical rule books? And how do we treat formal 
mistakes applied consciously as a stylistic tool by the reporter – for example surplus or lack of 
punctuation? To avoid individual taste from affecting results we’ve restricted the definition of 
language errors to formal mistakes and followed national language guidelines as well as in-house 
newsroom spelling and grammar rules. If in doubt – for example when apparent mistakes may have 
been applied for writing style purposes – we’ve chosen a liberal approach and ignored the potential 
error, i.e. “ruled in favour of the suspect”.  
 
Defining presentation errors can also be challenging. Does bad layout with confusing visual 
elements and low readability count as presentation errors? And what about photographs 

This chapter is concerned with error 
measurement in the editorial product. 
It describes a structured approach to 
mapping errors in manuscripts and 
published articles based on internal 
resources. We also discuss some 
important challenges for the error 
measurer. Key words:Key words:Key words:Key words: language  language  language  language 
errors, factual errors, presentation errors, factual errors, presentation errors, factual errors, presentation errors, factual errors, presentation 
errors, weighted data. errors, weighted data. errors, weighted data. errors, weighted data.     



 36 

presented in miniature size with microscopic motifs? Or cropped beyond the photographers 
recognition? Again the objectivity rule has guided our error definitions. We’ve focused the 
measurement on manifest elements which are recognisable even by measurer without formal 
education or training in the field of photo and layout. 
  
Factual errors can be equally challenging. Quite often the accuracy of the information provided can 
only be verified by the reporter’s source of information. Hence a supplementary mapping of source 
satisfaction with accuracy may add considerable value to your measurement if factual errors are 
your key quality concern. Such mapping is described in the next chapter. 
 
In the US several newspapers have initiated extensive tracking of factual errors. One of them is The 
Chicago Tribune. They require a correction form to be filled out with every published correction or 
clarification. The form is part of the newspapers system for monitoring errors and plays an 
important role in identifying problem areas and trends which produce significant mistakes in the 
paper. Published errors are identified by readers or sources, some by staffers. In effect, the error 
tracking leans on a broad group of observers with knowledge and competencies which exceeds 
those of a single error measurer.  
 
This makes the method interesting. But it also represents certain methodological weaknesses. 
First there is the problem of correction policies. Not all newspapers and countries follow the US 
tradition with extensive correction columns. An error measurement based on published corrections 
in an average Norwegian newspaper would say little or nothing about the accuracy level as 
corrections columns are virtually non-existent in Norwegian newspapers. Another problem 
concerns the interpretation of measurement results. It may be argued against The Chicago Tribune 
model that it’s primarily measuring the number of errors found and corrected, not the actual 
number of errors in print. Does an increase in errors imply an increase in actual errors or is it simply 
an indication of more diligent error spotters and/or correction prone editors in the Tribune? 
 
Some of the elements of the Chicago Tribune model are quite clever, though. Like the broad base of 
error trackers. One way of incorporating this concept is to establish a group of people who read the 
newspaper and register all errors they come across. Such an accuracy panel could consist of 
people from both inside and outside the newsroom. The error tracking can be a laborious process 
and quite demanding from a coordinative perspective, though. Therefore we suggest a downscaled 
panel solution for our error measurement. For a medium sized local or regional newspapers we 
recommend a mini-panel of at least two experienced copy-editors or similar with access to reporter 
manuscripts and a keen interest in language and in-depth local knowledge. Such competency will 
make them more competent to capture both language and factual errors. We recommend they go 
through the same analysis material with individual responsibilities: One is put in charge of tracking 
factual errors, the other will look for language errors. The language tracker will also register factual 
error she or he may come across, whereas the factual error checker will also register grammar and 
spelling mistakes. A third person goes through the registrations made by the two others, 
categorising them and entering them into an Excel spreadsheet. In doing this we’ve established a 
quality control for the quality checking as well. 
 
Even though this approach is likely to capture more factual errors than you would normally find 
with one single error tracker, you’re not going to find all errors or inaccuracies with this method. As 
a consequence you may want to focus more on the type of factual errors identified in your material 



 37 

than the actual number of factual errors compared to other types of errors such as grammar and 
spelling.  
 
Establishing the registration regime based on internal resources may be a good choice - for several 
reasons. First they will be better positioned to identify factual errors discussed internally in the 
newsroom. Secondly they’re likely to be familiar with the newsroom own language guidelines and 
better qualified to review whether these rules are followed or not. Thirdly you need to team up with 
somebody inside the newsroom to gain access to the reporters’ manuscripts. 

Measurement materialMeasurement materialMeasurement materialMeasurement material    
Error measurement can be carried out on a continuous basis or on a sample of issues from a limited 
time period. This manual describes a measurement design based on the latter approach with a 
representative sample of six newspaper issues. The sampling method follows the same pattern as 
the content analysis sampling (the Monday issue from the first week, the Tuesday issue of the 
subsequent week, the Wednesday issue from the third week and so on). Following this principle over 
a period of six weeks we aggregate an analysis material of one constructed week.  

Our measurement is only concerned with errors in editorial content, so all ads, listings and service 
information are excluded. The same goes for other graphic or textual material without a journalistic 
origin or format. Furthermore our measurement design excludes front page material. If you want to 
measure errors on the front page you need to increase your material to be able to draw conclusions 
from a broader data base.  
 
If you’re planning to track errors in both reporter’s manuscripts and published articles, we 
recommend you get hold of corresponding manuscripts and articles. If you end up with a large 
amount of published articles lacking the accompanying manuscripts you’ll find it difficult to draw 
any real conclusions on the correlation between the numbers of errors in print and manuscripts. 
Also please note that the reporters’ manuscripts are often stored in different versions in the 
production system. For your analysis you need the reporter’s final version, i.e. the unedited version 
“untouched by copydesk hands”. In newspapers with several editions the process of tracking down 
the corresponding manuscript and printed articles can be particularly challenging. It’s imperative 
to conduct this sampling in a consistent and systematic pattern to enable robust conclusions on 
error sources. 

RegistrationsRegistrationsRegistrationsRegistrations    
The error measurement is based on a detailed registration of errors in your research material 
according to predefined rules and guidelines. The concept of analysis units is a bit complicated 
compared to the content analysis. If you’re only measuring published errors the analysis units are 
printed articles and printed errors. If you’re only measuring errors in manuscripts the analysis units 
are manuscripts and errors in manuscripts. However, if you’ve decided to map both published and 
unpublished errors your research units are articles, manuscripts, errors in manuscripts and errors in 
published articles. To make matters slightly less complicated we simply refer to manuscripts and 
articles as “texts”. This is defined as independent text units which are distinguishable both in terms 
of content and layout. Article side bars, pull out information and teasers etc. are not defined as 
separate texts in this measurement design. Whether the text is a published article or a manuscript 
is indicated with a text status registration. The following section describes a measurement design 
for tracking errors in manuscripts as well as printed articles. 
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In the previous chapter on content analysis variables were described as characteristics or 
questions regarding the analysis units. Variables are divided into categories and sub-categories. In 
the error measurement relevant variables include date of production and/or publication, number of 
errors and type of errors.  Relevant sub-categories for the latter variable are language errors, 
factual errors and presentation errors.  The registration of texts and errors for the error 
measurement follows the coding pattern of the content analysis. Each text and error is entered in 
an Excel spreadsheet according to the predefined variable and category structure. Units are 
entered horizontally in rows. Variable registrations are entered vertically in columns. 

Variables and categoriesVariables and categoriesVariables and categoriesVariables and categories    
There are two main types of variables in the error measurement: Variables describing texts and 
variables describing the errors. There are also a few additional variables describing publication 
information plus support variables for the subsequent statistical analysis of registrations. One of 
these support variables is registration level. To enable multiple error registration in each text we 
apply a second registration level, i.e. a single text with two errors is entered twice as two separate 
rows in your spreadsheet. A text with three errors is entered three times etc. This registration pattern 
follows that of source registration in the content analysis described in the previous chapter. Please 
return to the source section on page 22-23 for a more in-depth description of this registration 
principle. Another key support variable is the text status registration indicating whether the text is an 
unpublished manuscript or a printed article.  The registration is logical and straight forward: 
Manuscript texts are entered as ManuscriptManuscriptManuscriptManuscript. Article texts are entered as ArticleArticleArticleArticle. 

In the following section we’ve listed standard variables and categories for an error measurement. 
These are the registrations applied in the test measurements in our pilot newspapers. Some of the 
variables are identical with the ones described in the content analysis chapter: 

·  Story ID 
·  Date 
·  Section 
·  Page – only relevant for published articles 
·  Size 
·  Genre 
·  Comment 
·  Initial registration 

 
For a detailed definition of these variables, please return to page 13-14 this manual.  
 
The following variables, categories and sub-categories describe potential errors in the measured 
material. Please note that texts without errors are entered with an empty cell under the first variable 
in the list below, i.e. the “Type of error” registration. In the subsequent data analysis the empty 
“Error type” cells provide the subtotal of texts with and without errors.  
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MisspellingMisspellingMisspellingMisspelling  

A series of letters that represents no correctly spelled word (such as "liek" for "like") 
or a correct spelling of another word (such as writing "here" when one means "hear", 
or "now" when one means "know").    

Grammatical errorGrammatical errorGrammatical errorGrammatical error    

A wide range of mistakes related to grammar such as punctuation; capitalisation; 
verb (tense, mood, voice and person) etc.  

The category must be defined and tailored to meet the challenges and requirements 
of each language. Sub-categories are recommended to capture the details of this 
broad variable category.    

Wrong words and idiomsWrong words and idiomsWrong words and idiomsWrong words and idioms    

Mistaken or confused words or expression, for example “She remembers me of 
someone” instead of “She reminds me of someone” and “It’s pot and parcel of your job 
instead of “It’s part and parcel of your job”. 

The category must also be defined according tot the specific requirements of each 
language.    

Type of Type of Type of Type of 
errorerrorerrorerror    

Language Language Language Language 
errorerrorerrorerror    

    

Other language errorsOther language errorsOther language errorsOther language errors    

Captures language errors which don’t fit into other categories.     

    Factual Factual Factual Factual 
errorserrorserrorserrors    

Wrong nameWrong nameWrong nameWrong name    

Errors related to names of people, places and organisations etc, i.e. proper nouns. This 
category also includes misspelling of proper nouns. For example John Smith instead of 
John Smythe or Unesso instead of Unesco.     

     

     

Wrong numberWrong numberWrong numberWrong number    

Calculation errors or simply wrong figures.   

5% instead of 50%, 

65years instead of 55 years    

Wrong informationWrong informationWrong informationWrong information    

Errors in information provided except wrong names and wrong numbers.  

The military concert is not attended by the Prime minister but the Minister of defence. 

Ryanair is not a Norwegian aviation company. It’s Irish.    
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Type of Type of Type of Type of 
errorerrorerrorerror    
cont.cont.cont.cont. 

PresentatiPresentatiPresentatiPresentati
on errorson errorson errorson errors    

NB! Only 
published 
articles 

Text and photo mix upText and photo mix upText and photo mix upText and photo mix up    

Confused captions or connections between text and photo elements.    

  Missing text or photoMissing text or photoMissing text or photoMissing text or photo    

Photographs or other visual elements and/or text elements are missing from the 
article.       

  Text or photo duplicationText or photo duplicationText or photo duplicationText or photo duplication    

Photographs or other visual elements and/or text elements are duplicated in the paper. 
i.e. an article is printed on both page 4 and 7. 

  Other presentation errorsOther presentation errorsOther presentation errorsOther presentation errors    

Captures presentation errors which don’t fit into other categories. 

Error lError lError lError location ocation ocation ocation     

    

    

    

    

    

    

    

    

    

    

    

    

Indicates where errors are positioned or located in the text. We suggest 
the following categories: 

HeadlineHeadlineHeadlineHeadline – error in heading, kicker or deck. 

LeadLeadLeadLead – error in lead or stand first text. 

Start body textStart body textStart body textStart body text – error in the first paragraph of the body text, often 
between lead and first subtitle. 

Other body textOther body textOther body textOther body text – error in other parts of the body text. 

SubtitleSubtitleSubtitleSubtitle – error in subtitle 

ByByByBy----linelinelineline – error in by-line 

CaptionCaptionCaptionCaption – error in caption including photo by-line. 

Pull out information, sidebars etcPull out information, sidebars etcPull out information, sidebars etcPull out information, sidebars etc – errors in text boxes or paragraphs 
located as separate text unit “outside” the body text.  

Graphics Graphics Graphics Graphics ––––    error in graphics such as charts, tables, maps etc. 

Other Other Other Other ––––    supplementary category capturing error locations which don’t 
fit into any of the above mentioned categories. 
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    If the text doesn’t contain any errors, we leave the cell empty.  

Error in Error in Error in Error in manuscriptmanuscriptmanuscriptmanuscript    This registration only applies to published articles. The registration 
indicates whether the error you’ve identified in the printed articles is 
also found in the corresponding manuscript. If so, please enter YES in 
this cell. If the error is only found in the printed article, please leave the 
cell empty. 

Error in published Error in published Error in published Error in published 
articlearticlearticlearticle    

This registration only applies to unpublished manuscripts. The 
registration indicates whether the error you’ve identified in the 
manuscript is also found in the corresponding published article. If so, 
please enter YES in this cell. If the error is only found in the manuscript, 
please leave the cell empty.  

 

Adding variablesAdding variablesAdding variablesAdding variables    
Your error measurement objectives may go beyond the suggested set of variables. Maybe you’d 
like to highlight and track a specific grammatical error? Or a certain name which is frequently 
misspelled by your newsroom colleagues? Or maybe you’d like more detailed information about 
error sources, such as the reporter’s name? The list of variables can be extended and adjusted to 
meet the specific goals and challenges of each newsroom. But please note that the guidelines for 
variable and category definitions described in the previous chapter are also relevant for the current 
measurement approach. 
 

ComputatComputatComputatComputation and analysision and analysision and analysision and analysis    
When you’ve completed the registration of all the articles and manuscripts in your sample material, 
you’ve established an error database in an Excel spreadsheet format. These entries form the basis of 
the forthcoming data analysis. The statistical analysis follows the principles of the content analysis. 
So rather than repeating all the steps of the analysis we refer you to page 29-32 for a detailed 
description of computation with the Excel pivot function. However, we would like to remind you that 
registration level 2 serves a slightly different purpose in error measurement compared to content 
analysis. In the content analysis registration level 2 facilitates registration of several sources per 
article. In the error measurement it facilitates registration of several errors per text. 

ResultsResultsResultsResults    
Even though we’d like to see a dramatic decrease in error figures, a zero tolerance approach to all 
sorts of errors is probably highly unrealistic. Maybe even damaging. When drawing conclusions 
based on error statistics it’s important to bear this in mind and consider the gravity of different types 
of errors. A minor flaw in punctuation has a slightly different impact than quoting the wrong name in 
an obituary. So be cautions in your interpretation of error frequency figures. Remember that the 
peaking errors in your distribution table are not necessarily the most acute quality challenge. On the 
other hand one of the less frequent error types may be devastating for your quality status. One way 
of approaching this dilemma is to give your errors a certain value or weight according to their gravity. 
Let’s say you make a distinction between three types of errors:  
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Type A errors: Very serious mistakes 

Type B errors: Serious mistakes  

Type C errors: Less serious mistakes  

Type A errors can be weighted 50%, type B errors 30% and type C errors 20%. It can be argued that this 
provides more comparable results for your analysis interpretation. Classification guidelines for 
different types of errors must be decided on a case by case basis. Errors classified as serious by one 
newsroom is not necessarily serious to another newsroom.  

Another key element in interpreting error measurement results is to move beyond numbers and try to 
identify the cause of errors. One possible strategy is to contact the reporters who’ve put the error in 
the manuscript or article to discuss why and how the error occurred. Who’s the source of the error, 
and what’s its explanation - deadline pressure, work load, lack of language skills etc. The answer to 
such questions may be a key factor in trying to avoid similar errors in the future. This process must 
be handled carefully, though. It’s important to avoid persecution of individuals who may feel 
threatened by your quality control measures. However, a discrete, systematic and non-
discriminating follow-up approach may actually be welcomed by journalists. 
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Chapter 4: Accuracy survey     
 

Truth-telling and accuracy in reporting are basic values 
of journalism. These journalistic imperatives are 
particularly relevant for the information transfer 
between sources and reporters. Sources sited in the 
paper are arguably better positioned to evaluate 
accuracy than any others – bar perhaps the reporters 
themselves. In other words source satisfaction is a 
highly relevant aspect of evaluation for anyone trying to 
capture and measure the quality of journalistic methods 
and working processes. We’ve tested a survey-based 
measurement design aimed at mapping and quantifying 
source satisfaction with accuracy. Sources are defined 
as people interviewed by the reporter and sited in the 
media. The survey can add significant value to an error 
measurement as described in the previous chapter. It 
can also provide valuable information as a stand-alone 
quality measurement.  The survey is designed to collect 
information both about source mix and accuracy as seen 

from the source perspective. The main focus is on the latter aspect, though. The survey is based on 
telephone interviews with a representative sample of sources. The interviews are carried out 
according to a questionnaire or interview guide with mainly closed ended questions.  

This chapter describes the different steps of the survey process from source sampling to data 
analysis. The measurement design has been tested in the pilot newspaper Sarpsborg Arbeiderblad. 
Other similar but much more extensive surveys have been conducted as part of accuracy research in 
both Europe and the US. (See for example Phil Meyer’s Quality project). 

Some important challengesSome important challengesSome important challengesSome important challenges    
It’s important to bear in mind that the sources’ accuracy accounts are by no means neutral. As 
information providers sources have their own agenda and understanding of facts and reality. 
Journalism, on the other hand, represents an interpretation of that reality based on a professional 
assessment of the facts revealed according to criteria of relevance, importance and public interest.  
When the reporter’s assessment doesn’t correspond with the source’s views, it may be experienced 
as inaccurate even though, from an objective point of view, it really isn’t. 

Still the source is generally more knowledgeable on the subject matter than the reporter. Otherwise 
why bother with the source at all? Besides the source is generally the only one beside the reporter 
who knows what was actually said and done during the interview. This puts them in a unique position 
to detect and report errors which would otherwise go unnoticed. Also there are certain errors less 
susceptible to biased response from the source such as names, dates and places. If a source reports 
a name error – her name isn’t Jane Marson, it’s Janet Marston – we may conclude with a high level of 
certainty that there is in fact an error in the article. 

This chapter presents a survey design 
for measuring accuracy in reporting 
based on interviews with the 
reporters’ open sources. It describes 
how sources can be interviewed to 
map their satisfaction with accuracy 
and provides detailed information on 
the different steps of this process 
from source sampling and 
interviewing to data analysis. We also 
raise some methodological questions 
for discussion regarding source 
assessment of accuracy. Key words:Key words:Key words:Key words: 
identifying and contacting sources, identifying and contacting sources, identifying and contacting sources, identifying and contacting sources, 
telephone interviews and telephone interviews and telephone interviews and telephone interviews and 
questionnaire. questionnaire. questionnaire. questionnaire.     
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Another challenge is the source’s recollection of the interview and the subsequent article. The time 
lag from the published article to the survey interview may result in inaccuracies because the source 
has forgotten important details from the initial interview. Sources who are frequently contacted by 
the press may also be confused about interviews, reporters and even media and thus unable to 
assess accuracy in reporting.  Ideally the time span from published article to survey interview should 
not exceed two to three days. But this may prove impossible as identifying, tracking and contacting 
sources for the survey may require more time. Our suggested solution to this problem is to start 
every survey interview by asking the respondent if he or she remembers being interviewed by the 
newspaper. We also offer to provide the respondent with a copy of the articles where he or she has 
been interviewed. The article can either be faxed or sent by post or e-mail before answering the 
survey questions.  

Establishing contact with sources can sometimes be quite challenging.  High profile sources are 
generally much easier to identify than ordinary people, particularly if the grass root source has a 
common name and isn’t listed in the telephone directory3. The latter is still the case with a lot of 
women. As a result the source material may be biased in favour of the dominant male source groups, 
particularly those with a listed mobile phone as they are generally much more accessible than those 
with an unlisted mobile phone or no mobile at all.   

When sources are identified and contact established, please note that telephone interviewing also 
represents some methodological challenges. First, there’s the potential element of source 
scepticisms towards the interviewer and interview situation. Extensive telemarketing and phone 
based market research has made the public somewhat weary of frequent calls from total strangers 
asking all sorts of questions. As a result your sources may be apprehensive, even hostile, and refuse 
to participate in your survey. Another challenge is the “exaggeration” factor of the telephone 
interview, i.e. the source sees this as her opportunity to voice aggregated dissatisfaction with the 
paper in general. In effect she may become much more critical than she would have been in a 
different research setting. On the other hand the YES effect may provide the opposite results, i.e. 
sources who are unsure about what to reply chose the most positive option. Or they opt for the “don’t 
know” option because it feels less committing. A third phenomenon worth mentioning is the 
disposition in some people to chose the ”middle of the road”-alternative among  for example positive, 
neutral, negative oriented alternatives.   

Highly motivated respondents plus unambiguous and simple questions are the best way to get 
around the potential problems listed above. In our experience sources are indeed motivated and 
eager to participate in surveys like this.  

Sampling of sourcesSampling of sourcesSampling of sourcesSampling of sources    
How many sources are required for your survey? The answer depends on your measurement goals 
(i.e. the questions you want your survey to answer) and your inference requirements, (i.e. with what 
level of security you may draw general conclusions based on your results). The number of 
respondents in similar surveys range from 200 to 5000. The latter figure is obviously far too 
ambitious to take on for any newsroom. However, a couple of hundred interviews are clearly more 

                                                
3 The survey can also be conducted on a postal basis to avoid the problem with unlisted telephones, particularly 
mobiles and unlisted sources. However, the time lag and admin aspect of a postal approach favours telephone 
interviews. Also quality control of sources is considered better with the telephone approach. 
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feasible. Particularly in light of the number of sources identified, contacted and interviewed as part of 
the weekly news production in an average mid-size newspaper.  

The source sampling starts with a sample of newspaper issues from which we select articles with 
open interview sources. Our measurement design is based on a semi structured sampling of one or 
two constructed newspaper weeks (see chapter 1 on content analysis for a detailed description of 
sampling method). The selected newspaper issues are subject to the following source sampling 
procedure: Identify articles produced by the newspapers’ own staff. Sample articles with substantial 
source information, i.e. articles where the source information constitutes half the article or more. This 
targeting strategy is aimed at key sources who are better positioned to make informed accuracy 
assessments of the article as a whole. Articles with document sources etc. are excluded from the 
sample.  The same goes for sources below the age of 15. You may want to consider further sampling 
restrictions as well such as language skills and mental capacities to secure reliable survey 
information. But please review every sampling restriction in light of the possible disadvantages of 
excluding certain source groups from your material.   

Contacting sourcesContacting sourcesContacting sourcesContacting sources    
When you have identified your sources according to these sampling guidelines, you need their 
contact details, preferably a mobile phone and/or a home number and/or an office phone number. On-
line telephone directories are very useful in this process. Create a simple Excel database where 
sources are entered as rows and information about the sources is entered in the columns.  This 
information includes name, address and telephone numbers which can easily be copy-pasted from 
an on-line directory into the corresponding cells in your Excel spreadsheet. It’s also important to log 
information about the article where the source was interviewed, i.e. publishing date, page, headline, 
topic etc. For admin purposes you may want to add extra columns for contact status (previous 
attempted calls, date and time for follow-up calls etc) and interview status (OK, doesn’t want to 
participate, interviewed previously etc).  

Getting hold of sources requires diligence - and common sense. Just like the everyday work of the 
reporter: If you want to contact a source who is likely to be at work, it doesn’t really make sense to 
call her at home. On the other hand trying the home number during daytime may work very well if 
you’re trying to get hold of retired people and others who are not working. This may seem obvious, but 
if you don’t think through the consequences of a certain contact strategy, you may ignore potential 
bias factors in your source material. 

Questionnaire for the interviews Questionnaire for the interviews Questionnaire for the interviews Questionnaire for the interviews     
The questionnaire tested in our pilot project contains of 20 questions and it takes about 10 minutes 
to complete an interview. (You’ll find a copy of the standard questionnaire at the end of this chapter). 
After a brief introduction of the purpose of the interview, the opening questions are aimed at 
identifying the source, making sure she wants to participate in the survey and is familiar with the 
article. This is followed by a set of questions regarding the interview situation. A third set of questions 
targets accuracy and quality control in the reporter’s work. In this section we’re moving from hard 
facts questions to evaluative questions opening up for more subjective assessments by the source.  
The forth set of questions are concerned with the relationship between the source and the newspaper 
in general. There’s also an additional question about the source’s age. Gender questions are generally 
superfluous as gender is naturally revealed either through the article or the conversation with the 
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source. The list of background questions can be extended. But please bear in mind that respondents 
are generally more reluctant to reveal information about income and political views than the number 
of times they’ve been interviewed over the last three years.  

Registration and analysisRegistration and analysisRegistration and analysisRegistration and analysis    
The interview guide serves as a questionnaire during the interview. For our test survey we made hard 
copies of the questionnaire in accordance with the number of interviews. After the interviews were 
completed the information from each questionnaire was entered in an Excel spreadsheet. A more 
timely solution would probably be to build a digital questionnaire based on Access or other software 
solutions. This will save you some time as the processes of entering information from the source into 
a database is automated. The most important thing is to get your data organised for further 
computations and analysis - and again Excel serve as an excellent tool for the data analysis. We’ve 
organised our sources as rows. These are the units in our measurement. The survey questions (i.e. 
the variables)are indicated as columns. This is where the answers from each source (i.e. the variable 
categories)are entered. A header row identifies the questions in each column.   

To secure source anonymity name and other identification elements such as telephone number etc is 
not entered in this database. It’s imperative to treat data according to national data security 
guidelines. If in doubt about anonymity, research ethics and data security; please seek advice from 
your local research council or data security authority.  

When the Excel database is competed with all your survey results, data analysis is completed with 
the powerful pivot function. This process follows the same steps and pattern as the content analysis 
and the error measurement. For a detailed step-by-step description of the pivot process, please see 
the “Analysing data” section in chapter 2. 
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Source survey questionnaire 
 

Introduction: Hello, my name is _______________________________________________________and I’m calling 
from__________________________________________________________________________________________________________________________________  

May I speak to _______________________________________________________________________________(name of the source)? kilden)? 

If the source cannot be reached – when and where can he or she be contacted 
again______________________________________________________________________________________________(time and contact details) 

We’re currently conducting a quality measurement of our newspaper. One of the aspects we’re 
mapping is source satisfaction with accuracy in our reporting.   

You were interviewed in ___________________________________________________________________________on page_________________in a story 
regarding ________________________________________________________________________________________________________________________________  Would you mind 
answering some questions regarding the interview? 

� YES 
� NO 

If no, end the conversation politely. 

If yes, go to next question: 

Have you read the article where you were interviewed and do you remember the content in detail? 

� YES 
� NO 
 
If no: Can I please send you the article by post (or fax or e-mail) so you can read it through and call 
you back to follow up on this?  

Postal address, fax number or e-mail 
address:_________________________________________________________________________________________________________________________________________________________________ 

Time and date for follow-up call___________________________________________________________________________________________________________________________ 

Telephone number for follow-up 
call__________________________________________________________________________________________________________________________________________________________________________ 

If yes, continue: 
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Who initiated the article where you were interviewed? 

� You contacted the newspaper 
� The newspaper contacted you  
� Other, please explain how 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 
 

In what way was the interview conducted? 

� Face to face interview 
� Telephone interview 
� By e-mail 
� Other, please explain how 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 
 

Were you informed that the information you provided would be published in the newspaper? 

� Yes 
� No 
� Don’t know 

Comments 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

Were you informed about the context in which your information would be published?  

� Yes 
� No 
� Don’t know 

Comments 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 
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Were you informed about the extent of the coverage your information could receive? 

� Yes 
� No 
� Don’t know 

Comments: 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

Is your name spelled correctly in the article? 

� Yes 
� No 
 
If no, please describe what’s incorrect : 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

Is other personal information about you in the article correct? 

� Yes 
� No 

 
If no, please describe what’s incorrect:-
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

Is the content of your comments rendered correctly? 

� Yes 
� No 
� Don’t know 

 
If no, please describe what’s incorrect or inaccurate: 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 
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Has the reporter left out information which you think is important? 

� Yes 
� No 
� Don’t know 

 
If yes, please describe what you think is missing: 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

Do you find other errors or inaccuracies in the article? 

� Yes 
� No 
� Don’t know 

 

If yes, please elaborate: 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

Do you think the reporter was well prepared for the interview? 

� Yes 
� No 
� Don’t know 

 

Do you think the reporter spent enough time interviewing? 

� Yes 
� No 
� Don’t know 

 

Were you offered to read through the article before it was published? 

� Yes 
� No 
� Don’t know 
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If no, did you request such a read through? 

� Yes 
� No 
� Don’t know 

 

Have you been interviewed by media over the last three years? 

� Yes 
� No 

If yes, approximately how many times?  

� 1-5 
� 5-10 
� 10-20 
� More than 20 

 

If you were to grade the quality of the newspaper on a scale from 1 to 5 where 5 is very good and 1 is 
very bad, what sort of grade would you give ________________________________________________________ (name of newspaper)?  

� 5  
� 4 
� 3  
� 2 
� 1 
� Don’t know 

Please explain why do you’ve given this grade? 
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

Which of the following age groups do you belong to? 

� 15-18 years 
� 18-30 years 
� 30-65 years 
� 65år + 
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Do you have any additional comments on the quality of the newspaper? 

_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________
_________________________________________________________________________________________________________________________________________________________________________________ 

 

You’ve been very helpful. Thanks for taking the time to answer my questions.  

End of conversation. 
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Chapter 5: Quality satisfaction survey 
It may be argued that nobody is more competent and 
better positioned to assess editorial quality than the 
newspaper’s own editorial staff. They know the 
newspaper’s inner life and are skilled to review journalistic 
craftsmanship and evaluate the editorial output from a 
professional point of view. This manual suggests a survey 
design for mapping quality satisfaction among newsroom 
staff. The measurement targets two quality areas:   

·  Quality in the editorial product 
·  Quality in the newsroom organisation 

Even though this kind of internal surveys may provide a lot 
of information about employee satisfaction in general it’s not a work environment survey. Questions 
regarding job satisfaction are intended as quality indicators and cannot replace a full work 
environment mapping. Instead, this section of the quality measurement toolbox may serve as a 
valuable supplement to a traditional work environment survey. 

Survey participantsSurvey participantsSurvey participantsSurvey participants    
One of the first and most important steps in the measurement process is deciding which sources to 
include in the survey. For example which organisational level would you like to cover – management, 
employee or both? And what about the various professions in the media organisation – is the survey 
restricted to editorial staff or do your measurement objectives reach beyond the newsroom to 
marketing departments, customer service etc? Furthermore – would you like the survey to cover 
typographers and other non-journalist professions in the newsroom as well as reporters, 
photographers, copy-editors etc? And what about freelancers – would you like to include them or 
restrict the measurement scope to the permanent newsroom staff?  

These are all relevant questions and the answers will be decisive for the questions asked in the 
survey. Our measurement design targets editorial staff and excludes staff from other departments in 
the organisation. In our pilot newspapers freelancers were invited to participate in the survey but 
some minimum affiliation requirements were initiated to exclude the most peripheral editorial 
contributors. We also made a distinction between freelancers and other respondents in our data 
material in the analysis of results, i.e. we asked respondents to specify if they were freelancers in the 
survey questionnaire. 

Conducting the survey Conducting the survey Conducting the survey Conducting the survey     
The measurement is based on a questionnaire covering a wide range of quality areas. The 
respondents are asked to grade the various quality areas with scores ranging from 1 to 5 where 5 is 
the top score and 1 is the lowest score. The questionnaire also contains several open ended 
questions to capture opinions and evaluations which are not covered by the predefined quality 
aspects.  In addition, respondents are invited to comment and elaborate on the scores in the 
questionnaire. This may result in a substantial amount of unstructured information in the 
subsequent data analysis. Even though the analysis of such material may be time consuming, it 
offers a unique opportunity to capture interesting aspects otherwise ignored by the predefined 

This chapter provides an 
introduction to measuring quality 
satisfaction among newsroom staff 
focusing on quality in the product 
and organisation. The chapter 
describes a newsroom survey 
design based on a predefined set of 
questions regarding core quality 
aspect. Key words: satisfaction satisfaction satisfaction satisfaction 
score, survey questionnaire, score, survey questionnaire, score, survey questionnaire, score, survey questionnaire, 
reminder,  SUMIF and other basic reminder,  SUMIF and other basic reminder,  SUMIF and other basic reminder,  SUMIF and other basic 
ExcelExcelExcelExcel----formulasformulasformulasformulas....        
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grading system. And you receive unmediated information, i.e. opinions expressed in the respondents 
own words. 
 
The survey doesn’t require any advanced software or other technological support. Questionnaires 
can be distributed and returned by post. Just make sure the contact details on your addressee list 
are updated. Incorrect and incomplete addresses may delay your data collection process – and 
signal sloppiness in research management. Also please pay close attention to anonymity in your 
survey. If you aim for high response figures and reliable information it’s imperative to build and 
maintain trust among respondents. It may be advisable to contact local research and data handling 
authorities to learn more about privacy and data security requirements and guidelines.  
 
In our pilot newspapers each respondent received a unique reference number with their 
questionnaire. The number was printed on the accompanying response envelope thus enabling the 
survey managers to keep track of respondents as the questionnaires were returned. The reference 
number was immediately registered and the envelopes disposed, whereas the completed 
questionnaires were stored separately to unable linking of respondents to questionnaires.   
 
The respondents were asked to return the questionnaires within two weeks upon reception.  Those 
who didn’t comply with this deadline received a reminder by e-mail and an extra week to return their 
questionnaires. The time allowed for completing and returning the questionnaire in the survey must 
be reviewed and decided on a case by case basis. Please note that work shifts, vacations, sick leaves 
etc. may affect the respondents’ motivation and opportunity to participate. Kicking off surveys 
during the peak holiday season allowing only a very restricted response time is obviously not an 
optimal solution. Even with highly motivated respondent everyday obstacles may seriously affect 
response figures. So make sure you’ve estimated sufficient time for distribution, response, reminders 
etc. when drawing the time line for your survey. 

QuestionnaireQuestionnaireQuestionnaireQuestionnaire    
In the following section we describe the survey questionnaire in more detail listing the targeted 
quality areas.  The list of questions can be extended and reduced. If you’d like to add questions, 
please make sure they’re clear and unambiguous. And that you’ll be able to draw sensible 
conclusions based on the information they’ll provide. 
 
The opening section of the questionnaire contains an introduction explaining the background and aim 
of the survey. This introduction should identify roles and responsibilities of those involved in the 
survey and clarify data security and privacy issues.  Also information about where and when the 
questionnaires should be returned ought to be clearly specified in this section. 
 
The introduction is followed by a set of questions related to the quality of the editorial product. 
Respondents are asked to grade the newspaper’s performance in a variety of areas. These areas are 
listed below. Please note that respondents are offered a “don’t know option” in addition to the grades 
ranging from 1 (lowest) to 5 (highest): 
 

·  Avoiding language errors 
·  Avoiding factual errors 
·  Avoiding presentation errors (photo, caption etc) 
·  Make a clear distinction between news and comment 
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·  Cover a wide range of different topics 
·  Report on important issues 
·  Cover sports 
·  Cover arts and entertainment  
·  Cover finance 
·  Cover politics 
·  Carry interesting feature stories 
·  Carry several sources  
·  Find new sources  
·  Focus on women 
·  Focus on children and youngsters 
·  Focus on elderly people 
·  Watch dogging people in power 
·  Carry enterprise stories 
·  Make a clear distinction between advertising and editorial content  
·  Resist pressure from advertisers  
·  Resist pressure from politicians and power groups 
·  Be attentive to readers’ interests 
·  Write in an interesting and appealing style   
·  Carry high quality photography 
·  Apply a creative and appealing layout 

 
To sum up these questions the respondent is asked to grade the newspaper as a whole and elaborate 
on key quality challenges and remedies for these.  
 
The next section is concerned with the management and routines of the newsroom. The quality 
assessment follows the same grading procedures as the previous section. Here are the quality areas 
listed for grading:  
 

·  Newsroom management performance in the following areas 
o planning of the working day 
o prioritisation of stories and focus areas 
o communication of goals and strategies for the newsroom 
o project management 
o including employees in decision-making processes 
o creating an open, including and cooperative atmosphere 

·  Employee autonomy in the work place 
·  Employee impact on the final product to the audience 
·  Management focus on improving staff competencies through training 
·  Coaching of employees 
·  Evaluation and feedback to employees 
·  Distribution of responsibilities in the newsroom 
·  Competencies in accordance with responsibilities in the newsroom 
·  Newsroom routines for handling tips from the public 
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·  Newsroom production flow 
·  Quality control in the production process 
·  Gender and age mix among the newsroom employees 
·  IT-tools and technological solutions for newsroom employees 
·  IT-support when IT-problems occur 
·  Access to information from archives and databases 
·  Access to tools for quality control 

 
In the pilot newspaper the questionnaires carried a third section aimed at self assessment, i.e. a set 
of questions regarding the respondents own competencies and performance. This did not provide a 
lot of significant information as responses had a heavy bias towards “middle of the road” scores 
which are clearly the least committing and controversial ones. Also the scores were generally more 
favourable than the scores in previous sections plus the lowest scores often occurred on the least 
controversial areas. This made us somewhat sceptical about the relevance and reliability of the 
results as quality indicators and we decided to refocus and redesign this section: Rather than asking 
the respondents to grade their own performance, we suggest they assess their colleagues. Here are a 
set of competencies and performance areas for such evaluation: 
   
How well does newsroom colleagues perform in the following areas: 

·  Creativity 
·  Collect tips 
·  Be updated on current news 
·  Find information on the internet 
·  Contribute to quality control 
·  Seek advise and assistance from colleagues 
·  Share knowledge and competencies with others 
·  Provide feedback to colleagues 
·  Cooperate with colleagues  
·  Meet deadlines 
·  Work efficiently 
·  Keep calm under pressure 
·  Be knowledgeable about press ethics and press law 
·  Be knowledgeable about the newspapers editorial goals and strategies 

 
In addition to these general competencies more specific ones can be added according to the different 
roles and responsibilities among the newsroom staff. For example questions regarding interview 
technique and writing skill for reporters and questions regarding quality control and editing for copy 
editors. 
 
For the final section of the questionnaire we suggest an open ended question to sum up and capture 
quality aspects which haven’t been covered in the previous sections. 

Registration and computation of survey data Registration and computation of survey data Registration and computation of survey data Registration and computation of survey data     
Unless you’ve built a tailored on-line survey application, the information from the questionnaires 
must be manually entered into a database for further computation and analysis. Again we lean on 
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Excel in the data analysis process and the registration pattern follows that of the accuracy survey 
among sources: Survey respondents are entered as rows in the spreadsheet. These are the units in 
our measurement. The survey questions (i.e. the variables) are indicated as columns. This is where 
the answers or grade from each respondent (i.e. the variable categories)are entered. A header row 
identifies the questions in each column. The scores are entered as they appear in the completed 
questionnaire – except “don’t know” answers which are entered as zero (0). 

When all the information from the questionnaires is entered into the spreadsheet please check the 
data for misentries and errors using the filter function of Excel (See chapter 2 for a detailed 
description).  When the data have been thoroughly quality controlled the real analysis can start. A 
key element in this process is calculating average scores for each question or quality area. However, 
average figures may conceal significant extremities in a material. So frequency distributions of the 
various scores for each question are also important when analysing results. 

In the following section we describe how average scores and frequency distributions can be 
calculated with the SUM IF function in Excel. Please note that this is not an exhaustive guide neither 
to these functionalities nor to Excel in general, but a short introduction to some key operations.  

For average scores we start by summarising all the scores for each question. Select the blank cell in 
the row below the cells that you want to sum. Click the AutoSum button on the Standard toolbar . A 
SUM formula will appear in the active cell. Press the Enter key to complete the entry. Instead of using 
the AutoSum button, you could type a SUM formula into the cell. The formula syntax is   
=SUM(number1, number2,...number3).=SUM(number1, number2,...number3).=SUM(number1, number2,...number3).=SUM(number1, number2,...number3).  

Fig. Fig. Fig. Fig. 6 Summarising scores6 Summarising scores6 Summarising scores6 Summarising scores�

 

The SUM formula can be copied to the other variable columns by clicking and dragging the lower right 
corner of the formula cell. When scores have been summarised for every column we move one cell 
down and enter the total number of respondents or units in the survey. This figure is also copied 
horizontally to match the SUM formula cells.  

Average score are calculated for each question by dividing total scores by the total number of 
respondents. PPPPlease note that figures need to be adjusted according to the number of “don’t lease note that figures need to be adjusted according to the number of “don’t lease note that figures need to be adjusted according to the number of “don’t lease note that figures need to be adjusted according to the number of “don’t 
know”know”know”know”----answers which are entered with the score zero in the database. Otherwise average answers which are entered with the score zero in the database. Otherwise average answers which are entered with the score zero in the database. Otherwise average answers which are entered with the score zero in the database. Otherwise average 
scores will be too low.scores will be too low.scores will be too low.scores will be too low. This correction is accomplished by simply subtracting the total number of 
zeros from the total number of respondents for each question. 

Frequency distributions for the various scores for each question are calculated with another formula 
in Excel. We now want to calculate the total for cells that meet a specific criterion, i.e. the total of cells 
containing the score 5, 4, 3 etc. This is accomplished with the SUMIF formula. First select the cell in 
which you want to see the total. Type an equal sign (====) to start the formula. Type: SUMIF( SUMIF( SUMIF( SUMIF( and select 
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the cells that contain the values to check for the criterion, for example rows A2:A30. Type a comma 
and the criterion, for example the score 5. Complete the formula with )))) and hit the Enter key to 
complete the entry. You’ve now calculated the total for the score 5 for the question indicated in rows 
A2 to A30. If you want to calculate the total for score 4, replace 5 with 4 in the formula. Follow the 
same procedure to calculate totals for all the scores for each question. The formula can be copied 
with the click and drag procedure described above to complete the frequency distributions for each 
question.  

The results can be presented in a number of ways – in tables, in per cent, as graphs etc. For those 
who would like to know more about these possibilities we recommend a more elaborate Excel user 
manual. Also the Help function in Excel may provide some useful tips and input on this.  
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Chapter 6: Mapping of newsroom resources 
 

To contextualise the quality measurement results and 
facilitate benchmarking of results between newsrooms, you 
may want to map the resources and editorial production 
preconditions behind the results. Some of this information 
can be obtained in a content analysis, for example the 
advertising to editorial content ratio. In addition we’ve 

developed a small guide to interviews with newsroom managers about resources etc. The 
interviews can be conducted on a face to face basis, by phone, e-mail or regular mail. Our 
suggestion contains the following topics and questions.  
 
AudienceAudienceAudienceAudience    

·  Newspaper circulation figures? 
·  Readership figures? 

 
EmployeesEmployeesEmployeesEmployees    

·  The number of employees in permanents positions? 
·  The number of employees with the following positions? 

o Reporters 
o Photographers 
o Copy-editors 
o Managers 

·  The number of issues per newsroom employee (circulation divided by number of 
employees)? 

·  The number of citizens per newsroom employee? 
·  Average age among newsroom employees? 
·  Gender distribution among newsroom employees?  

    
TrainingTrainingTrainingTraining    

·  Annual training budget for newsroom staff (percentage of total newsroom budget)? 
·  Training and development plan for newsroom staff? 

    
FreelancersFreelancersFreelancersFreelancers    

·  Annual freelance budget (percentage of total newsroom budget)? 
 
News holeNews holeNews holeNews hole    

·  Does the newspaper carry wire stories? 
·  If so - annual budget for wire services (percentage of total newsroom budget)? 
·  Average number of editorial pages on an annual basis? 
·  Average editorial to advertising ratio? 

    
    
    

This chapter is concerned with 
resource mapping as an integral 
part of quality measurement 
and presents some core areas 
of interest for such mapping.     
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Management toolsManagement toolsManagement toolsManagement tools    
·  Does the newspaper have  

o an editorial or journalistic program or similar document describing the overall 
editorial goals? 

o Ethical guidelines? 
o Language and/or writing style guidelines? 
o Design and layout guidelines? 

·  Does the newspaper conduct regular readership surveys? 
 
Editorial or journalistic awardsEditorial or journalistic awardsEditorial or journalistic awardsEditorial or journalistic awards    

·  Has the newspaper participated in any journalistic competitions during the last 12 
months? 

·  If yes – did the newspaper win any awards? 
·  If yes – which? 

    
Product developmentProduct developmentProduct developmentProduct development    

·  Have there been any apparent changes to the newspaper product during the last 12 
months? 

·  If – so what sort of changes? 
 
The information from these questions does not require any advanced analysis tools or processes. 
Hence elaborate analysis descriptions are quite superfluous in this chapter. Just make sure your 
information is treated with accuracy to secure quality even in this part of your quality measurement. 
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