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Introduction

Thisis amanual for quality measurement in the press. It contains a toolboxwith standardised
methods for measuring quality in some key editorial areas. The purpose of this handbook isto
demonstrate howa measuring regime can be established and developed in your own newsroomto
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 moretargeted and effective quality enhancement effortsin 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 Gouncil for Applied Media Research as well as the two national media conglomerates A
pressen and Qkla Media (now Edda Media) . The measuring methods presented in this manual have
been tested in two pilot newspapers, @tlandets Blad and Sarpsborg Arbeiderblad - both Norwegian
local newspapers.

This booklet presents a variety of measurement areas and methods. Theideaisto provide you with
ameasurement 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 atextbook in statistics or research methodology.
Nor is it adetailed introduction to Excel which is the computer programwe rely on for the various
measurement approaches. Some basic Excel knowledge is an advantage when divingintothis
manual. @herwise the manual does not require any particular skills or competencies fromthe
reader. However, a certain interest in numbers and systematic handling of quantitative datais
probably an advantage.

The manual was initially developed for newspapers and is based on a standard
measurement design applied in the two pilot newspapers. The methods described here are
alsorelevant for other media types, though, and can be adjusted to accommodate other
information needs. The manual starts with someinitial clarifications on the concept of editorial
quality and measurement. And some input on what to consider before initiating at measurement
project. | refer tothis as the basic rules for measurement. Fromthis we move ontothe various
measurement areas and describe in detail how measurement regimes can be established.

Fredrikstad, May 2007

Ragnhild Kr. Qsen






Chapter 1: The concept of editorial quality and
measurement

Howwell does your media organisation performin terms of editorial quality? Doyou 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 awider variety of sources and angels?
Have organisational structures and newsroomresources 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 somuch easier to
target quality challenges and set goals for quality development - and provide documentation of
your quality enhancements. But can editorial quality be counted? Gan such acomplexand
subjective concept be captured in figures and presented in charts? The answer is both yes and no.
Quality injournalismis unarguably both multifaceted and relative in its nature and could be
approached froma 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 bath can be and probably should be counted and
audited. This requires a clear definition of the normative platform fromwhich we conduct our
quality assessment. Defining editorial quality based on market sharesis a very different approach
todefining editorial quality based on a social responsibility model and the democratic role of the
press.

Thetoolbox for editorial quality measurement presented in this manual takesits cueformthe 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
inthe everyday newsroom production. It’s neither an alternative nor a competitor tothe many well
established press evaluation institutions such as journalistic anards or media councils. Rather it'sa
tool for evaluating the day to day journalismwhich falls between the high end and lowend of the
quality scale.

Themeasurement concept covers key quality elements related tothe editorial product, the
journalistic method and the editorial organisation. In addition to evaluating quality fromageneral
perspective, we have integrated quality assessments by key stakeholder groups as an additional
measurement aspect. These stakeholder groups are journalistic sources and newsroomstaff. An
additional perspective of audience satisfactionis integrated in a separate manual as thisis based on
qualitative rather than quantitative quality evaluation methods.



The toolbox for quality measurement

Qur toolbox targets seven measurement areas:
Qontent mix
Sources
Presentation
Precision
Quality satisfaction among newsroom staff
Quality satisfaction among sources
Resources

Gontent mix— maps the media content prafile focusing on topics; geography; genre; slant etc:

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

\\hat is the geographic profile of the content? Howmuch coverageis devoted tolocal,
national and international issues and howwell does the mix correspond with the reach
and audience mix of the media organisation?

\hat 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 howmuch coverage is Spot news or non-enterprise stories?
How much coverage has an explicit watchdog approach and represents the interests of
the powerless as opposedtothe interests of those in power?

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. howmany 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?
\Whichroles 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 totwo or more sources and how many stories are
none or one source only?

How many sources are unidentified or anonymous?



Presentation — maps various elements of visual presentation
- Howis the distribution of short articles compared tolong?
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 comparetotext?
Howis the distribution of different photo motifs?

Precision — measures number of errors:
- How many errors in the published product?

How many errors inthe journalists’ manuscripts?
\\hat type of errors dominate and how serious are they?
Whereinthe articledoerrors occur?
What is the average number of errors per article; per page; per issue?
Howis the number of errors distributed among newsroom departments or individualsin
the newsroom?

Quality satisfaction among newsroom staff — mapping of employee satisfaction with quality in
the editorial product and newsroom organisation and management.

Quality satisfaction among sources — mapping of source satisfaction with journalistic accuracy
and professionalism.

Resources —documentation of editorial production preconditions such as news hole, number of
employees, budgets, audience base etc.

These seven areas accommodat e 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. Ancther key
requirement is that it makes sense to count them. Just asthere areinteresting 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.

Wewill apply different methodologies to measure these seven areas:

: To measure content mix, sources and presentation we'll apply content analysis.
Tomeasure precision we'll apply a variation of content analysis referred toas error
measurement.

Tomeasure quality satisfaction among newsroom staff we'll apply a postal survey
methodology

Tomeasure quality satisfaction among sources we'll apply a survey methodology
based on telephone interviews.

Tomeasure editorial resources we'll apply interviewmethodology based on face toface
or telephone interviews with one or two key information sources.



The only software required for these measurements is Excel which should be accessible as
standard software on computers in most newsrooms. Qur aim has been tofacilitate both small
scale and large scale measurement regimes with fairly easy access methods and equipment. That
is not to say that getting to knowand working with the toolbox doesn't require investment of time
and resources. @llecting, structuring, analysing and presenting information is time consuming—
whether it is part of athorough journalistic process or a quality measurement.

Srme 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 valueto
such a quality audit. However, its’ important to be realistic about the time and resources you're
willingtoinvest in the actual measurements and following up of the results. It’s often better to
focus on afewquality 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.
A the sametime your measurement focus needs to be broad enough to capture the really
interesting aspects of your editorial quality profile.

Henceit's imperative to think through what your knomMedge needs really are, what sort of
resources you can invest in the measurement and last but not least howthe results should be
presented and followed up in the news room. Measurement without a follow up strategy will often
seempointless - particularly to those who've been measured. Folloning up on results implies both
concrete quality enhancement projects in the newsroom and new measurements to map the effect
of those projects. Gten the subsequent follow up measurements provide the most interesting
results.

Before initiating the measurement it is alsoimportant tothink through howthe measurement
project should be introduced in the newsroomto create internal support for the initiative. Being
subject toaquality assessment carbe athreatening experience to some and create insecurity
among colleagues; particularly if measurements are carried out on anindividual level. Thereforeit’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 exampleit would be a bad idea to inform newsroom
members about forthcoming dates for error measurement as this may motivate reporters and
otherstobe morediligent in their quality control efforts than they'd normally be; thus affectingthe
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 newand relevant. And don't forget to focus on positive results. Negative
results and negative news have alot in common. They're often in abundance and wetendto
highlight themas the most important ones. If measurement results are really depressing, it's even
more important tolay themon your colleagues in an environment that feels safe and stimulate an
open debate on the quality challenges and howto approach them and improve resullts.
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In sumthis adds up tofive basic rules for measurement:

Don’t measure everything

nsider a long term perspective in your measurement
Be transparent about the measurement

Focus on positive as well as negative results

Follow up measurement results

11
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Chapter 2: Content analysis of content mix, sources and
presentation

Dversity, variety and balance are core values of editorial
quality. As media practitioners we aimfor theideal content
mix—the editorial blend which matches information and
entertainment, soft news and hard news, which balance
short articles and longarticles, pictures andtext - and allow
amultitude of topics and perspectives to be voiced and

This chapter is concerned with
quality measurement inthe
editorial product based onthree
quality areas: content mix,
sources and presentation. The

chaptgr d%gnb% the process of proportionally representedin our columns. FFomthe

e”(?pp'.r;? an Of'?sses& ng y%lfjr perspective of evaluation this calls for athorough mapping
itorial profi epy means of content mix, sources and presentation inthe editorial

CRTIEA an?1y5|s methodology product. Such mapping can be carried out by means of

Key words: sampling, units, quantitative content analysis. This method is based on a

variables, variable categories, gy termatic regjstration of editorial content accordingto

coding and pivots tables. predefines definitions and guidelines. The analysis provides

astructured content overview based on categorisation and quantification of core quality aspects
which allowus toidentify underlying patterns inthe content profile and changes tothis 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 intext 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 analysisis not as clear-cut asit may seemat first
sight. Gten qualitative assessments will be integrated in the quantitative analysis. Take for instance
categorisation of stories according totopic which often implies choosing between several relevant
topics. Anews story on government taking action against illegal immigration could both be labelled
palitics, crime, and social problems —maybe even foreign affairsif the story involves international
cooperation. In such cases we need clear guidelines defining how such stories should be categorised.
Through such a control systemwe reduce the impact of theindividual onthe registration and
enhance objectivity. We do not completely eliminate subjectivity, though. Such arestriction would
have reduced the content analysis toatally of single words, column inches or other unambiguous
elements. Rather we strive for inter subjectivity in our registration efforts to securereliable analysis
results.

The analysis material

Which aspects of content mix, sources and presentation would you like toinvestigate? This key
guestion needs to be answered before going ahead with any sort of content measurement. Areyou
interested in content mixin a certain section of your newspaper? Q the number and type of sources
inthe coverage of one particular story? Would you like the analysis to be carried out continuously? O
focus on a selection of issues fromone particular time period? These questions are all decisive for
the size and character of your analysis material, i.e howmuch and what sort of content tomeasure.

This manual describes a framework for mapping the editorial profile of a newspaper based on a
selection or sample of issues froma “normal” period of the year. The sampling principles can
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be applied to other media types as well, but in the following we'll refer to newspaper issues,
pages, articles etc.

Weaimfor arepresentative sample of newspapers. Sowe need toidentify and avoid potential
sources of bias in our analysis material. Aselection strategy which accommodates this requirement
is the constructed week sampling. This method reproduces the cyclic editing pattern and content mix
of anewspaper 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 aweekly
production cycle of sixissues a constructed week selection could be drawn by picking the Monday
issue fromone week, the Tuesday issue of the subsequent week, the \ednesday issue fromthe third
week and so on. Following this principle over a period of 12 weeks we aggregate an analysis material
of two constructed weeks which allowfor rather detailed analyses of high statistical relevance.

W\& 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 toinclude
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 sizeand quality of theresults, indicates that 12 issues will get you far interms of an overall
viewof the newspaper production. Even sixissues can provide sufficient data for anin-depth
analysis of content profile.

Acontent analysis can be based on thetotal newspaper, i.e. both editorial and non-editorial content -
or onaselection of content. This manual focuses on editorial content only. This meanswe're
excluding all ads, listings and service information, comic strips and other visual or textual material
without ajournalistic origin or format. Ads are defined as paid media content. This alsoincludes the
newspapers own promotion adds and free adds. Logo, banners, headers, footers etc. are also defined
as non-editorial content and excluded fromthe analysis material.

Registration

Theregistration and categorisation of content are core aspects of the content analysis. This process
is oftenreferred 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 onthe
single article as the coding unit. An articled is defined as an independent text with aheadline.
Furthermore the article must be distinguishable both in terms of content and layout. Both small
paragraphs and larger reportage are defined as articles. Fictures, drawings, graphics etc. witha
title but little or no additional text are defined as independent articles and registered as separate
coding units.

Aticle side bars, pull out information, teasers etc. are not defined as separate articles inthis
measurement design. Neither is reportage elements sectioned as separatetext 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 instancethat you're
interested in mapping top down versus bottom up perspectives inthe content, i.e. whether a story
has a biasin 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 animportant aspect of analysis preparation: Aways think
through your definitions and howthey 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 andtopic 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. VAhen articles are coded we decide which sub-category they belong to under each
variable.

Qur measurement systemis based on counting the number of articles registered under each
variable category. Another approach isto 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 thefull article. Thisimplies
that counting articles provides just as much information as aggregated column inch volumein
terms of deciding howmuch content the reader actually digests. Sill article size should not be
ignored in the measurement as it is a significant indicator of newsroom priorities. Thereforewe've
included articles size as a separate variable in the content analysis (se next chapter for alist of
variables and categories). This enables us to compare for example the number of large article on
one subject with anather subject and draw conclusions on editorial prioritisation based on this.

Qur codingtool is Excel where each coding unit is entered as a separate rowin a spreadsheet, i.e.
they are horizontally organised. The variables are indicated along the columns inthe spreadsheet,
i.e. they are vertically organised. The variable names are entered in the column header rowon top
of the spreadsheet.

Hg. 1 Rows and colurmns in the Excel spreadsheet

Articles, ie. units, N 4 4 V
are entered —> Variable
horisontally as categories are
rows| entered
vertically as
columns
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List of variables and categories

Inthefallowing section we've listed variables for measuring content mix, presentation and sources.
These arethe variables tested in the pilot newspaper measurements. Thelist is long but not
exhaustive. It probably never can be. As you start working with these measurement tools you may
want toextendthelist 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 consideringwhich
measurement elements toinclude in your analysis. Qur list of variables belowstarts with content mix
and presentation variables before moving onto sources. We've alsoincluded some variables
describing publication information such as date, page etc. and some support variables for the
subsequent statistical analysis of our registrations.

SoyID

Qupplement

Section

Qigin

Bvery articleis provided with anidentification number. This number is enteredin
the Excel spreadsheet and marked on the hard copy article or coding unit. The ID
number is a numeric categorisation, i.e. thefirst coding unit is entered as number
1, the second as number 2 and so on. The IDnumber is asupport variable which
makes it easier totrace and returntothe original article after the coding has been

completed.

Date of publication, i.e. the date when the article or coding unit was published.
Page number, i.e. the page where the article was published.

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

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”.
Smilarly if the header reads “Gulture”, the articleis labelled “Culture’.

Indicates where, howand by whomthe article was produced. We've used the
following categories:

Saff

Press release
Wre

Qher media
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Qigin cont. Reader/guest writer
Lhidentifiable
Fease see section on sources belowfor a distinction between origin and source.
Sze Indicates the article size. The categorisationis based onthetotal page area
covered by the article, i.e. headline; lead; body copy; photo and/or graphics etc.
W\&'ve used the folloning categories::
Paragraph: Less than 80 cn, without lead and by-line
Small article: 80 cn - 240 cn
Mediumssize article: 241 cn’ - 490 e’
Large article: More than 490 cn
Genre Indicates article genre. We've used the following categories:
Sraight news article
News reportage
Background/analysis
Feature
Portrait/profile
Editorial/ Gmmentary
Debate/Letters tothe editor
@lumn
Review
QA Inquiry
Gher

17



Enterprise

Topic and
sub-topics

Indicates level of journalistic enterprise, i.e. whether the story appears tobe based
onaninitiative fromthe newspapers own reporter or not. Suggested categories:

ot news
Enterprise
Not identifiable

Enterpriseis an interesting but complicated variable. It's often challengingto
decide thejournalistic efforts and initiative behind a story unlessthe story is
explicitly labelled “Exclusive” or similar. Agood 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.

This variableindicates the theme or topic of the article. The list of categories and
sub-categories can be defined and refined in alot of ways. Hereis our suggestion.

Topic refers tothe main or overall theme; whereas sub-topicis amore detailed or
fine-tuned topic reference. Not all articles are categorised according to sub-topic
but topic registrationis compulsory.

Topic Qub-topic
Soorts : nsecutive registration of event or
branch. No predefined categories
Ats/culture/ entertainment : Qnsecutive registration of event or
branch. No predefined categories
Media, PR marketing : Media development/ policies/ palitics
: Marketingand PR
Qlebrities/royalties
Lifestyle - House and garden
: Food
Travel
Fashion
Hobbies
Qher
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Topic

Gonsumer

Family life/sex

Police/ crime/legal

Accidents

Politics and administration

Demonstrations

Hnance/commerce

Farming/fishing
Energy
Technology

Real estate market

Macro economy

Qub-topic

19

Personal economy
Health
Gadgets/products
Qher

X

Marriage
Raising children
Qher

Msdemeanour
Serious crime
Qurt

Qher

National palitics/ administration
Local palitics/ administration
Qher

Sock exchange
Mergers/acquisitions
Management

Bankruptcy/closing down
Qpenings/newbusiness

Results

Products (not consumer oriented)
Qher



Topic

Employer/employee

Environment/nature

(hild care/education

Stience

Health care

Social issues
Personal rights
Humanitarian work
Religion/church
QGelebration/event
Local environment
Quriosa
Immigration
Gmmunication/traffic

Military/defence

International cooperation

International crises
War/terror

Gher

Qub-topic

20

Employment
Wages

Lhions

Working conditions
Qher

Kindergarten/pre-school
Basic education

Hgher education

Qher



Amateur

Gomment

Geographic

focus

Watchdog
approach

Reading
entry points

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

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

Ashort summary of the core content of the article. 5-10 words.
Indicates the geographic focus in the article. Suggested categories:

Super-local
Local
Regional
National
International

Indicates level of watch dogginginthe article, i.e. whether the article represents
therights andinterests of thelittle man against the establishment and power
holders for instance by revealing mistakes; mismanagement; abuse of power etc.

Watchdog articles are entered with YESin this cell.
Indicates the number of reading entry pointsinthe article.

Reading entry points are defined as visual elements aimed at aiding the reader in
enteringand navigatinginthe articletext, 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 graphicis 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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Sze of photo

Number of
photos

Photo/text
coherence

Indicates theratio of photo(s) and/or art totext inthe article. For each articlewe
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 half: Photo/art constitutes less than half the article area.
Half: Photo/art constitutes approximately half the article.

More than half: Photo/art constitutes more than half the article.
Whole: The article contains notext apart fromheadline and caption.

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

Numerical registration of photo/art in each article.

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

Indicates howwell headline and photo/art communicate according tothe folloning
categories:

\ery good coherence: Reciprocally supportive relationship between art and
headline content. For example in the sports section: “Sneaty win for our lads”™
headline followed by photo of really sweaty players celebratinga soccer match

victory.

Good coherence: At and headline referring tothe same phenomenon but not
communicating directly with each other. For example the above mentioned
“Sneaty win for our lads™-headline followed by photo of one of the goals without
any visual referenceto sweatiness.

Mediocre coherence: At and headline referring to phenomenawhich are not
immediately related. For example the “Sieaty win for our lads™-headline followed
by a portrait of the teammanager in suit andtie.

Bad coherence: At and headline carrying contradictory messages without adding
explanatory value through contrast. For example the “Sneaty 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 motif Indicates content or subject in photo/art accordingtothe folloning categories:

Aranged portrait: Ficture of individual in a posing context, i.e. not portrayedina
natural situation such as a conversation or other active modes.

Action portrait: Fcture of individual in a non-posing context.
Aranged group or meeting picture: Ficture of several peopleinaposing context.

Action group or meeting picture: Ficture of several peopleinanon-pasing
context, i.e.inanatural interaction mode.

Buildings/ cars/boats
Landscape
Pointing pictures— posing subject holding or pointing at something.

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

Sources

Ay source registration requires a clear definition of the concept of sources. In our understanding the
term*“source” refers to an information source quoted or referredtoinan article. Thisrefersto people
who've begricontacted by the media for information and people who've actively corrtactedmedia
withinformation. However, sources alsoinclude organisations, documents and other media.

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

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

“Bxraordinary weather for this time of the year” is the metrological verdict fromMs X

Accordingto Mrs Xthe weather is extraordinary for this time of the year.

It’simportant to make a clear distinction between origin and source. If for instance an articlerefersto
asecondary source quoted in another mediumwe have to decide whether the secondary source, the

mediumor both should be registered as sources. The decision must be guided by your measurement

objectives. In our analysis design the secondary sourceis registered as source whereas the medium

quotingthe sourceis registered as origin. If the quoted medium doesn't refer toany other sources,
the mediumis registered as source. In addition we've made a registration of "Gher media”’ under the
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variable“Qigin”, thus enabling us toidentify all articles originating fromother media under this
variable.

Qur 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 occurringin 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 only".

The main sourceis defined as the key information source inthe 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 inthetext. In such cases we've applied a
specific coding category labelled “Several sources, no main source” and registered all sourcesinthe
articleas equal entities. These sources are labelled “multiple sources”, acategory 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 registeredin each article. The
number of subordinate sources per article could be as many as youlike. Thisis facilitated by applying
asecond registration level in the coding structure which basically means we're enteringan article as
more than one single rowin the spread sheet. We're thus changing analysis focus from counting
articles to counting 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. Inthefirst registration rowwe enter all relevant information about the main source and
thefirst of the two “multiple sources”. Inthis rowwe also enter YESin a designated column for the
support variable “Initial registration”. \e're nowon registration level 1. Qur next stepistoduplicate
thefirst registration rowand add it as a second registration rowright belowthefirst one. Thisis
achieved by simple copy paste manoeuvres. \We've nowmoved ontoregistration level 2. In thisrow
the column cell indicating the “Initial registration” variable should be empty, i.e. thisis not theinitial
registration of the article. e also need to updat e 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 sourceinthe article we simply
repeat the duplication process: copy pastethe previous registration row, make sure the “Initial
registration” cell is empty and that information about the “multiple source” is matchingthe third
subordinate source. This process can be repeated until all sources inthe article areregistered 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 inthefood section or avet in
apet column. Such articles will appear without sourcein 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 inidentical roles (for example pupils interviewed on a school trip or weekend shoppers interviewedin
the mall) it can be argued that they belong to the same group and voice the same interests. Hence they canbe 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, Indicates which sexthe main source belongs to accordingtothe folloming
gender categories:

Female

Male

Lhidentifiable (for example document sources and anonymous Sources).

Several sources, no main source (in case of multiple sources with equally
prominent positions as information providersinthetext).

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.

Mainsource,age  Indicates which age group the main source belongs to accordingtothe
following categories:

Children and youth 0-18 years

Young adults 18-30 years

Gown ups 30-65 years

Hderly 65 years+

Uhidentifiable (for example document sources and anonymous Sources).

Several sources, no main source (in case of multiple sources with equally
prominent positions as information providersinthetext).

If the article doesn't have source, the cell isleft empty.

Deciding which age group the source belongs to can be quite difficult. Toavoid
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 youwant toexceed such restrictions you'll need
specific age related information about the sourceinthe actual text tobe able
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Main source, civic
section

tomakethe correct categorisations. \bcational information is particularly
valuableinthis 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. Unlesstheageis clearly statedinthearticleit can be virtually
impossibly to decide whether asourceis 29 years old and belongs tothe
Young adults-group or 31 year and belonging tothe Grown ups-group.
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,
therdlelist probably needs adjustment accordingto civic structures on
national or local level:

If the article doesn't have a source or there’s no apparent main sourcethe cell
isleft empty:

Political life

Gmmerce and finance
NG

Health care

Education

Qulture, art, entertainment
Sorts

Church and religious life
Sience

Police and courts

Safety and defence
Information and marketing
Average people, source without portfolio

Qher people sources
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Main source, civic
section cont.

Main source, level

Main source,
ethnicity

Document sources

Media
QGher

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

Top level: Leaders and expertsin any field and walk of life.

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

Qassroot level: Qdinary people, sources without a portfalio.

If the article doesn't have a source or there’s no apparent main source, the
cellisleft empty.

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

W\é suggest the following categories for source ethnicity:

Dominant: The source belongs tothe dominant ethnic group. In Norway this
means Norwegians with Norwegian parents.

Minority: The source belongs toaminority ethnic group.
Qher: For exampletourist or visitors fromanother country
Lhidentifiable (for example document sources and anonymous Sources)

The categorisation is based on an assessment of sourceinformationinthe
actual article such as national background, name and phato.

Hease note that this categorisation can be challenging just as the concept of
ethnicity and cultural identification isin itself very complicated. However,
based on the democratic ideal of the media and their overall responsihility to
mirror and voice different societal groups andinterests the ethnicity variable
isindeed an interesting one. And potentially a variable of groningimportance
inour increasingly multicultural societies.
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Initial registration  Support variable indicating registration level (see previous section on

Multiple

source(s), gender

Multiple
source(s), age

Multiple
source(s), civic
section

Multiple
source(s), level

Multiple
source(s),
ethnicity

Total number of
sources

sources)

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

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

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

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

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

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

ontrol variable. Numeric registration of total number of sources in each
article. The sumof 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 followthe same variable and category pattern as sources, i.e.
gender; age; ethnicity; civic section and level. The coding structureis described in the fallowing

section:

Gender in photo

Indicates the gender representation in photo(s) accordingtothe folloning
categories:

Wbman/women
Man/men
Both sexes

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

Agein photo* Indicates which age group the person(s) inthe photo(s) belong(s) to. The
categories followthe same pattern as “Main source, age’”:

Children and youth 0-18 years
Young adults 18-30 years
Gown ups 30-65 years
Hderly 65 years+

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

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

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

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

Bhnicity in Sameregistration pattern as “Main source, ethnicity”. If the article doesn't
photo* carry any photographs the cell is left empty. Aticles with pictures of
buildings, landscapes etc. are entered as Unidentifiable/irrelevant.

*Toavoid an overly complicated coding structure our analysis design only allows one registration of
age; civic section; level and ethnicity of peoplein photos perarticle. This means photos with people
of several age groups, ethnic groups etc represent a particular coding challenge. We've solved this by
registering the /mainage 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 betointegrate one
or several additional variable registration for each of the above mentioned characteristics, i.e. agein
photo 1, agein photo 2, agein photo 3, civic sectionin photo 1, civic section in photo 2, civic section
inphoto 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 freeto add, adjust and redefine both variables and categories according
toyou 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 tomeasure.
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Aso please make sure the variables meet the requirements of objective measurement. Thereis alot
of interesting quality aspects in editorial content which are so subjective that defining variables and
categories for consistent registration of these elementsis 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:

MBake sure your categories are mutually exclusive.

Make sureyour list of categories is exhaustive. If it’simpossible to cover every aspect of
your variable, always add an “other” category for aspects which doesn't fit intoany other
category.

Test your coding categories. If there’s a considerable amount of registrationsin”other”
categories you may havetoreviewyour coding structure and add supplementary
categories. If there are categories with fewor 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 ahigher level of detail after
your codingis completed.

Think ahead when defining variables and categories. Is this aspect somethingyou'd like
totrackinthefuture? If so, categories must be consistent over time for comparative
results.

Aways write down your definitions in a code book and make a note of howyou deal with
borderline cases challenging your coding structure. They're likely toreappear in your
coding process. Never trust your memory tokeep record of howthese cases of doubt
weretreated in previous encounters.

If possible involve several coders in acodingtest to securereliability.

Analysing your data

When all your material is registered or coded in an Excel spreadsheet you're ready for the next step:
Thedata processing and analysis. V\& use the pivot function of Excel for this. The basic principles for
thiskind of analysis are presented in the following sections. Fease note that this guide to pivot
based data processingis not exhaustive. Rather it’s a starting point and an aide to self-tuitionwhich
requires complimentary practical training on your computer. It may be agoodideatosit by the
computer with an opened spreadsheet when divingintothe 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 stepis therather
tedious process of coding quality contral, i.e. going through your registrations toidentify and remove
errors and misentries. The autofilter function of Excel is excellent for this purpose. You activate the
filters by positioningthe cell pointer in the header rowof your Excel spreadsheet. Gotomenu Deta-
Flter-AutoRlter. Qick any columns drop-down list button (thelittle arrowhead in each header cell) to
openalist box containingall the entries made in that column. You'll easily detect any error entriesin
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thelist of categories, for example misspelled category names. If you come across such errors, the
autofilter allows you toselect only these records for correction and hide everything elseinthe
database.

When you've completed thefiltering of each column and removed all error entries, the Excel
spreadsheet is ready for further analysis. The statistical analyses of the content analysis arerarely
complicated. Frequency distributions of key variables will get you alongway. This allows youto see
how many units or articles you have in each category for each variable. For the article origin variable
afregquency distribution will reveal howmany articles are produced by own staff comparedtothe
number of articles based on press releases, wire material and other media in your material.
Frequency distributions can easily be generated with the pivat function”. The Pivot Table Wizard will
guide you through this process. Hrst position your pointer in a cell with content in your spreadsheet,
i.e. not anempty cell. Gto menu Data-Avot Chart Report which activates thethree stepwizard (fig
2). Inthefirst dialog box, choose “Mcrosoft Excel list or database” and “Pivat Table”, and click “Next”.

Hg. 2 The pivot wizard

Excel nowautomatically suggests a range of datafor your analysis including headers toyour
variable columns. The rangeis indicated on step two of the pivot table wizard. Check the suggested
range and accept by clicking “Next” (fig 3).

2 Gher Excel functions and approaches can also be applied but this analysisis based on pivot tables.
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Hg. 3 ldentifying data material for analysis

Thethird dialog box should look similar to below. Select "Newworksheet” and "Finish” to create your
pivot table.

Hg 4 Deciding where to put the pivot table

Excel will now open a new spreadsheet with an empty pivot table outlinedin blueand a
complimentary list of all the column headings (variables) fromthe original spreadsheet. (seefig5).
The column headings can be dragged and dropped in the empty pivot tableto createthe desired
layout of your table. Smilarly the column headings can be removed by draggingthemanywhere
outside thetable. The different fields of the pivot table have different functions. Therowfieldtothe
left will present variables horizontally as rows inthe pivat table, whereas the column field will present
your variables vertically as columns. The data field in between will be the summary datawhichis
reportedinside the rows and columns of the pivot table. Sothis field must contain at least one
variable. This variable must be registeredin all units in your data material, for example IDnumber or
date as all articles should be registered with an IDnumber and a publishing date.

When dragging and dropping variables to the data field and the rowfield and/or column field Excel
always makes the pivot table performa mathematics function, generally adding or counting what
is placed inthe datafield. Flease note that numeric fields such as IDnumber will default to Sum
and non-numeric fields will default to Gount 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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Hg. 5 ldentifying data material for analysis

-
List of
column
T headings,
i.e
The empty )
pivot table variables

The pagefield over the columnfield is used tofilter the rowand column data for a particular pagefield
value. Adropdown menuwill 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 onlevel 1
by activatingthisfilter function in the Pagefield. Dragand drop the Initial registration variable from
your variablelist into the Page field and select “Yes” on the drop down menu (or any other word or
letter you may have picked as anindicator of registrationlevell, i.e. Y, Xor similar). You've now
filtered all the registrations onregistration level 1 intoyour summary database, whereas the
duplications onlevel 2 are kept outside your material.

You can now start building your frequency distribution table. Just double click the variable you'd like
toexamine fromthe variable list. The variable will now automatically move fromthelist into the pivot
table under the “Gunt of...”cell, i.e. the rowfield, and the frequency distribution for that specific
variable will appear. Let’s say you double click the “Sze” variable. Alist showing the number of
paragraphs, small articles, mediumsize articles and large articles in your data material will now
appear inyour 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 inthe pivot table, for example change the default
sorting of data, by usingthe regular Data, Sort function in Excel. You may alsowant tocarry out the
editingand adjustments ina copy of your original table. This is easily accomplished by copyingand
pasting the frequency distribution data fromthe original pivot tabletoa suitable positionin your
spreadsheet.

You can cross tabulate variables in your pivot table by making use of both the rowand column fields
of thetable. Let’s say you'd like toinvestigate the number of large articles with alocal perspectivein
your data material. The size variableis already entered. Nowadd the “Geographic focus” variable into
the column field of your pivot table and a cross tabulation of the two variables will appear.
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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-squaretest is agoodtest 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

Brors and inaccuracies harmmedia credibility.
Accordingtoresearch onreaders’ trust, even seemingly
small errors undermine public confidence inthe press.
Andasfar asthepublicis concerned, thereis no excuse
for errors. Soerror measurement is arguablea
significant element in a quality measurement tool box.
W& have designed a concept for tracking both published
and unpublished errors, i.e. both errorsin printed
articles and errors occurringin the reporters’
manuscripts. The measurement designwas originally
developed for newspapers but can easily be applied to
other mediaas well. The aimof this measurement
strategy istomap error challenges and facilitate targeted remedies to reduce overall numbers of
mistakes in the newspaper. The methods described followthe main principles of the content analysis
outlinedin the previous chapter. The variables are slightly different, though.

This chapter is concerned with error
measurement inthe editorial product.
It describes a structured approachto
mapping errors in manuscripts and
published articles based oninternal
resources. V\e alsodiscuss some
important challenges for the error
measurer. Key words: language
errors, factual errors, presentation
errors, weighted data.

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 contral effectiveness in your news roomyou may want to apply the “double” measurement
approach. By tracking errors both before and after publishing you'll be able to pinpoint weak spotsin
your production line and adjust your quality control regime accordingly. And you caninitiate informed
discussions with your colleagues about howandwhy errors occur in print.

The measurement design aims to capturethreetypes of errors:

Language errors, i.e. spelling or grammar mistakes.
Factual errors, i.e. incorrect information provided tothe reader.
Presentation errors, i.e. errorsin layout or other presentation elements in print.

hallenges

BEror measurement can be a challenging exercise in terms of competency demands onthe
measurer. Akey requirement is of course to be abletoidentify errors. But what is really an error?
Do language errors include syntactic labyrinths and anwkward sentences, or should our definition
be restricted toformal mistakes according to grammatical rule books? And howdowe treat formal
mistakes applied consciously as a stylistic tool by the reporter —for example surplus or lack of
punctuation? Toavoid individual taste fromaffecting results we've restricted the definition of
language errors toformal mistakes and followed national language guidelines as well asin-house
newsroomspelling 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 lowreadability count as presentation errors? And what about photographs
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presented in miniature size with micrascopic motifs? Qr 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 trainingin the field of photoand layouit.

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 inthe next chapter.

Inthe USseveral newspapers have initiated extensive tracking of factual errors. Qne of themis The
Chicago Tribune. They require a correction formto befilled out with every published correction or
clarification. The formis part of the newspapers system for monitoring errors and plays an
important role in identifying problem areas and trends which produce significant mistakes inthe
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 knonMedge and competencies which exceeds
those of asingle error measurer.

This makes the method interesting. But it also represents certain methodological weaknesses.
Frst thereis the problem of correction policies. Not all newspapers and countries followthe 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. Ancther 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 anincrease in errors imply anincrease in actual errors or isit simply
anindication of more diligent error spotters and/ or correction prone editors inthe Tribune?

Some of the elements of the Chicago Tribune model are quite clever, though. Like the broad base of
error trackers. Qne way of incorporating this concept is to establish a group of people whoread the
newspaper and register all errors they come across. Such an accuracy panel could consist of
people fromboth inside and outside the newsroom. The error tracking can be a laborious process
and quite demanding froma coordinative perspective, though. Therefore we suggest a downscaled
panel solution for our error measurement. For a medium sized local or regional newspapers we
recommend amini-panel of at least two experienced copy-editors or similar with access to reporter
manuscripts and a keeninterest in language and in-depth local knomMedge. Such competency will
make them more competent to capture both language and factual errors. e recommend they go
through the same analysis material with individual responsibilities: Oneis 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. Athird person goes through the registrations made by the two others,
categorising them and entering theminto an Excel spreadsheet. In doingthis we've established a
quality contral for the quality checking as well.

Bventhough this approachis likely to capture more factual errors than you would normally find

with one single error tracker, you're nat going tofind all errors or inaccuracies with this method. As
aconseguence you may want to focus more onthe ¢ypeof factual errors identified in your material
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than the actual number of factual errors compared to ather types of errors such as grammar and
spelling.

Establishing the registration regime based on internal resources may be a good choice - for several
reasons. Arst they will be better positioned toidentify factual errors discussed internally inthe
newsroom. Secondly they’re likely to be familiar with the newsroom own language guidelines and
better qualifiedto reviewwhether these rules are followed or not. Thirdly you need toteamup with
somebody inside the newsroomto gain access tothe reporters’ manuscripts.

Measurement material

BEror measurement can be carried out on a continuous basis or on asample of issues fromalimited
time period. This manual describes a measurement design based onthe latter approachwitha
representative sample of six newspaper issues. The sampling method follows the same patternas
the content analysis sampling (the Monday issue fromthefirst week, the Tuesday issue of the
subsequent week, the Wednesday issue fromthe third week and so on). Following this principle over
aperiod of sixweeks we aggregate an analysis material of one constructed week.

Qur 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 needtoincrease your material to be able to draw conclusions
fromabroader data base.

If you're planning totrack errors in both reporter's manuscripts and published articles, we
recommend you get hold of corresponding manuscripts and articles. If you end upwith alarge
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.
Aso please note that the reporters’ manuscripts are often stored in different versionsinthe
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
toconduct this sampling in a consistent and systematic pattern to enable robust conclusions on
€error Sources.

Registrations

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 unitsis a bit complicated
compared tothe 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 errorsin
published articles. To make matters slightly less complicated we simply refer to manuscripts and
articles as “texts”. Thisis defined as independent text units which are distinguishable bothinterms
of content and layout. Aticle side bars, pull out information and teasers etc. are not defined as
separatetexts in this measurement design. Ahether thetext is a published article or a manuscript
isindicatedwith atext status registration. The folloning section describes a measurement design
for tracking errors in manuscripts as well as printed articles.
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Inthe previous chapter on content analysis variables were described as characteristics or
questions regarding the analysis units. \ariables 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 thelatter 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. Eachtext and error is enteredin
an Excel spreadsheet accordingtothe predefined variable and category structure. Lhits are
entered horizontally in rows. Variable registrations are entered vertically in columns.

Variables and categories

There aretwomain types of variables in the error measurement: \ariables describing texts and
variables describingthe errors. There are also a fewadditional variables describing publication
information plus support variables for the subsequent statistical analysis of registrations. Qne of
these support variablesis registration level. To enable multiple error registrationin each text we
apply asecondregistration level, i.e. asingletext with two errors is entered twice as two separate
rows in your spreadsheet. Atext with three errorsis entered three times etc. This registration pattern
follows that of source registration in the content analysis describedinthe previous chapter. Fease
return tothe source section on page 22-23 for amore in-depth description of this registration
principle. Another key support variableisthetext status registration indicatingwhether thetext is an
unpublished manuscript or a printed article. Theregistration is logical and straight forward:
Manuscript texts are entered as Manuscript. Aticletexts are entered as Aticle.

In the folloning section we've listed standard variables and categories for an error measurement.
These aretheregistrations applied in the test measurementsin our pilot newspapers. Some of the
variables are identical with the ones described inthe content analysis chapter:

SoryID

Cate

Section

Page— only relevant for published articles

Sze

Genre

Gomment

Initial registration

For adetailed definition of these variables, please return to page 13-14 this manual.
Thefolloning variables, categories and sub-categories describe potential errors inthe measured
material. Fease notethat texts without errors are entered with an empty cell under thefirst variable

inthelist below, i.e. the“Type of error” registration. In the subsequent data analysis the empty
“Brortype” cells provide the subtotal of texts with and without errors.
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Type of
error

Language
error

Factual
errors

Msspelling

Aseries of letters that represents no correctly spelled word (such as "liek” for "like")
or acorrect spelling of another word (such as writing "here" when one means "hear",
or "now" when one means "know').

Gammatical error
Awide 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.

Wrongwords and idioms

Mstaken 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.

Qher language errors

Gaptures language errors which don't fit into other categories.

Wong name

Erorsrelatedto names of people, places and organisations etc, i.e. proper nouns. This
category alsoincludes misspelling of proper nouns. For example John Sithinstead of
John Smythe or Lhessoinstead of Unesco.

Wrong number

Cilculation errors or simply wrong figures.

5%instead of 50%

65yearsinstead of 55 years

Wrong information

Erorsininformation provided except wrong names and wrong numbers.

Themilitary concert is not attended by the Prime minister but the Mnister of defence.
Ryanair is not a Norwegian aviation company. It’s Irish.
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Type of Presentati
error on errors
cont.
NB! nly
published
articles
Error location

Text and photo mixup
nfused captions or connections between text and photo elements.

Mssing text or photo

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

Text or photo duplication

Photographs or other visual elements and/or text elements are duplicated inthe paper.
i.e.anarticleis printed on bothpage4 and 7.

Qher presentation errors
Gaptures presentation errors which don't fit into other categories.

Indicates where errors are positioned or located inthe text. We suggest
thefolloning categories:

Headline—error in heading, kicker or deck.
Lead—error inlead or standfirst text.

Sart body text —error in thefirst paragraph of the body text, often
between lead and first sulbtitle.

Qher body text —error in other parts of the body text.
Qubtitle—error in subtitle

By-line—errorin by-line

Gaption —error in caption including photo by-line.

Pull out information, sidebars etc—errorsintext boxes or paragraphs
located as separate text unit “outside” the body text.

Qaphics —error in graphics such as charts, tables, maps etc.

Qher — supplementary category capturing error locations which don't
fit intoany of the above mentioned categories.
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If thetext doesn't contain any errors, we leave the cell empty.

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

cell empty.
Error in published This registration only applies to unpublished manuscripts. The
article registration indicates whether the error you've identifiedinthe

manuscript is alsofoundin the corresponding published article. If so,
please enter YESin this cell. If the error is only found in the manuscript,
please leavethe cell empty.

Adding 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? O a certain name which is frequently
misspelled by your newsroom colleagues? QO maybe you'd like more detailed information about
error sources, such as thereporter’'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 alsorelevant for the current
measurement approach.

omputation and analysis

W\hen 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 formthe basis of
the forthcoming data analysis. The statistical analysis follows the principles of the content analysis.
Sorather than repeating all the steps of the analysis we refer you to page 29-32 for a detailed
description of computationwith the Excel pivot function. However, wewould like toremind you that
registration level 2 serves aslightly different purposein error measurement compared to content
analysis. Inthe content analysis registration level 2 facilitates registration of several sources per
article. Inthe error measurement it facilitates registration of several errors per text.

Results

Bventhoughwe'd liketo see a dramatic decreasein error figures, azero tolerance approach toall
sorts of errorsis probably highly unrealistic. Maybe even damaging. WWhen drawing conclusions
based on error statistics it’s important to bear this in mind and consider the gravity of different types
of errors. Aminor flawin punctuation has a slightly different impact than quoting the wrong namein
an obituary. Sobe 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. Onthe
other hand one of the less frequent error types may be devastating for your quality status. Gneway
of approaching this dilemmalis to give your errors a certain value or weight accordingtotheir gravity.
Let’s say you make a distinction between threetypes of errors:
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Type Aerrors: \ery serious mistakes
Type Berrors: Serious mistakes
Type Cerrors: Less serious mistakes

Type Aerrors can be weighted 50%type Berrors 30%and type Cerrors 20%lt can be argued that this
provides more comparable results for your analysis interpretation. Gassification guidelines for
different types of errors must be decided on a case by case basis. Erors classified as serious by one
newsroomis not necessarily serious to another newsroom.

Aother key element ininterpreting error measurement results is to move beyond numbers andtry to
identify the cause of errors. Qne possible strategy is to contact the reporters who've put the error in
the manuscript or article to discuss why and howthe error occurred. Who's the source of the error,
andwhat’s its explanation - deadline pressure, work load, lack of language skills etc. The answer to
such questions may be akey factor intryingtoavoid 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, adiscrete, systematic and non-
discriminating follow-up approach may actually be welcomed by journalists.
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Chapter 4: Accuracy survey

This chapter presents asurvey design
for measuring accuracy in reporting
based oninterviews with the
reporters’ open sources. It describes
howsources can be interviewed to
map their satisfaction with accuracy
and provides detailed information on
the different steps of this process
fromsource sampling and
interviewing to data analysis. We also
raise some methodological questions
for discussion regarding source
assessment of accuracy. Key words:
identifying and contacting sources,
telephone interviews and
guestionnaire.

Truth-tellingand accuracy in reporting are basic values
of journalism. These journalisticimperatives are
particularly relevant for theinformation transfer
between sources and reporters. Sources sitedinthe
paper are arguably better positioned toevaluate
accuracy thanany others—bar perhaps the reporters
themselves. In other words source satisfactionisa
highly relevant aspect of evaluation for anyonetryingto
capture and measure the quality of journalistic methods
andworking processes. \e've tested a survey-based
measurement design aimed at mapping and quantifying
source satisfaction with accuracy. Sources are defined
as peopleinterviewed by thereporter andsitedinthe
media. The survey can add significant valuetoan error
measurement as describedinthe previous chapter. It
can also provide valuable information as a stand-alone
quality measurement. The survey is designedto collect
information both about source mixand accuracy as seen

fromthe source perspective. The main focusis onthelatter aspect, though. The survey is based on
telephone interviews with a representative sample of sources. Theinterviews are carried out
accordingtoa questionnaire or interviewguide with mainly closed ended questions.

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

Some important challenges

It’simportant to bear in mind that the sources’ accuracy accounts are by nomeans neutral. As
information providers sources have their own agenda and understanding of facts and reality.
Journalism, onthe other hand, represents an interpretation of that reality based on a professional

assessment of the facts revealed according to criteria of relevance, importance and publicinterest.
When thereporter’s assessment doesn't correspond with the source’s views, it may be experienced
as inaccurate even though, froman objective point of view, it really isn't.

Sill the sourceis generally more knowledgeable on the subject matter than the reporter. Gherwise
why bother with the source at all? Besides the sourceis generally the only one beside the reporter
who knows what was actually said and done during the interview. This puts themin a unique paosition
todetect and report errors which would otherwise go unnoticed. Asothere are certain errors less
susceptible to biased response fromthe source such as names, dates and places. If a source reports
aname error —her nameisn't Jane Marson, it's Janet Marston—we may conclude with a high level of
certainty that thereisinfact an errorinthe article.
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Another challengeis the source’s recallection of the interviewand the subsequent article. Thetime
lag fromthe published article to the survey interviewmay result in inaccuracies because the source
has forgotten important details fromtheinitial interview. Sources who are frequently contacted by
the press may also be confused about interviews, reporters and even media and thus unableto
assess accuracy inreporting. Ideally the time span from published article to survey interview should
not exceed twotothree days. But this may prove impassible as identifying, tracking and contacting
sources for the survey may require moretime. Qur suggested solutiontothis problemistostart
every survey interview by askingthe respondent if he or she remembers beinginterviewed by the
newspaper. e also offer to provide the respondent with a copy of the articles where he or she has
beeninterviewed. The article can either be faxed or sent by past or e-mail before answeringthe
survey questions.

Establishing contact with sources can sometimes be quite challenging. Hgh profile sources are
generally much easier toidentify than ordinary people, particularly if the grass root source has a
common name andisn't listed in the telephone directory’. The latter is still the case with alot of
women. As aresult 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 nomobile at all.

When sources are identified and contact established, please note that telephoneinterviewing also
represents some methodological challenges. Frst, there's the potential element of source
scepticisms towards the interviewer and interviewsituation. Exensive telemarketing and phone
based market research has made the public somewhat weary of frequent calls fromtotal strangers
askingall sorts of questions. As aresult your sources may be apprehensive, even hostile, and refuse
toparticipatein your survey. Ancther challengeis the “exaggeration” factor of thetelephone
interview, i.e. the source sees this as her opportunity to voice aggregated dissatisfaction withthe
paper ingeneral. In effect she may become much more critical than shewould have beenina
different research setting. O the other hand the YESeffect may provide the oppaosite results, i.e.
sources who are unsure about what toreply chose the most positive option. O they opt for the “don't
know” option because it feels less committing. Athird phenomenon worth mentioningisthe
dispasition in some people to chose the "middle of the road-alternative among for example positive,
neutral, negative oriented alternatives.

Hghly mativated respondents plus unambiguous and simple questions are the best way to get
around the patential problems listed above. In our experience sources are indeed motivated and

eager toparticipatein surveys like this.
Smpling of sources

Howmany sources are required for your survey? The answer depends on your measurement goals
(i.e.the questions you want your survey toanswer) 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 totake 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 problemwith unlisted telephones, particularly
mobiles and unlisted sources. However, the time lag and admin aspect of a postal approach favours telephone
interviews. Aso quality control of sources is considered better with the telephone approach.
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feasible. Particularly inlight of the number of sources identified, contacted and interviewed as part of
the weekly news productionin an average mid-size newspaper.

The source sampling starts with a sample of newspaper issues fromwhich we select articles with
openinterviewsources. Qur measurement designis 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 tothe following source sampling
procedure: Identify articles produced by the newspapers’ own staff. Sample articles with substantial
sourceinformation, 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 awhole. Aticles with document sources etc. are excluded fromthe
sample. The same goes for sources belowthe 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 fromyour material.

intacting sources

V\hen 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 inthis process. Geate asimple Excel database where
sources are entered as rows and information about the sources is enteredin the columns. This
information includes name, address and telephone numbers which can easily be copy-pasted from
anon-linedirectory intothe corresponding cells in your Excel spreadsheet. It’s alsoimportant tolog
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 interviewstatus (QK, 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 youwant to contact a sourcewhois likely tobe at work, it doesn't really make senseto
call her at home. Onthe other hand trying the home number during daytime may work very well if
youretryingtoget hold of retired people and others who are not working. This may seemobvious, but
if you don't think through the consequences of a certain contact strategy, you may ignore potential
bias factors inyour source material.

Questionnaire for the interviews

The questionnaire testedin our pilot project contains of 20 questions and it takes about 10 minutes
tocomplete aninterview. (You'll find a copy of the standard questionnaire at the end of this chapter).
Ater abrief introduction of the purpose of the interview, the opening questions are aimed at
identifying the source, making sure shewants to participate in the survey and is familiar withthe
article. Thisis followed by aset of questions regardingthe interviewsituation. Athird set of questions
targets accuracy and quality control in the reporter’s work. In this section we're moving fromhard
facts questions to evaluative questions opening up for more subjective assessments by the source.
Theforth set of questions are concerned with the relationship between the source and the newspaper
ingeneral. 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. Thelist of background questions can be extended. But please bear in mindthat respondents
are generally more reluctant toreveal information about income and palitical views than the number
of times they've beeninterviewed over thelast three years.

Registration and analysis

Theinterviewguide 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 theinformation from each questionnaire was entered in an Excel spreadsheet. Amore
timely solution would probably beto build a digital questionnaire based on Access or other software
solutions. This will save you sometime as the processes of enteringinformation fromthe sourceinto
adatabaseis automated. The most important thingis 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 rowns. These are the units in our measurement. The survey questions (i.e.
the variables)are indicated as columns. This is where the answers fromeach source (i.e. the variable
categories)are entered. Aheader rowidentifies the questions in each column.

To secure source anonymity name and other identification elements such as telephone number etcis
not enteredinthis database. It's imperative totreat data accordingto 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 pivat function. This process fallows 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 “Analysingdata” sectionin chapter 2.
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Source survey questionnaire

Introduction: Hello, my nameis andI'mcalling
from
May | 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. Qne of the aspectswe're
mappingis source satisfaction with accuracy in our reporting.

Youwereintervienedin on page inastory
regarding Would youmind
answering some questions regarding the interview?

YES

NO

If no, end the conversation palitely.
If yes, gotonext question:
Have you read the article where you were interviewed and do you remember the content in detail ?

YES
NO

If no: Gan | please send you the article by post (or fax or e-mail) soyou can read it through and call
you back tofollowup onthis?

Postal address, fax number or e-mail
address:

Time and date for follow-up call

Telephone number for follow-up
cal

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

You contacted the newspaper
The newspaper contacted you
Qher, please explain how

Inwhat way was the interviewconducted?

Facetofaceinterview
Telephoneinterview

By e-mail

Qher, please explain how

Weére you informed that the information you provided would be published in the newspaper?
Yes
No
Don't know

mments

Wére you informed about the context inwhich your information would be published?
Yes
No
Don't know

Gmments
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Were you informed about the extent of the coverage your information could receive?
Yes
No
Don't know

Gmments:

Is your name spelled correctly inthe article?

Yes
No

If no, please describe what’s incorrect :

Is other personal information about youinthe article correct?

Yes
No

If no, please describe what's incorrect -

Isthe 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:

Doyoufind other errors or inaccuracies inthe article?
Yes

No
Don't know

If yes, please elaborate:

Doyouthink the reporter was well prepared for the interview?

Yes
No
Don't know

Doyouthink the reporter spent enoughtimeinterviening?

Yes
No
Don't know

W\éreyou offered toread through the article before it was published?

Yes
No
Don't know
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If no, did you request such aread through?

Yes
No
Don't know

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

Yes
No

If yes, approximately howmany times?

15

5-10

10-20
Morethan 20

If you were tograde the quality of the newspaper onascalefrom1to5where5is very goodand 1is
very bad, what sort of grade would you give (name of newspaper)?

5
4
3
2
1
DCon't know

Fease explain why doyou've giventhis grade?

Which of the fallowing age groups doyou belongto?

15-18years
18-30years
30-65years
65ar +
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Do you have any additional comments onthe quality of the newspaper?

You've been very helpful. Thanks for taking the time toanswer my questions.

Bnd 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 thanthe
newspaper's own editorial staff. They knowthe
newspaper’s inner life and are skilled to reviewjournalistic
craftsmanship and evaluate the editorial output froma
professional point of view. This manual suggests a survey

This chapter provides an
introduction to measuring quality
satisfaction among newsroomstaff
focusing on quality in the product
and organisation. The chapter

describes a newsroomsurvey desi - . . :

ion| fi gn for mapping quality satisfaction among newsroom
deS|gn edon apr ined Sl of staff. The measurement targets two quality areas:
guestions regarding core quality

aspect. Key words: satisfaction
score, survey questionnaire,
reminder, SUMFand other basic

Bxcel-formulas. Bven though this kind of internal surveys may provide alot
of information about employee satisfaction in general it’s not awork 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 serveas a
valuable supplement to atraditional work environment survey.

Quality inthe editorial proalict
Quality inthe newsroomorganisation

Qurvey participants

(ne of thefirst and most important steps inthe measurement process is deciding which sourcesto
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 toeditorial staff or doyour measurement objectives reach beyond the newsroomto
marketing departments, customer service etc? Furthermore—would you like the survey to cover
typographers and other nonjournalist professions in the newsroomas well as reporters,
photographers, copy-editors etc? And what about freelancers —would you like toinclude themor
restrict the measurement scope tothe permanent newsroomstaff?

Theseareall relevant questions and the answers will be decisive for the questions asked inthe
survey. Qur measurement design targets editorial staff and excludes staff fromather departmentsin
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. e also made a distinction between freelancers and other respondentsin our data
material inthe analysis of results, i.e. we asked respondents to specify if they were freelancersinthe
survey questionnaire.

nalucting the survey

Themeasurement is based on a questionnaire covering awide range of quality areas. The
respondents are asked to grade the various quality areas with scores rangingfrom1 to5where5is
thetop scoreand 1 is the lowest score. The questionnaire also contains several open ended
guestions to capture opinions and evaluations which are not covered by the predefined quality
aspects. Inaddition, respondents areinvited tocomment and elaborate onthe scoresinthe
guestionnaire. This may result in a substantial amount of unstructured informationinthe
subsequent data analysis. Bven though the analysis of such material may be time consuming, it
offers a unique opportunity to capture interesting aspects otherwise ignored by the predefined
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grading system. And you receive unmediated information, i.e. opinions expressed in the respondents
oM Words.

The survey doesn't require any advanced software or other technological support. Questionnaires
can bedistributed 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. Aso please pay close attention toanonymity inyour
survey. If youaimfor 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 tolearn 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 enablingthe
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.

Therespondents were asked to return the questionnaires within two weeks upon reception. Those
whodidn’t comply with this deadline received areminder by e-mail and an extraweek toreturn 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. Fease 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 timeis obviously not an
optimal solution. Even with highly mativated 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.

Questionnaire

Inthe following section we describe the survey questionnairein more detail listingthe targeted
quality areas. Thelist of questions can be extended and reduced. If you'd like to add questions,
please make sure they’re clear and unambiguous. Andthat you'll be able todrawsensible
conclusions based onthe information they'll provide.

The opening section of the questionnaire contains anintroduction explaining the background and aim
of the survey. This introduction should identify roles and responsibilities of those involvedinthe
survey and clarify data security and privacy issues. Asoinformation about whereandwhenthe
questionnaires should be returned ought to be clearly specifiedin this section.

Theintroduction is followed by a set of questions related tothe quality of the editorial product.
Respondents are asked to grade the newspaper’s performance in avariety of areas. These areas are
listed below. Flease notethat respondents are offered a“don’t know option” inadditiontothe grades
rangingfrom1 (lowest) to5 (highest):

Avoiding language errors

Avoiding factual errors

Avoiding presentation errors (phato, caption etc)
Meke a clear distinction between news and comment
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Qover awide range of different topics
Report onimportant issues

Qover sports

Qover arts and entertainment

Qover finance

Qover palitics

Garry interestingfeature stories

Carry several sources

Find new sources

Focus onwomen

Focus on children and youngsters

Focus on elderly people

Watch dogging people in power

Carry enterprise stories

Meke a clear distinction between advertising and editorial content
Resist pressure fromadvertisers

Resist pressure from paliticians and power groups
Be attentivetoreaders’ interests

Witein aninterestingand appealing style
Garry high quality photography

Apply a creative and appealing layout

Tosumup these questions the respondent is asked to grade the newspaper as awhole and elaborate
onkey quality challenges and remedies for these.

The next sectionis 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 performanceinthefalowingareas
planning of the working day

prioritisation of stories and focus areas

communication of goals and strategies for the newsroom
project management

including employees in decision-making processes

creating an open, including and cooperative atmosphere
Employee autonomy inthe work place

Employee impact on the final product tothe audience
Management focus on improving staff competencies through training
@aching of employees

Bvaluation and feedback toemployees

Distribution of responsibilities in the newsroom

Gmpetencies in accordance with responsibilities in the newsroom
Newsroomroutines for handlingtips fromthe public

OO0Oo0oo0oo0oo
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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
[T-support when IT{problems occur

Access toinformation fromarchives and databases

Access totools for quality control

Inthe pilot newspaper the questionnaires carried athird section aimed at self assessment, i.e. aset
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. Asothe scores were generally more
favourable than the scores in previous sections plus the lowest scores often occurred onthe 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. Herearea
set of competencies and performance areas for such evaluation:

Howwell does newsroom colleagues performin the following areas:
Qeativity
llect tips
Be updated on current news
Findinformation onthe internet
Qontribute toquality contral
Seek advise and assistance from colleagues
Share knoMedge and competencies with others
Provide feedback to colleagues
(ooperate with colleagues
Meet deadlines
Work efficiently
Keep calmunder pressure
Be knowledgeable about press ethics and press law
Be knomedgeable about the newspapers editorial goals and strategies

In addition to these general competencies more specific ones can be added according tothe different
roles and responsibilities among the newsroom staff. For example questions regardinginterview
technique and writing skill for reporters and questions regarding quality control and editing for copy
editors.

For thefinal section of the questionnaire we suggest an open ended question to sumup and capture
quality aspects which haven't been covered in the previous sections.

Registration and computation of survey data

Uhless you've built atailored on-line survey application, the information fromthe questionnaires
must be manually entered into a database for further computation and analysis. Againwe lean on
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Excel inthe 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 arethe unitsin
our measurement. The survey questions (i.e. the variables) areindicated as columns. This is where
the answers or grade fromeach respondent (i.e. the variable categories) are entered. Aheader row
identifies the questions in each column. The scores are entered as they appear inthe completed
questionnaire—except “don’t know” answers which are entered as zero (0).

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

Inthe following section we describe how average scores and frequency distributions can be
calculated with the SUMIFfunction in Excel. Hease note that this is not an exhaustive guide neither
tothese 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 rowbelowthe cells that youwant tosum. Gick the AttoSumbutton onthe Sandardtoolbar . A
S Mformulawill appear inthe active cell. Press the Enter key to complete the entry. Instead of using
the AutoSumbutton, you could type a SIMformulaintothe cell. The formulasyntaxis

=S UM(numberl, number2,...number3).

Hg. 6 uimmarising scores

The SUMformula can be copied tothe ather variable columns by clicking and dragging the lower right
corner of the formula cell. Vhen scores have been summarised for every column we move one cell
down and enter the tatal number of respondents or unitsinthe survey. This figureis also copied
horizontally to match the SUMformula cells.

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

Frequency distributions for the various scores for each question are calculated with ancther formula
in Excel. We nowwant to calculate thetotal for cells that meet a specific criterion, i.e. thetotal of cells
containingthe score 5, 4, 3 etc. This is accomplished with the SUMFformula. First select thecell in
which youwant to see thetotal. Type an equal sign (=) tostart theformula. Type: SUMK and select
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the cells that contain the values to check for the criterion, for example rows A2:A30. Type acomma
andthe criterion, for example the score 5. Gmplete the formulawith ) and hit the Enter key to
completethe entry. You've now calculated thetotal for the score 5 for the question indicated in rons
A2 1o A30. If youwant to calculate thetotal for score 4, replace 5with 4 inthe formula. Followthe
same procedureto 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.

Theresults can be presented in a number of ways—intables, in per cent, as graphs etc. For those

whowould like to knowmore about these paossibilities we recommend a more elaborate Excel user
manual. Asothe Help function in Excel may provide some useful tips and input on this.
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Chapte

This chapter is concerned with
resource mapping as anintegral
part of quality measurement
and presents some core areas
of interest for such mapping.

r 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 tointerviews with newsroom managers about resources etc. The
interviews can be conducted on afacetoface basis, by phone, e-mail or regular mail. Qur

suggestion

Audience

Employees

Training

contains the following topics and questions.

Newspaper circulation figures?
Readershipfigures?

The number of employees in permanents positions?
The number of employees with the following positions?
0 Reporters

0 Photographers

o (py-editors

o0 Managers

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

The number of citizens per newsroom employee?
Average age among newsroomemployees?

Gender distribution among newsroomemployees?

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

Freelancers

News hole

Annual freelance budget (percentage of total newsroombudget) ?

Does the newspaper carry wire stories?

If so-annual budget for wire services (percentage of total newsroombudget)?
Average number of editorial pages on an annual basis?

Average editorial toadvertisingratio?
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Management tools
Does the newspaper have
0 aneditorial or journalistic programor similar document describing the overall
editorial goals?
0 Ehical guidelines?
0 Language and/or writing style guidelines?
0 Designandlayout guidelines?
Does the newspaper conduct regular readership surveys?

Editorial or journalistic awards
- Has the newspaper participated in any journalistic competitions duringthelast 12
months?
If yes —did the newspaper win any awards?
If yes—which?

Product development

Havethere been any apparent changes tothe newspaper product duringthelast 12
months?

If —sowhat sort of changes?
Theinformation fromthese 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 eveninthis part of your quality measurement.
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