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PREFACE

This papei“ is based on surveys undertaken within the framework of

the research projekt Functions of the Press at the Institute of Po—
litical Science, University of G#teborg. The project was originally

initiated by the 1972 Goverrment Commission on the Press. The gene-
ral aim was to analyze the significance of mass media in Swedish .
political life. Previous reports from the projléct have dealt with
the role of the daily press in the political process and the sig- |
nificance of different mass media as regards people’s knowledge of
social issues.

The aim of this paper is to discuss the relations between periodi-

cals and the formation of political opinion. By periodicals is
meant ordinary weekly magazines as well as magazines and Jjournals
published by organizations and interest groups.

The following account is of a primarily descriptive nature. The
first part of the paper presepits the general structure of the Swe=
dish periodical press market. The second part contalns an attempt
at analyzing the political effects of organizational publications
mainly. The concluding chapter relates periodicals to other mass |
media - mainly daily press, radic and television.

The main part of the data.p.resent,ed in this paper has previously
been included in a report to the 1976 Government Comnissioh Oon
Periodical Publications (Weibull 1976 b). Moreover, some parts of
the analysis are based on a spedial report on the weekly press
(Weibull 1876 ¢) which has been worked out within the project. The
" description of the general structure of the periodical press has
~ been taken from a paper by Claes-Olof Oisson, Institute of .Politi—
cal Science (Olsson 1976).

GSteborg, February 25, 1977

Lennart Weibull
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1.  INTRODUCTION

As a rule, the periodical press is a neglected.field of study in
political mass communication research. A large number of studies
have been carried out on daily press as well as radio and televi-

sion, but weeklies, specialist periodicals and political journals

have received only limited attention. Even basic information as
regards e.g. mmber of publications or civculationfigures, is
rather difficult to cbtain. The lack of studies as concefns the
role of pericdicals in society also seems to be an infernational
phencmenon (cf Bohrmann - Schneider 1975).

This lack of studies becomes still more marked considering that
an up-to~ date Swedish bibliography on periodicai press would
contain some 2,500 titles. Such bibliographies, however, usually
are limited to major periodical publications (Svensk Tidskrifts-
férteckning 1975).

The Swedish surveys on periodicals which are undertaken today
are mainly commercial projects initiated by the major publishing
houses within the weekly press. Naturally, they will ccncentrate.
on the consumer behaviour of the public and on functions filled
by the popular and special interest magazines. On the part of the
publishing houses grants have alsc been alloted to scientific re~
search primarily concerning the significance of the popular ma-
gazines. lately a growing interest has also been noted in studies
dealing with the contents of the weekly press.

$ientificresearch on the popular magazines is, of course, moti-
vated mainly by the fact that from a quantitative point of view
this group dominates the periodical press concumption of people,
Also, there is a commercial background which has to do with on
one hand the popular press having been dependent on the market
gsituation; on the other hand the fact that it has had resources
to be set aside for such studies. Organizational and specialist



_publicatiaons have had their given audience in quite a different

way. This is probably one of the main reasons for lack of research':_'l

in this field. In occasional cases major analyses of readers have
been carries out, but as a rule such ventures have been out of
reach due to reasons of econcmy. In coﬁsequencé the research ef-
forts made have been rather scattered.

2, THE PROBLEM

'The principal aim of this paper is to discuss the role of periodi-
cal publications in political life. That is to say political life
in a representative democracy of the Scandinavian type. A formel
description of this type of political life places an emphasis on

- pepresentative elected bodies, appointed through general elections.

~ In the elections and the periods in between, parties and other or-

ganizations play a prominent role as mediators of.demands from

the public to those who make the decisions. According to the ideal

model, the wishes of the citizens are voiced by organizations and
groups. This democratic model requires that people are well in-
formed about what is happending in society. Tt is also requirec

that they are active in order to influence the course of society.

In the ideal democratic model a great importence has traditionally
been ascribed to mass media. They supply information on social is-
‘sues, they are fora for debates and they puf events under critical
survey (SOU 1975:78). With mass media ave usually meant the daily
press, radio and television. This paper aims to throw light on the
role of the periodical press in ralation to this model of politi-
cal life. In this case periodical press means every pericdical pub-
lication with at least four issues per year. That is to say that
ordinary weeklies as well as specialist pericdicals, cultural jour-
nals and organizational publications are included.



The central question of the following analysis can be formulated:

- what do per‘iodicalsr of dilffer'ent kinds mean for the general level
of mfomtion and activity :Ln regard o social is‘sﬁgs. One fifst :
step in the analysis is fo discuss whét fadtorﬁ influence the ge-
neral consumption of periodical press and to study how this is ve-
lated to the consumption of other mass media.

The account is primarily descriptive. First are presented some
general aspects of the Swedish periodical press market. This is

done to furnish a background to the consumption of pericdicals by
the general public. The second part of this paper deals with the

~more specific question of the role of periodicals in politics. This -

is mainly done through a mumber of correlation' analyﬁes. In the
concluding section is discussed the significance of periodicals in
relation to that of other mass media. | '

3.  DATA AND METHOD

The basis of this analysis is an interview survey carried out in the
spring of 1974 in four Swedish comnunes. A total number of 1.59%
people from Malmd, Goteborg, Visterds and Leksand were interview-
ed. The sample consisted of 500 people per commune and the non-
response rate was 15 per cent on an average. This organization of |
the survey means that the material cannot be consideréd represen=
tative of Sweden as a whole. However, taking into consideration
 that these four communes together have a population strucgture which.
largely corresponds with a national average, there are hardly any |
reasons to suppose that the results obtained would in any decisive

way differ from a nation-wide sample.

The interview question concerning reading of periodicals was an
open one, i.e. the interviewees themselves stated the name of each
periodical. For each periodical stated they were asked how often
they generally vead it and how much of the contents. The wording

~ of this question can be seen in table A 1.



The open question technique was chosen in view of the aim of the
project: to produce information not only on & limited mumber of

: periodicals, but rather to asqertain.the theoretical chance of .
all periodicals to be includéd. Since there are at least some 2.500
‘titles of periodicals registered in Sweden (cfp 4), and since not
even that covers all perlodlcals, there was no technlcal possibi-~
lity of using a list method, 1. e. presenting 3 llSt of perlodl-
cals and asking each interviewee to mark the ones_rgad by him op
her, '

In this connection it is lmportant to stress the dlfferences in
method between gudience studigs based on open questlans anc those

based on list method. As a rule, the former method entails a lower_ ;

rate of answers.for individual perlodlcals than the latter. It

seems reasonable to presume that the list methed prov1des a measuw'f

re of general exposure, while the open questlon method provides
knowledge of which perlddlcals are actually read more regularly
Allowance must be made for this methodologlcal difference when
data presented here are compared with results from surveys based
on a list method, e.g. several of the most common kinds of market

SULVeys.,

4,  PERIODICAL PRESS IN SWEDEN

The following description of the Swedish ﬁeriodical press market
is founded on a catalogue publlshed by the Royal ‘Swedish Library
in Stockhelm. The classification has been done accordlng to

the general alm of the several publlcatlons. The perlodlcals which
. are membership organs of organlzatlons or associations or which
are mouthpieces of organized interests in society are classified
by the type of organization. A similar classification has been
made with regard to periodicals published by government or com-
mmnal authorities or organs and by eﬁterprises, Periodicals which



are not mouthpieces of organized interests are mainly grouped ac-
cording to their contents. '

With this aim in view the following main categories of periodicals
have been worked out:

organizational publications

government publications

communal publications

company publicatioﬁs

popular‘publicatigns

special interest publications

cultural and genéral political publications

0O 0 o o O O 0O

The first four groups are entirely based on type of publishérf If
it has not been possiblé to fit a publication into any of these.
categories,'it has instead been taken to one of the three subse-
quent ones. There the classification is based on contents.

In table 1 ave shown the 2.556 periodicals included in the Royal.
Library catalogue, classified by their main types. Tt can he seen
from the table that a majority of the periodicals are published |
by organizations. Close on 40 per cent of the periodicals belong

to this category. Large proportions have also fallen into the ca-

togories of company and specialist publications. There is no closer .

information available on 110 publications. These are mainly perio-
dicals which can cnly be found in the Swedish catalogue Inldindsk
tidningsfaxa. Tn these cases the information available has been

too secanty to render a correct classification possible.



Table 1,  TOTAL NUMBER OF PERIQDICALS BY TYPE, 1975

~N o Fow o

" Group Tﬁpe of ﬁerio&ical “ _ : 'N.Lmﬂ:»er‘\ %
Organizational publications 1.023 39,9
Govermment publications . 138 - 5y
Communal publications 79 3,1
‘Company publicaticons 378 14,8
Popylar publications. ‘ 170 6,7
Specialist publications 3T 14,6
Cultural and general poli- | 265 10,4
tical publications

g Other publications 131 5,1

Total 2,556 100,0

When it comes to analyzing perlodlcals in politics, the organlza-
tional periodicals are of specmal interest. They are mouthpleces

of different interests and can be assumed to play an 1mportant
part in the flow of information within pdlitically_relevant brga—.v'
nizations and groups. A closer study of this type of peripdicals
reveals that it is dominated by orgéns of non-profit-making asso-
cilations (48.2 %), while periodicals published by ecoromic asso?_
ciations (19.0 %), public interest organizations (18.8 %) and trade
union organizations (9.8 %) are scmewhat fewer in number. This is
shown in table A 2. |

The number of periodicals is certainly only one measure of the

" structure of the periodical press market. A closer look at the
cirkulation reveals a somewhat different picture of the situation.
Of the fifteen largest periodicals (table A 3) only five are pub-~
lished by organizations, while ten can be charactefiﬁed as popu—'
lar magazines. A study of the annual circulations of the publica¥
tions (cirkulation per issue x the number of issues) shows that
the popular press holds more than half the market (table A U), '
meaning an annual circulation of close to 300,000,000 copies.



.

5. CONSUMPTION PATTERNS

‘The following overview of the level of consumptioh should be seen

in the light of what has been said about the periodical press mar-
ket in the foregoing. It appears that more thaﬁ 90 per cent of the

. public claim to vead at least one periodical regularly. This is a
large figure, at least seen in an infernational coﬁtext. Other sta-
tistics also show that Sweden has the highest consumption of perio-
dicals in the world. ' '

The largest category.of periodicals is the-pppqlar'peri¢dicals‘(ma~ o
gazines). Around 3/% of the general public read some general popular

'  magazine ("weekly") or some special interest ("mobby") magazine

regularly. The traditional weeklies have the largest audience.

The organizational publications also reach a considerable propor-
tion of the public: more than 45 % state that they read at least
one organizational magazine. The leading groups are trade union

and co-operative organization publications. A suevey in more de-
tail can be seen in table A 5.

As a rule, the organizational publication reader is an organiza-
+ion member. One aspect of the circulation of organizational pub-
lications is to confront it with the section stating to be members
of at least one organization. Such a comparison shows that some

80 per cent are organisation members and thus are likely to receive
an organizational publication. However, close on 2/5 of them do
not mention reading any such pericdical in their interview answers,
A more detailed comparison indicates that the greatest divergence
is geen in connection with the union press. There, a large ghare
of those who have declared that they are union members do not men-
tion that they regularly read any union publication. Those inter-
viewees who say that they read any organizational publication pro-



bably are more interested in organization activities than the
others.

The proportion of readers within each group of pubiicartions pro-
vides a picture of the distribution of differe'rit types of perio-
dicals. In order to describe the extent of reading it is necessar
ry also to study the number of periodicals of different types read -
by the public. In table 2 there is such a compilation. |

Table ?. NUMBER OF PERIODICALS STATED, INTERVIEWEES BY STATED
NUMBEE OF PERIODICALS READ BY THEM WITHIN LACH CATE-
GORY, ALL FOUR DISTRICTS. {per cemt)

Type of periodical " Stated number of pericdicals
0 1 2 3 b TOTAL

Non-profit-making org. ay & 1 o - 101
Trade union org. 7125 3 0 0 99
_ (b~operative org. gu 15 1 - - 100
Feoncmic org. 90 9 1 0 - 100
COther org. 93 B 1 0 - 100
Org., total 53 7?8 13 4 2 100
Publications from public agencies 97 3 0 a - 100
Popular publications, general 3y 26 20 12§ 100 |
. L
Special interest publications 7z 22 5 1 0 100 1]
Popular press, total 26 23 23 15 12 99 ; [
Specialist pericdicals 38 g 2 ] a 93 '
Cultural and general polificai 37 pd 0 0 - 99
publications . :
Cther pericdicals T g3 19 5 2 10 100

Note: N = 1,585

The main result of table 2 dces not differ in essential points from
the one cobtained earlier. Cnce more if is shown that the popular ma-
gazines dominate. They have the largest circulations and the lafges‘c
share of those readers who read many publications: scme 20 per cent

of the public claim to read three or more popular publications re-

gularly.



As regards organizational publications the common pattern is that

people who read such periodicals only read organs of one or pos-
sibly two organizations. People who read three or more are found
rather infrequently (some 5 per cent).

The other categories have similar characteristics: only few people

read more than one periocdical from each respective group.

The organizational press is read more regularly than other groups
of pericdicals. Ninety per cent of the stated organizational pub-
lications have an audience that claims at least to look through
every issue. The corresponding figure of the popular periodicals
is 65 per cent. The difference is probably explained by the fact
that to a large extent the organizational press consists of mem-
bership publications which arrive regularly by post. The reading
of popular press, on the other hand, requires an active act of
purchase. In regard to how much of the contents they read per
issue, the reverse is the case., Sixty-five per cent of the popu-
lar magazines mentioned were read to the extent of half their con-
tents at least, while the corresponding figure for the organiza-
+ional press is 50 per cent (compare tables A & and A 7).

A weighing together of regularity and the extent of reading indi-
cates, however, that the organizational press holds a strong posi-
tion with its readers. On the other hand it is important to stress
the fact that a very large proportion of the people who declare
themselves to be organization members do not account for reading

any organizational publication.

The figures stating how lafge a proportion of the contents is
pread show considerable variations between different types of perio-
dicals. Certain organizational periodicals, special interest ma-

gazines, cultural periodicals and publications from agencies have
very active readers.



Thus the general pattern as concerns reading of periodical pub~
lications indicates regular but rather move superficial reading
of organizational periodicals, less regular but more thorough
reading of popular and - above all - special interest pericdicals.
On the other hand the rather limited number of.cultural and ge-
neral political periodicals and publications from authorities ge~
nerally have greatly interested readers. The conclusion drawn
from this ig hardly an unexpected one. It suggests that perio-
dicals serve different purposes with different readers. In the
following section the audiences of the several groups of perio-
-dicals will be further discussed.

6. READERS CF PERICDICALS

People who state that they never read any pericdicals are scmewhat
more often men than women, more often have a low educational level
than a high one, and more often are less interested in polities
than the population average. The general impressicn, however, is
that the differences between readers and non-readers are remark=
ably small, especially as regards sex and age. What 1is prominent

ig that practically all highly educated and politically interest-
ed pecple read at least one periocdical.

In the light of the information on patterns of congumption presant-
ed in the previous secticn, ther are reasons to suppose that there
exist considerable differences between readers of different types
of periodicals. A compilation of reading among pecple with differ-
ent background qualities is presented in table A 7. Here it can be
seen how men and women as well as people who differ in education,

age and political interest read different types of pericdicals.

Organizational periodicals are characterized by a certain over-

representation among male readers. Further it can be noted that

highly educated people are more active than others. As regards



age, the two lower age groups turn out less interested in organi~
zational magazines. Middle-aged people - 35 to 54 years of age -
are those who read the most organizational magazines.

Within the group of organizational publications the trade union
publications are most clearly overrepresented among men. This is
expected, in view of the distribution between the sexes on the
labour market, Co-operative organization publications have the

- most equal distribution of all sub-groups.

There are certain interesting patterns to be seen from a compari-
son between people of different education and age with regard to
how they read organizational periodicals. This is 11lustrated in
figure 1., People with low education increase their reading of or=
ganizations through the ages up to 40, after which age their occurs
a slow decline in the proportion of readers. In the highly educa-
ted group the pfoportion of those who read at least one organiza-
tional publication increases with the age up to the middle fifties,
when a recession can be noted. The greatest similarity in reading
between the educational categories is seen in the active ages.
Among younger and older groups those with a high and partly those
with an intermediate education have a high consumption. In the de-
mands on reading are increased - reading of at least two organiza-
tional periodicals regularly - the highly educated have a marked
majority in the two upper age groups.

Figur 1. SHARE CF PEOPLE READING AT LFAST CONE ORGAN {ZATIONAL
PUBLICATION" BY EDUCATION AND AGE (per cent).

% A
o 160 |
Share reading a0
at least one o i
crganizational ) i i
P lication o | high eduraticn _
_ o ] eI Permediats eduontion
5o T
low educat on
w ]
3
o |
o}
~ ACE




Tt may be difficult to interpret these patterns. One explanation
can be found in the professional and social situation of the dif-
ferent groups. With higher education follow better possibilities
to jobs that lead to good contacts - and thereby a link is estab-
1ished with the organizaticnal life. This conclusion is also sup-
ported by a closer analysis of the receding curves after 55 years
of age. They prove to be largely connected with the fact that wo-
men reduce their reading of organizational publications. There |
are reasons to suppose that the women concerned are those with no -

relations to the labour market,

The second major group of readers is formed by those who regulafly
read popular magazines of different types. Previously it has been
shown that 3/4 of the general public fall within this category.
From table A 8 it can be seen that women are over—represented a-
mong the readers of this group of periodicals. There are, however,
obvious differences between individual periocdicals. Women dominate
completely as regards family and 'women's magazines' while men
form the bulk of readers of 'men's magazines' . The type of special
interest magazines accounted for in table A 8 have a predominantly

famale circle of readers.

Compared with organizational publications, the popular press has
an aucience which is younger and has a lower education on an aver-
age. However, sex, age and education are strongly interrvelated.
This is illustrated by table 2.

The main vesult of this analysis indicates that the difference in
sex plays a somewhat more important role than the -difference in
age and education., In all groups, women read more popular magazines
than men do. The only group with a fairly small difference between
the sexes is among older, well educated pecple. In this group 60

- per cent of the men read at least one popular magazine. The cor-
responding figure among women is 65 per cent. But the average num-

ber of read magazines is higher among women in this group.



Table 3. BACKGROUND FACTORS TN POPULAR MAGAZINE READTNG

Share of those reading different nunbers of popular magazines,
by sex, educaticn and age (per cent).

MEN ‘ WOMEN

Nurber high intermediate low high intermediate Yoy K
popular aducation aducation education education education educatien
magazines ‘
read younger older younger clder younger clder younger older younger older younger older |

4] 31 L2 28 39 3B L0 13 19 15 15 14 ' 35 -

1 24 27 21 29 19 28 2L 24 15 22 22 Can

2 16 17 25 21 23 17 27 25 25 30 37 29

3 15 8 17 8 11 15 19 17 26 18 12 13

) 14 5} 9 5 11 - 20 15 19 15 15 3
Total 100 190 100 100 100 100 100 100 100 100 © 100 100
Nurber 129 272 184 70 80 53 102 1 33% 159 122 51 31

Note: Younger = 15-34 years, older = 35-65 years

Further it can be seen from the table that the age factor seems
+0 mean more among men than among women: with increasing age men
reduce their consumption of popular magazines; among women there
is no clear pattern. Among the latter, however, education seems
to be of a certain importance in this connection. Above all this
is true of the more well-educated women: among them increased

age entails a marked decrease in popular magazine consurption.

The analysis may be brought one step further by studying how regu-
larity in reading is related to background factors among the rea-

ders. Such a comparison largely emphasizes the general pattern.

Another factor which, of course, influences the pattern of con-
sumption is the structure of the popular press — the types of pe-
priodicals that are published. There simply are more popular ma-

gazines dealing with family and children whereas the organiza-

tional press rather emphasizes social issues. Thus the structure



of the periodical press can be said to reinforce the differences
mentioned above. ' .

7.  COMBINATIONS OF PERIODICAIS

Another way of descmb:mg the popula:o press is to study 1ts audi-

. ence structure. In a pr'evmus report by this research project an

overview of the audience was prese.nted through an analySJ.s of how

various types of pericdicals were combined. It was shown that a- ‘ .
round 1/3 of the public read only pOpular Jgress, 1/10 only orgam.-' '

| zatlonal press and 3 % only other press. The most conmon combi-

nation was to read both popular and or _ganlzatlonal press (c. 1/4) o
or regularly to partake of per:.odlcals from all three groups (c. 1/10) :
One-tenth did not read any perlodlcals from any of these groups |
(table A 9). |

Tt may be of mterest to study the compos:.tlon of the audiences
with regard to background factors. In table 4 are shown the audi- '
ence compositions of the four largest groups. In these four groups
we find together 75 per cent of the reading public.

This overview of audience compositions by different combinations
of pericdicals makes the previous analysis of factors behind the
choice of periodicals more complete. One primary conclusion which
can be drawn is that the groups of readers with the greatest in-
terest in popular magazines to a great extent vead only popular
press (group 2 in Table 4). Futher, the earlier assumption is con-
firmed: that there is a clear distinction as to sex between readers
of popular and organizational press. This suggests very separate

functions for these two groups of periodicals.
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Table 4%,  AUDIENCE COMPOSITIONS BY COMBINATIONS OF PERIODICALS

Those who read at least one pericdical from each
group regularly {(per cent).

Read Read Read Read popular,
only . only pepular organization-
organiza- popular and orga- &l and other
tional press nization- press .
press al press
(1) (2) (3 )
Men 75 34 50 54
Women 25 66 50 ue
Tetal 100 100 100 100
Education:
low 57 56 56 42
intermediate 23 35 31 37
high 19 8 13 20
Total 99 100 100 100
15-24 8 30 1 1k
25-34 20 23 22 23
35-4h 20 10 22 23
45-504 23 18 24 ’ 20
55-65 29 20 18 20
Total 100 10 100 100
Total in 47 489 371 177
group

A comparison between the two "pure" groups (1 and 2) and the others
shows that with regard to their audience compositions the latter
are more similar to the organizational press readers. This result
indicates that reading of organizational press is a factor that
causes a stratification into diffevent groups of readers. The po-
pular periodical press as a whole reaches an average of the popu-
lation, but organizational publications are read more by certain
active groups. This last point camnot be directly deduced from

the contents of table 4, but will be discussed in more detail in

the following section.

A further analysis of the average number of periodicals read by
male and female readers within each audience group reveals that

the differences are small as regards organizational publications.

The average nunber of organizational periodicals read is approxi-

mately the same within each group where they are yead, irrespective - .

of what they are combined with.
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However, the average is somewhat lower among women in the group

where organizational press is combined with other periodicals
(cf. Table A 8).

'gggg__there is a clear tendency: the number of popular periodicals
read decreases when more periodicals of other kinds are consumed.,
The most periodicals of popular type are read in the group where
no other types of periodicals are consumed (group 2) and the Jeast
in the multi-magazine group (group 4). This result suggests that
the reading of popular periodicals may be a secondary activity
which is dependent upon the amount of time at dispesal. In that
case this would be in line with previous assumptions. Among female
readers the tendency is not quite as clear. On an average, the
smallest quantity of popular periodicals is read in the 'multi-
magazine group' here, too, but there is no clear pattern to be
seen. The reason may be that the 'time-factor' is counteracted

by the sex role behavicor discussed earlier, or that on an average

wamen have less time at thir disposal than men have.

8., PERIODICALS AND POLITICS

The main impression conveyed by the audience analysis is that or-
ganizational periodicals are consumed by a more active and imter-
ested group, while on the cother hand popular periocdicals are read
by a population average. The mzin question in the following part
of the analysis is how the reading of pericdicals is related to
people's level of information as regards political issuses and
their activity in society. In that analysis there have been very
small possibilities of isclating the effects of periodicals. In
practice the analysis is limited %o simple aspects of relation-
ship. As a conclusion, though, an attempt is made at distinguish-

ing the effects of periodicals.
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Level of Information On Social Issues

Information on social issues is an ambiguous term. In this connec-
tion people's knowledge of social issues has been investigated
through an achievement test with questions on'one hand concerning
Swedish political 1life (rules of election, majority situaticn in

Parliament, party leaders, etc), on the other hand concerning cur-

rent social issues and problems on the lecal scene.

The measure which has been used when testing the knowledge of
social issues is a combination of these two dimensions. On the
basis hereof a fivegrade scale has been constructed, where the
value one indicates bad knowledge and the value five very good
knowledge.

This measure of civic knowledge is now to be related to the rea-
ding of different categories of pericdicals. To begin with, the
organizational press is to be compared with the popular press.
Table 5 shows how readers of organizational publications stand

with regard to knowledge of social issues.

The analysis described here is a kind of analysis of variance. It
can also be represented in the form of a coefficient, the so-called
Bt coefficient!. Tt expresses the degree of relationship between
the two variables invorlved in the analysis. It stands for the
quotient of the variation between each group and the total varia-
tion and it can assume any valye between O and 1. The coefficient
says nothing about the linearity or direction of the relationship.
Thus a high value tells us that there is a relationship, but it
can be either positive - knowledge of society increases with read-
" ing - or negative - knowledge of society decreases - or have any
other characteristic. However, the relative comparison between
types of periodicals is of interest. It shows that trade union
publications have the highest Fta value (cf. table A 10).



The table suggests a connection between knowledge of society and
reading of organizational periodicals. People who read at least

one organizational publication generally have a higher average

value with vespect to knowledge of society and their share of very e

high level of information is larger. The more organizational pub-

lications people read, the higher the average value and the larger
the proportion of well-informed people. In most cases +he homoge~

nity of the group increases, too = the dispersion is reduced.

Table 5. IMNOWLEDGE OF SCCIETY BY RFADING OF SOME TYPES OF PERIODICALS

Type of Number of  Share of  Mean Disper- N Eta
periodicals periodi-  well-in~  value as  sion
cals read  formed regards
(%) 1} civie
knowledge
Total 0 12 2,73 1,31 838
el 1 71 3,78 1,76 47
press 2 31 3,66 1,22 213
3 30 3,81 1,08 63
4 55 4,28 0,96 29 0,31
Total 0 19 3,14 1,33 421
popular -
Lress 1 21 3,15 1,3% 365
2 13 3,11 1,30 371
3 18 2,94 1,38 240
4 18 3,03 1,24 100
5 15 3,00 1,32 57
] i 2,81 1,55 28
7 23 2,80 1,32 10 (3,0

1) The scale of knowledge ranges from one (1) to five {5), One = almost no
knowledge; five = very good ¥nowledge of social issus.

The meaning of "reading many periodicals” can be discussed. What

is the significance of such a measure? The way it is interpreted
hepe is that it reflects people's attitudes To periodicals of dif-
ferent types. Thus, it is a measure of their willingness to expose
themselves to information through periodicals. It is less a measure
of the fact that the whole contents are actually read. The periodi-

cals stand for a contact or a channel of information which one wish~
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es to be exposed to.

The scope of the analysis can also be widened through studying
what the relationship is between knowledge of society and read-
ing of organizational press in different age groups and among men

and women.

A comparison between civic knowledge and reading of periodicals

among men and women shows that trade union and non-profit publica-

tions have approximately the same relationships (Eta = 0.21 and |

0.20 respectively) among men, while among women only trade union
publications (0.19) - and to some extent co-operative organiza-

tion publications (0.16) - show any significant correlation with {

N,

knowledge of society.

The most pronounced relationship between reading of organizational
publications (total) and knowledge of society is found in the two
middle-aged groups. In the age groups 25-35 years the relationship
is vather weak. In all age groups the trade union publications are
the most significant type - above all in the age group 35-45. In
the oldest age group the non—profit publications have their strong-
est position with respect to the civic knowledge of the general pub-
lic.

With regard to the general popular periodicals there is a faint

tendency that knowledge of society decreases, the more of them

people read. However, the dispersicn is great within the groups'
and the relationship is weak. The same goes for the total reading
of popular press, while the special interest publications are re-
lated to people's knowledge of society to the same extent as cer-
tain organizational periodicals, e.g. those published by econemic

organizations.



It is possible here, too, 10 make comparisons between men and wo=
men. As regards the male readers very few relationships can be
observed. As regards women, the reading of special interest pub-
lications shows an obvious relationship with civic knowledge: The
greater the stated interest in this kind of popular magazines, the
higher the mean value as regards knowledge of society.

A comparison between the age groups chows that the relaticnship
between knowledge of social issues and reading of popular press

ig greatest in the youngest and the oldest age groups. There is

a tendency that more extensive reading of popular periodicals en~
tails less knowledge of social issues. The relationship between
special interest publications and knowledge of society within the
different age groups shows great similarity to the organizational'

press and it is highest in the age group 35-55 years.

As pegards other types of pericdicals, reading of specialist and

other periodicals has the strongest relationship with knowledge

of society (Fta = 0.18). This is especially marked among men. There

is a difference between the age groups. The significance of gpecia-

1ist publicaitons lies within the age group 35-55 years, while other
periodicals have the strongest relationship with knowledge of social
isguee in the groups 15-4b years. This largely bears out the assump-
+ions made in the previous section on the basis of the audience ana-
lysis (cf. table A 10).

Activity Within Associations

The third indicator of public engagement in social issues is the
preadiness to participate in associstion and organization activities.
That is to say in this case activities in political, trade union
and other associations and organizaticns. It seems reasonable to

expect a relatively strong relationship between reading of organi-

zational publications and activity in associations. Table A 11 pre-

sents an overview of this. But there it is shown that the reading

has ro stronger relationship with activity in organizations than
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with knowledge of society (table 5). The explanation probably
1ies in the measure unsed for assessing the reading: the basis

is the number of periodicals. It is more probable that the amount
of contents read would produce a different result. However, the
relationship is rather strong for all organiza%ional publications
(Eta = 0.29).

As regards reading of popular press the relationship is weaker and
has a negative tendensy in part (table A 11).

A further analysis of the relationship between reading of organi-
zational periodicals and activity in organizational life shows
that it is most marked as regards non-profit and trade union perio-
dicals. The difference between male and female readers is most
evident with regard to these very categories. In the former case
the relationship is sirongest among WOmen, while in the latter case

this is true of male readers.

The relationship between reading of organizétiOnal press and par-
ticipation in organizational life becomes stronger with increas-
ing age. In the youngest age group the relationship is weak. But
then it increases to decrease somewhat again in the oldest group
(figure 2). The reasonable way of interpreting this graph seems
to be that the middle—aged groups play the most prominent part in
organizational life ande that the reading of organizational press

is very frequent among them.

As regards the popular press, no such tendency can be found. It is
true thit the strongest relationships are found in older age groups
here, but among the youngest ones there is a certain correlation,

too.
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Figure 2.  RELATIONSHIP BEIWEEN ACTIVITY IN ORGANIZATICNS AND
READING OF ORGANIZATIONAL PRESS, BY AGE GROUPS.

ETA T

XY
o3 | ,‘—’_\\“

.20

AGE

.

\5-249 25-34 54y Y35-5Y4  §5-65

Note: Reading refers to reading of total organiza-
tional press. Eta coefficient is described in
text.

9. SIGNIFICANCE OF PERIODICALS

The main result is that the reading of organizational press is
positively related to the two mentioned indicators of sccial ac-
tivity. The more organizational periodicals a person reads, the
greater the probability that he or she is engaged in social debate
and formation of opinicn. The number in itself is supposed to be
of secondary importance, though. It is rather to be seen as an ex-
pression of the reader's attitude towards the organizaticpal press.
Tt has not been possible to observe any similar relationship with
regard to popular periodicals - there is one indicator that rather
points out a negative relationship. Within the organizational press
the most pronounced relationships are found in connection with pub-

1ications of non-profit and trade union organizations.
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In this way an active group of readers of organizaticnal press

can be distinguished. It consists of people who are well informed
about social issues and who regularly participate'in organization-
al life. Moreover, the publications seem to be‘disseminators of
information to the less active people within the organizations in
question. On the other hand there is a large group of organization
members who probably receive an organizational publication in thEMP
letter-box, but whe have not mentioned this circumstance in the

interview.

Tt is a difficult task to isclate the significance of the organi-
rational press as regards people's relations to society. The at-
tempt which has been made here has been founded on the assuption
that factors that exert an influence on the social engagement of
people bear a relation to the living conditions of the individual,
chiefly sex, age and education. This last factcr may be seen as a
comprehensive measure of social position. A study of the signifi-
cance of the organizational press within groups which differ in
regard to these factors indicates that this kind of press is con-
ducive to better xnowledge of society within groups with a bad
position as regards education: There is a great difference in ci-
vic knowledge between well-educated and less educated people among
those who do not read any organizational publication. Among those
who read several organizational publications this difference de-
creases markedly (table A 12).

It is impertant, though, to point out that this relationship must
not be interpreted as a direct cause-effect cormection - that if
an individual reads more organizational periodicals he or she will
become well-informed and engaged in social issues. On the contrary:
the anelyses indicate an interplay between several factors, where
the organizational publications form only one element., Other fac-
tors are living conditions, interest in politics etc. What is of

interest, however, is that the organizational press seems to play
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no insignificant part in this connection.

The same kind of analysis has been tested on the group of popular
periodicals. Here no relationships have been traced between read-
ing of popular press and knowledge of society when sex and educa-
+ion have been kept constant. There is one exception: female read-
ers of special interest periodicals. But this commection does not
seem to be related to activity within organizational life. At the
same time it is of interest to note that there exists such a dif-
ference between general popular pericdicals and special interest

periodicals.

10. PERIODICALS AND OTHER MASS MEDIA

Apart from pericdicals there are, of course, a number of other mass
media which can be assumed to play a similar role as regards people's
activity in society. This is true of the daily press, radio and te~
levisicn. Also, the range of these other media is wider than that
of the organizational press, €.Z. Comparisons between periodicals
and these media show that the daily press seems 1O be of the great-
est importance for people's information on social issues. Those who
ape interested in the sccizl issues in daily newspapers form a very
well-informed group. Reading of such contents, Just like reading of
organizational press, Se€ms +o be able to make up for lack of for-
mal education (table A 13).

Comparisons between mass media must be interpreted with the great-
est caution. First it must be pointed out that the daily press and
the organizational press should not be locked upon as two alterna-
tives. Investigations of how people combine different mass media
rather indicate that they complement each other. To a certain ex—
tent it is the same people who partake of the social issues in

the daily press and who read the organizational periedicals. This
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probably means that the two types of‘media serve two different pur-
poses: the daily press supplies the daily flow of information while
the organizational publications provide more analysis, comment and
opinion from certain expressed points of view. They both reach an
active and interested group of the public. '

SONE MEDTA CONSUMPTION GROUES

OTHER
IEDIA
CONSUNP=
TICH

AUDIERCE®S OF PEZRIODICALS; GROUPS THAW R3EAD:

Ho Only Only Only Popular Popular Organiza-  Popular,
periodical  popular organiza- other and and tional organisas-
periodiecais tional periodicals arganiza- other and cther  tional
pericdicals tional and o%ier

At leapt
three daily
papers

At least
two nmorning
papers per
day

Reading of
gocial issues
in dally press

Reading of
general issues
in daily press

Radio P 1
deily

Radio P 3
daily

Television
deily

Note: + indicates that the audience of periodical in question ig over-rapresented as regards conswaption
of stated other medium =s compared with the averzge.

In this analysis television preves to have a relatively small sig-
nificance for the knowledge of scciety ameng the active groups.
This pesult must not be thought to mean that television has no sig-
nificance at all. The role of television is on another level. TV
news and information reach large groups of people who never read
the social issues in the daily press or in organizational publica-

t+ions. There are reasons to expect that without television these
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groups would be much less informed. To put it more incisively one

could claim that TV information is primarily conducive to reducing
lack of knowledge among the less informed. Surveys have borme out

that the television medium has a great potential importance and

can activate passive groups of citizens.

To sum up, the analysis of the media system indicates that it is.
hardly reasonable to assign certain defined functions to mass medha.
Tt seems more appropriate to claim that-dlfferent_consumar Zroups

make use of media in different ways. People's usage is primarily
decided by the use and the need that the individual has of what is

offered by the media, and by the amount of time that the individual

has at disposal.

11,  CONCLUSION

The survy of the role of periodical press in the mass media society
has principally been limited to three main spheres. What has been
investigated is:

o 1its audience structure
o its relationship with activity in scciety

o its relationship with other media

The conclusions which have been outlined must be interpreted with

the greatest caution. The patterns of relationship generally are

very weak. The trends which have appeared in the analysis of the

- periodical press, however, can provide a basis for a concluding'
hypothesis about what it is that conditions pecple's choice of
periodicals. The hypothesis says that the extent and type of read-
ing of perlodlcal publications are chiefly determlned by +wo fac-
tors: the readiness to engage in social issues and the tife at dis-
posal ('spare time'). The significance of these two factors for the
level of consumption is illustrated in a hypothetical way in the
following scheme, |
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By social engagement is meant kmowledge of énd'activity in soeial
issues. Time at disposal stands for the +ime that the individual
feels 'free' from work and other fixed activities. In other wcrds _
the time at disposal can be said to constitute a passlv1ty dimen~
sion' and the social engagement an 'activity dimen31on' '

SOCTAL ENGAGEMENT

High . Low
Reads both popular Reads much
Much perlodlcals and or- | nlar _
TIME ganizational perio~ pericdicals
AT dlcals : B
DISPOSAL Reads only ' Reads some
Little | organizational popular
periodicals _ periodical

The factors which have been discussed earlier - sex, age and edu-
cation - are supposed in different waYs‘to exert an influence on
the social engagement of people as well as the time at their dis-
posal. The table tries to map out, on the basis of previous resulis,
the position of popular press and organizational press reading. It
shows that relatively large groups with low social engagement read
only popular press. Among those there ig a large proportion of people
with low education and with a passive interest in polities which
they have no possibility or no ability to canalize in the form of
social engagement. To a great extent they read popular press as a
form of diversion. The reading of organizational press primarily.
forms part of other activities, and these periodicals are not made .
use of in the same way. They are read regularly but the selectivity
when reading an individual copy is much greater than with regard to

_popular press, above all in the highly active group.
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The pelationship between the two dimensions which have been outlined
is very hard to determine. There is much advocating that people's
subjective experience of time as a cost has a great significance as
an underlying factor. However, too 1ittle has been studied of the
importance of this 'time- aspect in human mass n{edia congumption to
allow of any further speculation.
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Ixtract from interview guestionnaire
Organizational periodicals

The 15 largest periodicals by circulation
Groups of periodicals by circulation

Readers of least one veriodical-in each group
by investigated communes

Periodical by regulariiy in reading
Periodicals by volume of read content

Headers of periodical of different type by
background factors

Conbination of periodicals

Xnowledge of social issues and reading of
periodicals

Activity in associationz and reading of
periodicals

Per cent interviewees with very good knowledge
of social issues among groups differing in
reading of periodiczls by sex and sducation

¥ass media consumption and knowlsdge of
social issues



)

1 EXTRACT FROW THE QUESTIONNAIRE

aestion 27

uestion 28

westion 29

Do you usually read or look through any other
periodicals or journals? I am thinking of those
which are published by different trade unions,
political parties and other organizations as well
as consumers magezines and technical journals.

DOES NOT READ OTHER PERIODICALS.

2342DS OTHER PERIODICAL/S. STATE NAME OF PERIODIGAL/S.
I HEAD OF SCHEDULE BELOW, :

QUESTIONS 28 AND 29 ARE ASKED TOR EACH'OEE OF THE
DOPULAR WAGAZINES AND OTHER PERIODICALS STATED.
PILL IN SCHEDULE HORIZONTALLY.

Approximately how often do you read...{{TAiE OF
LAGAZINE/PERIODICATL)? Doyou read or look through
every issue, every second lssue, every third issue,
or do you read it more seldom? '
EVERY ISSUE _

EVERY SLCOND ISSURE APPROXIMATELY

EVERY THIRD INSUE APPROXINMATELY

KORE SELDOI

Approximately how much do you read oxr look through

iNeso (NAME oR MﬂGAZINE/PERIODICAL)? Yol capn answey
by use of this card.

HAND OVER REPLY CARD 8
READS PRACTICATLLY THE WHOLE CONTENT

READS ABOUT HALF THE CONT=HT

READS INDIVIDUAL ARTICLES

CAN ONﬁY SPARE THE TIME TO SKIM THROUGH MAGAZINE/PERIO-
DICAL,




L2 ORGANIZATIONAT PERIODICALS

Within

Groups

‘ype of organization Total Per cent
Number Nunber Per cent .
jon=profit-making-organizations 492 48,2
Religious 207 42,1
Temperance 21 4,3
Politieal Party 68 13,8
Environment Protection 16 343
Sports 54 11,0
Voluntary Defence 25 5,1
I'rade Unions 100 9,8
Blue Collar 36 36,0
White Collar 34 54,0
Academic 26 26,0
Economiec Organizations 194 19,0
Producer Co-operative 15 Tyl
Consumer Co-operative 8 4y
Buisness: Employers - 9 4,6
Buisness: other 80 41,2
Individual Professions 67 34,45
Other Organizations 192 18,0
Eandicap 21 10,9
Immigrants 5 2,6
TLeisure and Hobby 85 44,43
Student 57 29,7
Motor 7 3,6
Other 43 4,2
Total 1,021 100,0



A 3 THE 15 LARGEST PZERIODICALS BY CIRCULATION

Periodical circulation average
by year circulation
per issue

1., ICA-kuriren 37,4 720 100
2. Metallarbetaren 21,9 438 400
3., Land 20,3 391 000
4. kret Runt ' 20,1 387 400
5., Hemmets Veckotidning 19,1 366 800
6. Vi 17,3 3%9 300
7. Hemmets Journal 14,4 277 200
8, Allers 13,4 258 300
9, Lektyr 12,7 245 009
0., Vi Bil&igare 12,5 520 T00
1« KXalle Anka 11,8 226 800
12, Pib Aktuellt 11,6 223 800
3. Svensk ﬁamtidning 11,3 218 100
|4, Saxons Veckotidning 10,5 202 500

5. Min Vérld 9,9 190 800




4 GROUPS OF PERIODICALS BY CIRCULATION

‘pe of periodical ¢ireulation  per cent N
by year

,  Organizational 211,5 38 - 165
Non-profit-making org. 40,0 7 377
Trade unions 82,2 15 a8
Economic org, 71,2 13 - 157
Interest groups 1647 3. o122
Other org. 1,4 o - R

» Governmental 6,7 1 25

» Communal 346 1 K 42

. Business 6,42 1 - 83

. Popular 290,73 52 75

. Specialist 24,0 4 . 45 v

. Culture/general politics 14,6 3 138

. Other 5,8 1 120

Total T 562,17 100 1 %93




A5 READERS OF LEAST ONE PERIODICAL IN EACH GROUP BY
INVESTIGATED COMMUNES

Communes o ' o .

Type of periodical Malms$  Goteborg Vasterds  Leksand Total,
Non-profit-making org. 5 6 6 9 - 6
Trade union org. 29 22 : 3T ' '28“ ' 29- -*
Co-operative org. 12 11 19 21 .16
Feonomic org. 10 8 10 12 10
Other org. 8 7 8 5. 7.

Org., total 43 38 56 51 47
Publications from public agencies 2 4 | 4 _ 3. 3
Popular publications, general 69 65 63 67 6o
Specimlinterest publications 25 21 34 31 28

Popular press, total 76 69 76 T4 14
Specialist periodicals 1% 8 18 10 12
Cultural and general 1 2 4 _ 4. . 3

political publications '

Other periodicals - 24 21 ' 33 23 .27

) 385 576 397 437 1595 .




& PERIODICAL 3Y ALGULARITY IN READING

Ter cent of periodical read witi

fype of periodicals - every every two/ more
:  issue three issues gseldon “otal W
]

Ton-profit-making org. 92 6 2 100 115
'rade union org. 91 4 4 100 530
Jo-operative org. 88 6 6 100 - 263 .
Economic org, 91 4 4 99 180
Jther org. 92 5 A 101 - 114

Org,., total 91 5 4 100 1 202
Publications from public agencies 95 5 0 100 60
Popular publieations, general 61 24 14 99 2 228
3pecial interest publications 83 " 7 101 548

Popular press, total 85 22 13 130 2 776
Specialist periodicals 86 : 9 5 100 259
Cultural and general 32 14 4 100 43

political publications

<
L]

Other periodicals B3 T 5 100 60"
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8 READERS OF PERYIODICAL OF DIFFERENT TYPE
BY BACKGROUND FACTORS

ype of Sex Education lge Interent in politics
eriodicals Kale Female Low Hiddle High 15-24 25-34 35-#4 45.54 55-65 High Low
on~profit-making org. 8 5 5 7 9 3 6 8 8 8 10 4
rade union org. 3% 22 28 29 39 % 32 3% 33 30 . 39 22
o=operative org. 15 17 15 16 19 8 14 19 21 21 22 12
conomic Org, 1 9 19 8 14 4 5 16 15 13 T 8
‘ther org, 9 4 5 7 14 5 6 7 9 6 10 4
Org., total 54 41 46 43 61 28 43 62 . 57 52 T 63 37
sublications from 3 4 2 3 9 1 s 5 3 4 a4 3

ublic agencies

opular publications 5% 75 66 T0 56 it €3 62 63 64 62 170
zeneral
special interest 21 35 25 30 35 20 30 29 32 30 28 28
publications
Popular press, 64 83 73 77 68 82 72 71 73 70 70 77 I
total ‘
3pesialiat pericdicals 18 6 7 12 33 11 13 15 13 9 16 10
Cultural and general 3 3 2 3 6 3 2 2 3 3 4 2
political publica-
tions
Other periodicals 29 25 21 30 41 27 29 29 23 25 35 21

H 792 B03 838 535 215 327 380 264 £ 313 638 9%




Table A 9 COMBINATION OF PERIODICALS

Per cent of the interviewees who have read at least one

periodical, in each combination of periodicals.

Organizational periodicals
(W=757)

Popular
periodicals
(5=1174)

Other periodiecals
(W=425)

Jo periodicals of
these types read
(§=142)
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ible A 1

TPIVITY TN ASSCCIATIONS AND READING OF PERIODICALS

ype of periodical punber of read wmean of mean deviation M Coefficient
pericdicals aetivity in
regularly associations
on=profit-making a 1,39 1,00 1 430
rg. 1 2,06 0,94 96
: 2 2,00 0,93 3 0,16
rade Union org, 0 1,29 1,01 1133
1 1,76 3,91 400
2 1,87 0,88 55
3 2,00 0,63 7 0,22
o~pperative org, 0 1,40 1,3 1 340
1 1,64 0,99 245
1,44 1,01 9 8,09
.conomic org, 0 1,40 : 1,00 1 435
1 1,66 0,96 143
2 2,21 1,05 14 8,12
ither org. 0 1,41 1,0 1 490
1 1,79 0,95 9%
2 2,13 0,99 E] 3,10
‘rg., total 0 1,3 0,93 233
1 3,60 0,97 447
2 1,74 3,24 213
3 2,02 0,24 53
4 2,14 2,83 29 0,29
Fopular publications, 4] 1,59 1,85 547
general 1 1,42 0,99 414
2 1,31 0,92 315
3 1,34 1,00 185
4 1,32 2,99 75
5 1,34 1,11 35 3,12
Special dinterest 0 1,42 1,01 1R
publications 1 1,47 0,99 354
2 1,51 1,02 74
3 1,75 9,97 12 (0,0%)
Popular press, total Y 1,55 1,05 421
i 1,50 1,04 355
2 1,35 0,92 371
3 1,30 1,00 240
4 1,39 0,98 100
5 1,26 1,03 57
6 1,42 0,95 24
7 1,00 1,16 10 0,11




A 12 PER CENT INTERVIEZEES WITH VERY GOOD KWOWLEDGE OF
SOCIAT ISIUES AVOHIG GROUYS DIFPEAING IN READING
07 PENTODICALS BY SEX AND LOUCATIOW

Per cent with
very good
knowledge of
social issues

?@+
%

40

o

v > Number of read
o 1 2 3- periodicals

——gmen, low education women, low education

Eames 1

-~ men, middle education women, middle education

.
men, high education — —gWomen, nigh gducation

(the group is too little
to allow analysis for nore
than two periodicals) '

- A

Remark: Scale of knowledge is presented in table A 10



A 13 MASE YDDIA CONSUMPTION AND KWOVLEDGE OF 5OCTAL ISSUB:
Average nnd mean devation among different groups of mass media congumers

Type of media per cent Maan of mean w
consunpbion with very knowledge deviation
good knowledge

Only one merning 17 3,0 - 1,3 . 596
paper

One morning paper Co14 3,0 1,3 437
and cne evening paper ’

Only twe moraning 35 3,6 143 1673
papers

One morning paper 18 3,2 1,3 107
and two or more

evening pavers

Two Or moTe 37 4 3,7 1,3 103
morning papers =and

evaening papers

Reading little genmeral and 1M 5 2,6 1,3 445
little soolal-orienting content

Reading much general but little T 5 2,5 12 3532
social orileanting content

Redding little seneral but much 3505 343 1,1 3
soelal orienting content

Rending rmuch zeneral and much 22 ﬁ 3yt 1,2 428
social orienting content

Daily listening to T 1 (news) 27 3.4 153 356
feldom listening to T 1 12 - 2,8 143 320
Daily listening to P 3 (light rusic) 16 % 3,0 143 913
Jeldom listening to ¥ 3 26 a 3,5 1,2 274
Daily watching tv . 18, 3,1 1,3 972
Jeldom watehing tv 18 5 3,0 1,3 31

Remark: reneral newspaver comtent means: local news, crime and accidents,fanily
news, house and cookings, letters to the editor, advertisements,
radio-tv-news,

Social-crienting news means: editorials, culture and debates, home news, mews
Trom parlisment (riksdegen), news from local politics.

1) 4f table 4 10



STATSVETENSKAPLIGA INSTITUTIONEN
GSteborgs universitat

Forteckning Yver tidigore utkomma rapporter ¢ statsvstenskapliga

institutionens rapportaerie

1974:1

1974:2

1974:3

1874:4

1974:5

1974:86

1874:7

1974:8

1974:9

Spridningen av ett informationsmaterial
{Forskningsprojektet Samhillsplanering

i samwerkan)

Norrmalmstorgsdramat -

En undersskning av Sveriges Radios
nyhetsbevakning utférd pd uppdrag
av Radiondmmdens

Attitudes of Political Organisations
to Mass Media -
Paper preparved for the ECPR Workshop
on the political role of Mass Media,
Strasbourg, 1974

Internationell radiokommunikation =
En fallstudie pd Sverige

Dzl I. En innehdllsanalys av Sveriges
Radioa séndningar till utlandet

Internationell radiokommmikation =
En fallstudie pd Sverige

Del II. En inmehdllsanalys av utlindska

radiosindares svensksprdkiga program
riktade t11ll lyssnare 1 Sverige

Representative Local Government =
Paper prepared for the ECPR Workshop
on loeal govermment, Marstrand, 1974

Electors and the Elected -
Paper prepared for the ECPR Workshop
on local govermment, Marstrand, 1974

Local Govermment Reforms in Sweden =
Paper prepared for the International
Conference on the current trends in
local power and authority in the
ecntemporary world, Warsaw, 1974

Samhitllginformation i fyra svenska
kommuner o '

| {Forefmingsprojektet Pressena Funktioner)

Rerfattare

Lennart Brantgirde

Jirgen Westerstdhl

Lars Aldemark
Lennart Wetbull

Rutger Lindahl

| Rutger Lindahl

J8rgen Westerstdhl

Lars Strémberg

Lars Strémberg

Lars Aldemark
Lennart Feibull



1976:1

1975:2
1975:3
1975:4

1975:5

1975:6

1975:7

Regionalradio och regional=tv
understkningen = '
En foérsta redoviening av mneh&l?.smalysan

Samhiillsplanering ¢ samverkan -
Riksorganisationerna

Sambillsplanering © samverkan -
Kommunerma

&

Partipolitiska konfliktdimensionér
riksdagen

 Samhillsplanering i samverkan =

Distrikts~, lokalorganisationer,
linsstyrelser

Samh&llsplanerzng 1 samverkan -
Erfarenheter frém en informations=

kampang

Kommundelsréden i Goteborg - ;
Sammansdtining och medborqarkontakter

8.

Férfattare
T ——— i —

Jan Strid
Lennart Wetbull

ﬁennaft Brantgdrde

Lennart Brantgdrde

S8ren Holmberg

Lennart Brantgdrde

| -Jdrgen Westerstihl

Lennart Brantgdrde

Lars Stromberg
Mirten Persson



1876:1

1976:2

1976:3

1976:4

197655

1978:6

1876:7

Finlandsbilden i svensk press

Samhiillsorientering och masskommnikation —
Mussmedzernas betydelse for allmdnhetens
orientering © samhillsfrdgor

Lijudradions bevakning av handelserna i
Portugal -

.En undersoknzng avseende tiden

19 mai - 26 juli 1975

utfbrd pd uppdrag av Radiondrmden

TV:s utlandsrapportering

' Utrednznrsvasendet i Saerzqe - .
* Personsammensdtining och kostnader

Populdrpressen i massrediesamhiliet

Tidskrifternas antal och storlek

3e

' - Férfattare

Claca-0lof Olssan

Lennarf Wetbull

J8raen Westerstdhl

Rutger Lindahl
Jorgen L@sterq+rkl

- Jan Turvall
Folke Johangson.

Lenmart Wetbull

Claes-0lof Olgson



1977:;

Edﬁﬁatfaré

Tidskrifter som informationskanaler i Claes-0lof Olsson

energtfrdgor - Lennart Weibull

En analys utférd pd uppdrqg ay Uver-
atyrelsen for Ekanamiakt Fdpsvar-

4,



