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INTRODUGTION

PREFACE

long, long time ago, people actually loved reading newspapers.
Imagine.
They’d flip a nickel to the newsboy, grab a paper from the stack and
gawk at headlines that screamed:

SOLONS MULL LEVY HIKE BID!

They’d gaze lovingly at long, gray columns of type that looked like this —

— and they’d say: “Wow! What a lot of news!”

Today, we’re different. We’ve got color TVs, home computers, portable CD
players, glitzy magazines. We collect data in a dizzying array of ways. We don’t
need long, gray columns of type anymore. We won’t read long, gray columns of
type anymore.

In fact, when we look at newspapers and see those long, gray columns of type,
we say: “Yow! What a waste of time!”

Today’s readers want something different. Something snappy. Something easy
to grasp and instantly informative.

And that’s where you come in.

If you can design a newspaper that’s inviting, informative and easy to read, you
can — for a few minutes each day — successfully compete with all those TV,
CDs, computers and magazines. You can keep a noble old American institution
— the newspaper — alive for another day.

Because let’s face it: To many people, newspapers are dinosaurs. They’re big,
clumsy and slow. And though they’ve endured for eons, it may be only a matter of
time before newspapers either:

# become extinct (this has happened to other famous forms of communica-
tion — remember smoke signals? The telegraph?). Or else they’ll:

# evolve into a new species (imagine a portable video newspaper/TV shopping
network that lets you surf the sports highlights, scan some comics, then view the
hottest fashions on sale at the TechnoMall).
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PREFACE

Those days are still a ways off. For now, we just do our best with what we have:
Ink. Paper. Lots of images, letters, lines and dots. A good designer can arrange
them all quickly and smoothly, so that today’s news feels familiar and . . . new.

But where do newspaper designers come from, anyway? Face it: You never hear
children saying, “When I grow up, my dream is to lay out the Opinion page.” You
never hear college students saying, “I've got a major in rocket science and a minor
in sports infographics.”

No, most journalists stumble into design by accident. Without warning.

Maybe you're a reporter on a small weekly, and one day your editor says to you,
“Congratulations! I'm promoting you to assistant editor. You’'ll start Monday. Oh,
and . ..you know how to lay out pages, don’t you?”

Or maybe you've just joined a student newspaper. You want to be a reporter, a
movie critic, a sports columnist. So you write your first story. When you finish,
the adviser says to you, “Uh, we’re a little short-handed in production right now.
It'd really help us if you'd design that page your story’s on, OK?”

Now, traditional journalism textbooks discuss design in broad terms. They
ponder vague concepts like balance and harmony and rhythm. They show award-
winning pages from The New York Times or The Wall Street Journal.

“Nice pages,” you think. But meanwhile, you're in a hurry. And you're still con-
fused: “How do I connect this picture to this headline?”

That’s where this book comes in.

This book assumes you need to learn the rules of newspaper design as quickly
as you can. It assumes you've been reading a newspaper for a while, but you’ve
never really paid attention to things like headline sizes. Or column logos. Or
whether pages use five columns of text instead of six.

This book will introduce you to the building blocks of newspaper design: head-
lines, text, photos, cutlines. We’ll show you how to shape them into a story — and
how to shape stories into pages.

After that, we'll look at the small stuff (logos, teasers, charts and graphs, type
trickery) that makes more complicated pages work. We’ll even show you a few
reader-grabbing gimmicks, like subheads, to break up gray columns of type:

YO! CHECK OUT THIS ATTENTION-GRABBING SUBHEAD

And bullets, to make short lists “pop” off the page:
+ This is a bullet item.
& And so is this.
# Ditto here.
We'll even explore liftout quotes, which let you dress up a quote from some-
body famous — say, Mark Twain — to catch your reader’s eye.
Yes, some writers will do anything to get you to read their prefaces. So if you
made it all this way, ask yourself: Did design have anything to do with it?

For this edition, we've added a chapter on Web design, a CD-ROM of exercises,
new “Troubleshooting” Q&A's at the end of each chapter. And we've added color —
lots of spiffy new examples of color pages, photos and graphics.

Now, most pages at most newspapers, we realize, are still black and white.

And we certainly didn’t want a lot of readers honked off at us for going overboard
with this color thing. So we deliberately held back, keeping a large proportion of
black-and-white images throughout the book.

Whether you're a big daily or a tiny weekly, a tab or a broadsheet, color or black
and white — you'll find plenty of helpful answers in the pages ahead. Enjoy!

— Tim Harrower
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INTRODUCTION

SOME QUICK HISTORY

THE SIMPLE
BEGINNINGS first newspaper, made its debut

Publick Occurrences, America’s

300 years ago. Like other colonial
newspapers that followed, it was
printed on paper smaller than the
pages in this book, looking more
like a pamphlet or newsletter.

Most colonial weeklies ran news
items one after another in deep,
wide columns of text. There were
no headlines and very little art
(though it was young Ben Franklin
who printed America’s first news-
paper cartoon in 1754).

After the Revolutionary War,
dailies first appeared and began
introducing new design elements:
thinner columns, primitive head-
lines (one-line labels such as
PROCLAMATION) and — this
will come as no surprise — an
increasing number of ads, many of
them parked along the bottom of
the front page.

Naab -+,

PUB

LICK

OCCURRENCES

Both # ORREIGN

wd DOMESTICK,

Boftow, Thuckday Sepe. 250k 1650,

T is defigned, that the Co adl be furs
mifhed omee « mwmerh (v .m’a‘tu ./{x'
m?mw—-, Hicver, ) wik an A

o fide 4 # i’ -
sived e i N b b
I order bercwnto, the Pablifoer will takg what
pains be can 1 ohiain « Faithiul Relatio of «if
[ tbing y and will particudarly maks bimfelf
bobalden ;- /»l/hh;‘:n i» Bolton wham e Fors
19 varve been for dhaic own uf ¢ o
wers of [uch matiees, i e Ol
N That which is wereim propofed, in, Fitft, Toa
O of Divine
way nos be neglc8cd or forguten s they 180 ofren
are. Secondly, Thar peosln cvery whare

o wnderjband tis Circumitances of Publigue Afs ¥

wirs borh abread snd at bome ;, which miy me
w@lg drelt therr Thoughts il timer, but ut
fouie simer alfato affiff cheir Bofinelles asd Nz-
yotiations,

Thicdly, That fome tbing muy be dme towards
e Curing, or at leat the Charming of thar Syi-
it of Lying, whick prevuils among w1, whe ¢«
foce motlosng [hall be cruered, bu woar we have
reafon ta belicve is srue, vepairing to the bejt founs
tains for owr Informarion.  Aud woom there ape
pears any material miftake in amp chong thar 1
ollucded, st fball be corvected in rhe pext,
rhe Publylee of tiefe Ocxurrences

i witling ¢
#yFalfe Reporcs, malicionfly made, erd fpread

wmang w1, of any well-minded per fom wiil be as e g

pasns 10 trace wny fach faife Report fo far as 19
17d out and Conwidl che Firfk Raifer of ir, e

[3nld in this Paper ( wnlefs jult Advise be given 1o

*0 the consrary ) expofe the Name of [xed perfon,

37 A malicious Raifer of a falfe Report,  J¢

i fuppos’d thut mone wilk dustike vhis Propofal

ot-: Tech a jmicnd 10 be guiley of o villanans &
Yime,

HE Chrillianized Indians in fome

parts of Ilimeute, have newly ap-

pointed a day of Thanksgiving to

God for bis Mercy in fupplying their extream

and pinching Neceffities uader their late want

of Corn, & for His glving them now a prof

peet of a very Comfortabis Harveft, Theit
Exaraple may be worth Meationing.

Tis obferved by the Hasbandmen, that

aitho’ the With-§raw of fo greas a frtagth

0cagage, thar woereas, there ot mae L

from them, us what is in the Fowces. fotely
£00¢ [0 Camads, made them think 1 einidh
impollibie for them to et well tbrough 1w
ABaicy of their Husbandry 2 chus time of (oc
€ar, yerthe scafon bas been fa wnwtsally
lavourable that they fea ce fad 01y want of
the many handreds of hands, thac arc pone
from shem | which 18 Jooked upon &5 & Mcr~
ofit Previdence

While the bacharous ledmans were lurking
sbout Corlmuford, there weve oufling abodt
the beginniog, of 1his aonth 2 coaple of Chite
dren belongung 1o 4 maa of that Town, ofe
of them aged abaat cleven the otser 2¢:d 4~
jears, both of thein tuppotid @

the hands of the fodpmur,
sgical Accrrent hapreped st Wita
#er-Town, the beginaing of ihis Monch 78
O/d man, that was of fomentar a Silene and
Morole Tempur, buc one that had Iung fas
joyed the reputation of @ Sobir and & e
Man, baving newly buried bis Wile, The
Devil took advantage of the Melaneboioy
which he thereupan fel in‘o, is Wives 6if=
cretion and induftry hed tong been the fips
portal his bamily, sad he feemed burtic
with en impertument fear that pe hould pow
come to want before be dved, though he had
very careful fiiends w ook sfier hih plio
ept u tridd eye upon bim, 1eaft Le hauld go
himfcll any harm. But odc evening efeping

am them into the Caw-houfe, they there
quiekly followed him found bimbargog bp
& Ropegwhich they had vfed o tye their Calves
wighal, he was dedd with bis feeq beat (ot
fng, the Ground.

Epidemical Frvers and Agues prow very
¢ommon, in fome parts of the Counrry,
whereof, tho' many dye hot, yet they are
forely unfirted for theit imploymenisy it
in fore parts 8 more maizgman Fewer fcemm
to prevail in fuch fore that it ofually geew
thro' a Family where It comes, and ptoves

now very m
far more hase been fiek of ic then pete vl
ted with it, when it raged fo much twelve
years ngo, neverthele(s i bas, rot been fa
Mortal, Toe mamber of theat thac base

Colonial printing
presses couldn’t handle
large sheets of paper,
so when Publick
Occurrences was
printed in Boston on
Sept. 25, 1690, it was
only 7 inches wide, with
two 3-inch columns

of text. The four-page
paper had three pages
of news (the last page
was blank), including
mention of a “newly
appointed” day of
Thanksgiving in
Plimouth. (Plimouth?
Publick? Where were
all the copy editors

in those days?)
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e

Y

Throughout the 19th cen-
tury, all newspapers looked
pretty much the same. Text
was hung like wallpaper, in
long rows, with vertical rules
between columns. Maps or
engravings were sometimes
used as art.

During the Civil War,
papers began devoting more
space to headline display,
stacking vertical layers of
deckers or decks in an endless
variety of typefaces. For
instance, The Chicago Tri-
bune used 15 decks to trum-
pet its report on the great fire
of 1871: FIRE! Destruction of
Chicago! 2,000 Acres of Build-
ings Destroyed. . . .

The first newspaper pho-
tograph was published in
1880. News photos didn’t
become common, however,
until the early 1900s.

@he
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PRESIDENT LINCOLN!

Phitadelphin

This 1865 edition of
The Philadelphia
Inquirer reports the
assassination of
President Lincoln with
15 headline decks. Like
most newspapers of its
era, it uses a very
vertical text format:
When a story hits the
bottom of one column,
it leaps to the top of the
next to continue.




MORE QUICK HISTORY

INTRODUCGTION

THE EARLY
20TH GENTURY

By about 1900, news-

CAPT FRIED RESCUES SEA FLYER

papers began looking
more like — well, like
newspapers. Headlines
grew bigger, bolder and
wider. Those deep stacks
of decks were gradually
eliminated to save space.
Page designs developed
greater variety as news
became departmental-
ized (Crime, Foreign,
Sports and so on).

The "20s saw the rise of
the big-city tabloids —
those half-sheet papers
packed with photos and
sensational sledgeham-
mer headlines.

As the years went by,
papers kept increasing
the traffic on each page,
using ever more photos,
stories and ads.

War Tachcs to Baule Fear

DYNAMIE VEARS J--—- Rout m
RS TRESTLE 7 Chvimene Trveee gy WASERES

Akron
Takes All Da;

By the 1930s, most
newspapers had the
ability to run cartoons,
photos and wide head-
lines, as we see in this
1932 edition of the Los
Angeles Times. Note
the number of stories
on this page. For
decades, American
front pages commonly
displayed 15-20 story
elements. With those
all-cap headlines, these
pages gave readers a
strong sense of urgency.

THE NOT-T00-
DISTANT PAST

By today’s standards, even
the handsomest papers from
20 years ago look clumsy and
old-fashioned. Others, like the
page at right, look downright
ugly.

Still, most of the current
trends in page design were in
place by the late ’60s:

+ more and bigger photos;

¢ more refined headline
type (except for special feature
stories and loud front-page
banners);

¢ a move from 8- and 9-
column pages to a standard-
ized 6-column page;

¢ white gutters between
columns instead of rules.

As printing presses contin-
ued to improve, full-color
photos became common in
the early ’80s, thus ushering in
the modern era of newspaper
design.

Senunolas I-PathCImwe Over Wyomulg ;

This 1966 sports page
from The Oregon
Journal is astoundingly
bad — but to be fair, it’s
a typical example of
mid-"60s design. The
bizarre shapes of its
photos and stories col-
lide in a disorganized
jumble. After printing
pages like these for
years, editors finally
realized that taking
page design seriously
might not be such a
bad idea.




INTRODUCTION

" CURRENT TRENDS

Compared to the newspapers of yesteryear, today’s
news pages look lively and sophisticated. That’s partly *
due to technological advances. But today’s editors '
also realize that readers are inundated by slickly
designed media, from movies to Web sites to TV
commercials. Sad to say, most consumers judge a
product by the package it comes in. They simply
won’t respect a product — or a newspaper —
that looks old-fashioned.

To look modern, newspapers now use:

& Color. Full-color photographs have
become standard on section fronts across
the country. Throughout the paper, color
is applied both decoratively (in ads and
illustrations) and functionally (in pho-
tos, in graphics, and in logos and
headers that organize pages to help
guide readers).

¢ Informational graphics.
Papers don’t just report the news
— they illustrate it with charts,
maps, diagrams, quotes and
fast-fact sidebars that make
complex issues easier for
readers to grasp.

¢ Packaging. Modern
readers are busy. Picky.
Impatient. So editors try
to make every page as
user-friendly as they
can by designing
briefs, roundups,
scoreboards, pro-
mos and themed
packages that
are easy to find
and quick to
read.

¢ Modular layout.
We'll explore this later. In a
nutshell, it simply means all stories
are neatly stacked in rectangular shapes.

In the past, newspapers were printed in a variety On this
of sizes. Today, virtually all newspapers are printed either front page
as broadsheets (large, full-sized papers like USA Today or The Ore- you can see
gonian, shown above) or tabloids (half-sized papers like The National agf,??ff vg:f,f !
Enquirer — OK, maybe that’s a bad example — or, say, The Christian Science in those news
Monitor). briefs, in the

In the pages ahead, we’ll examine examples of modern American newspaper aggressive promos at the
top of the page, and in

desigr’l. Most of these are l?road§heet pages, but remember: Whatever your  ; packaging of that
paper’s format, the same basic design principles apply. lead news story.

6
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GCURRENT TRENDS

@etrmt HFree ﬂlwﬁs £

Gas costs [,
 slidein  [Peeewine
time for
holiday

Out-of-control
wildfire nears |
nuclear plant | =

Cities grapple with pre-meeting prayer

This page from the Detroit Free Press provides an
appealing example of front-page formatting. The
centerpiece story, on Detroit rapper Eminem, fills
half the page with a dramatic, magazine-style
layout. (Note, however, the absence of art in those
other news stories.) Promos and indexes run
along the top and down the right edge of the page.

PAGE ONE
DESIGN

President-elect asks nation to ‘rise above a house divided’

Gore concession ends 36-day fight

S

GrorGE W.BUSH TO BECOME 43RD PRESIDENT OF THE UNTIED

For more than a month, Americans waited for
the official results of the 2000 election. When
Bush finally won, it was a huge story, which is
why the Asbury Park Press gave it such special
play: the big headline, the little Bush cutout, the
giant, old-fashioned eagle logo. It’s a treatment
reserved for breaking news of historic interest.

RIS

FORUM, PAGE -1

Many newspapers have considered using Page
One as a menu that shows readers what’s inside
the paper. The Pittsburgh Post-Gazette is one of
the few to actually try the idea. There are no
stories on this front page — just colorful promos
for the day’s top stories. (This edition is sold only
on the street, not delivered to subscribers.)

Today’s Page One is a blend of traditional reporting and modern marketing
that tries to answer the question: What grabs readers?

Is it loud headlines? Big photos? Juicy stories? Splashy colors? Or do readers
prefer thoughtful, timely analyses of current events?

Hard to say. Though newspaper publishers spend fortunes on reader surveys,
they’re still unsure what front-page formula is guaranteed to fly off the racks. As a
result, most papers follow one of these Page One design philosophies:

+ The traditional: No fancy bells or whistles — just the top news of the day.
(For tabloids, that means 2-4 stories; for broadsheets, 4-6.) Editors combine pho-
tos, headlines, and text — usually lots of text — in a sober, straightforward style.

< The magazine cover: These pages use big art and dynamic headlines to high-
light a special centerpiece. In tabloids, this package dominates the cover (and may
even send you inside for the text); in broadsheets, a front-page package is given
lavish play, flanked by a few subordinate stories.

+ The information center: Here, the key words are volume and variety. By blend-
ing graphics, photos, promos and briefs, these fast-paced front pages provide a
window to what’s inside the paper, a menu serving up short, appetizing tidbits to
guide readers through the best of the day’s entrees.

But the options don’t end there. Some papers run editorials on Page One. Some
add cartoons. Some print obituaries, calendars, contests — even ads. Almost any-
thing goes, as long as readers accept it, enjoy it and buy it.

7
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CURRENT TRENDS

> “Nutcracker’ is a treat
" spun of sugar and air

sy
iy

DOUBLE  gn
TROUBLE | T

rEE.

Popular feature pages provide lots of variety: Entertainment coverage is enormously popular At larger newspapers, feature coverage expands to
lifestyle stories, columns, humor, entertainment.  with readers — and full-page spreads like this include food, travel and fashion — topics that

At The Oregonian, this Living cover tries to provide terrific opportunities for flash and flair. lend themselves to big, magazine-style treatments.
avoid predictability. There’s a daily columnist, On this Detroit Free Press section front, a chicken — This is the fall/winter edition of Fashion Atlanta
but some days (like this one) he writes only 6-8  cutout flies right off the page; below it, another in The Atlanta Journal-Constitution, a special
inches. There’s an offbeat column, The Edge, movie and a concert are previewed. And down supplement with lots of color, lots of photos and
running down the left edge of the page. And a the right side of the page, editors compile a best- lots of ads. It takes a team of editors, designers,
small box (The Box) is for quick news notes. bet roundup of videos, films, clubs, etc. writers, photographers and stylists to pull it off.

FEATURE PAGES As time goes by, feature sections become more popular — and their range gets
& SECTIONS  more ambitious. Most modern feature sections offer a mix of:

o Lifestyle coverage: Consumer tips, how-to’s, trends in health, fitness, fashion
— a compendium of personal and social issues affecting readers’ lives.

« Entertainment news: Reviews and previews of music, movies, theater, books
and art (including comprehensive calendars and TV listings). Juicy celebrity gos-
sip is always popular, too.

# Food: Recipes, nutrition advice, new products for home and kitchen — all
surrounded by coupon-laden advertising that shoppers clip and save.

« Comics, columnists and crosswords: From Dear Abby to Dilbert, from Hagar
to the horoscope, these local and syndicated features have faithful followings.

Feature sections often boast the most lively, stylish page designs in the paper.
It’s here that designers haul out the loud type, play with color, experiment with
unusual artwork and photo treatments.

Many feature sections dress up their front pages by giving one key story a huge
“poster page” display. Other papers prefer more traffic, balancing the page with
an assortment of stories, briefs, calendars and lists.

And while most papers devote a few inside pages to features, some bigger pub-
lications — those with plenty of writers and designers — produce daily themed
magazines: Money on Mondays, Health & Fitness on Tuesdays, Food on Wednes-
days and so on.
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GCURRENT TRENDS

The Dirgtnian-Pilot

Redskins sack ‘]c(s
for 2nd straight win

at the Mcadowlmds justl“ tlme'

Rydor Cug: inel [

e erer—
Death, taxes, and Martin
in the fall race at Dover

Surprise: Virginia defense
brews a witching-hour win

For years, the Virginian-Pilot has been recognized
for its stylish, aggressive page design — and here,
you can see how bold presentation brings a sports
page to life. From the Mark McGwire promo at
the top of the page to the huge play of the Ryder
Cup golf photo, this layout is lively and fun (the
way sports should be), yet still disciplined and

organized. Note the text inset into that lead photo.

Led by Kevin McLain and
Arnor Otafsson, boys o
‘swiving grabs DAL

IN SPORTS: Drew Henson 1o start Saturday against Wisconsin, 1R

OLYMPIGS

THE HCONY...

Two down,
three to go:
Jones \wnx

Jockell's home un and
13 K8 from Rodrpses
enough in

| JV faces
difficulties

TODAY'S lﬂGll.lGlﬂ'S

s sonns

Scholastic newsrooms produce terrific sports
packages, too. This tabloid page was produced by
The Epitaph in Cupertino, Calif. All the basics —
photos, headlines, text — are solidly displayed.
But notice the graphic extras: the icons that start
each story; the standings; the schedules and
scores; the trivia; the way each junior varsity
story is boxed alongside the varsity coverage.

Whenever big sporting events roll around — the
Super Bowl, the World Series, scholastic state
championships, the Olympics — you have a
golden opportunity to create special sections,
design special logos, run jumbo photos — and
empty the page of all competing stories. Note the
combination of big story/small roundups on this
daily Olympic page from the Detroit Free Press.

Television seems to be the perfect medium for sports coverage. It’s immediate.

SPORTS PAGES
& SECTIONS Visual. Colorful. Yet in many cities, more readers buy newspapers for sporting
news than for any other reason. Why?

A good sports section combines dramatic photos, lively writing, snappy head-
lines and shrewd analysis into a package with a personality all its own. And while
sports coverage centers around meat-and-potatoes reporting on games, matches
and meets, a strong sports section includes features that aren’t provided by most
other media:

# Statistics: Scores, standings, players’ records, team histories — true sports
junkies can’t get enough of this minutiae. It’s often packaged on a special score-
board page or run in tiny type (called agate).

+ Calendars and listings: Whether in small schools or big cities, fans depend on
newspapers for the times and locations of sporting events, as well as team sched-
ules, ski reports, TV and radio listings.

# Columnists: Opinionated writers whom sports fans can love or loathe — the
more outspoken, the better.

# Inside poop and gossip: Scores, injury reports, polls, predictions, profiles and
analyses that aren’t easily available anywhere else.

Sports pages (like features) offer opportunities for designers to run photos
more boldly, to write headlines more aggressively — and to create dynamic
graphics packages that capture the thrill of victory in a visual way.
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EDITORIALS

ASHURY 3 PARK
PRESS

This page from the Asbury Park Press is a Larger papers, especially dailies, run longer Here's a creative alternative to the traditional
classic example of a modern editorial page. opinion columns on the page opposite the editorial ~ editorial page. The Little Hawk, an Iowa City high-
On it, you'll find the masthead (a who's who page (the op-ed page). At the biggest papers, the school paper, uses a variety of photos and a mini-
of newsroom big shots), an editorial cartoon, opinion/editorial staff gets a separate section on mum of text to present its editorial comments.

a wordy editorial column, some letters from Sundays, which provides a home for in-depth (Note the small boxes accompanying each photo-
readers, a “Today in History” feature and analyses like this one in The (Raleigh) News & editorial, where the staff summarizes its position.)
today’s Doonesbury comic strip. Most papers'  Observer: a look at the history, the controversy Down the right edge of the page, editors give
editorial pages are heavily formatted like this. and the options for peace with Iraq. thumbs-up/thumbs-down to a variety of issues.

Juxtaposing news and commentary is a dangerous thing. How are readers to
know where cold facts end and heated opinions begin? That’s why nearly every
newspaper sets aside a special page or two for backbiting, mudslinging, pussy-
footing and pontificating: It’s called the editorial page, and it’s one of America’s
noblest journalistic traditions.

The basic ingredients for editorial pages are nearly universal, consisting of:

« Editorials, unsigned opinion pieces representing the newspaper’s stance on
topical issues;

« Opinion columns written by the paper’s editors, by local writers or by national-
ly syndicated columnists;

« An editorial cartoon, a sarcastic illustration that lampoons public figures or
political policy;

« Letters from readers, and

& The masthead, which lists the paper’s top brass (editors, publishers, etc.)
along with the office address and phone number.

In addition — because editorial pages are often rigidly formatted — many
papers run a separate opinion page (see example, top center). These pages pro-
vide commentary and opinion, too, as they examine current issues in depth. And
like sports and feature sections, they set themselves apart from ordinary news
pages by using stylized headlines, interpretive illustrations and more elaborate
design techniques.

OPINION PAGES
& EDITORIALS
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Almost any topic, serious or sporting, can inspire How can you entice kids to read the newspaper? Though USA Today’s front page usually
a special section. In the Northeast, there’s huge Many papers produce special sections like this one follows the same daily format, on special
reader interest in skiing and snowboarding, — “X-Press” from The St. Petersburg Times — in occasions it’s able to create a page like this: a
so it’s a natural for The Hartford Courant to hopes of attracting young readers. Along with “souvenir” edition for Bush’s inauguration.
produce a November travel section like this one: bright colors, zoomy images and wacky layouts, Beneath the dramatic centerpiece are
12 pages of photos, profiles, guides to gear — these pages usually offer cartoons, puzzles, hobby promos for inside stories and features on
and in the middle, a two-page map that lists the tips, movie reviews and opportunities for children Bush fashions, Bush history, political
best ski areas throughout New England. to read their own words in print. predictions, inaugural schedules, etc.

39?

IA
& SE

L PAGES Most newspapers settle into predictable routines from issue to issue, repeating

CTIONS the same standard formats — news, opinion, features, sports — day after day.
(Fortunately, a little predictability is good: It keeps readers happy and editors
sane.)

But opportunities often arise for producing special pages or sections with
design formats all their own. These include:

+ Special enterprise packages on hot topics or trends (AIDS, The Homeless,
How You Can Save Our Planet);

+ Special reports on news events, either published in advance (Baseball 2002
or Summer Olympics Preview) or as a wrap-up (The Tragedy of Flight 1131 or
That Championship Season: The Pittsburgh Penguins);

# Special-interest packages — often printed regularly — that target a specific
audience (pages for kids or teens; sections for women, senior citizens, hunters,
farmers).

Editors now realize how specialized readers’ tastes have become. Just look at the
enormous variety of magazines and cable-TV channels consumers can choose
from. That’s why newspapers offer an increasingly wide range of pages and sec-
tions that cater to readers’ diverse interests: Fitness. Computers. Religion. Skiing.
After extensive readership surveys, one paper created a sewing page; another
launched a weekly page for Civil War bulffs.

Every community is unique. What are your readers most interested in?
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OF THE FUTURE

The “Digital Daily”
doesn’t exist yet,

but it won’t be long
before we all carry a
similar portable
laptop computer that
can play music and
movies, surf the Web
and, yes — download
instant news reports.

As you can see, this

electronic newspaper ..

is customized:

It searches for news
topics of interest

to the user, then
flashes the
headlines below.

Simply touch the ..

photo and it plays a
video clip, complete
with sound. Press the
arrow button and the
news story fills the
screen, complete
with text, graphics,
videos and library
links — true
interactive
journalism.

# Online design: An

ST DAIY © = |
‘u % | '; ; [ % mllv MONDAY
A 0 APRIL 14, 2004

HEADLINES

Tiger Woods wins his fifth straight
U.S. Open by a record 28 strokes

u President Bush calls Senate
tax-cut proposal “ridiculous”

Hundreds die, thousands flee
as volcano erupts in Honolulu

Environmentalists protest poe
logging in Yosemite valley

MONDAY’S CALENDAR 1 r.m. Video conference call

gam. Portland city council With EPS syndjcate

MY MONEY

Savings balance .. $4,145

meeting, Room 244 2p.m.  Interview with Nick Burns prispantms o
10 a.m. Budget report due. 3e.m.  David Sun evaluation VISA balance $375 o
Noox  Lunch with Robin 4p.m. Dentist appointment, Auto loan balance . $3,114
at Formosa Harbor O Eiers. et so00 STOOK REPORT -~ FORD  rer NIKE

.
.
.

i

And since most of your finances are processed
electronically, your newspaper tracks your
current bank balances — in addition to
monitoring the performance of your stocks.

Since this is your personalized newspaper,

it keeps track of your personal life, too. Here’s
your calendar for the day, programmed to alert
you as your next appointment approaches.

What's to become of newspapers in 10 years? Will paper be plentiful, or will
newpapers go wireless? Will advertising be plentiful, or will papers go bankrupt?

As more and more newspapers bite the dust, publishers ponder their future.
Some have begun exploring alternatives for 21st-century journalism:

o Audiotext: News by telephone, where you can dial up weather, sports scores,
horoscopes or restaurant reviews.

& Web sites: The gateway to journalism of the future, enabling newspapers to
post text and graphics on the Internet and experiment
with hypertext, sound, video and other emerging tech-
nologies.
Gunman Shot Near 3 " -
White House Gate :  Personalized digital newspapers: You'll someday
o o W watch video clips, listen to sound bites and explore
animated graphics in your digital newspaper. Touch-
sensitive screens will let you enter commands and
search databases. But this won’t be a mass-market
publication; imagine instead that this paper caters to
your personal interests. Want the latest news on tennis,
tornadoes and Tasmania? Once you program your
paper to prioritize your preferences, it'll edit the news for you.

shuttle Blasts Into Space
| Atlantis aims to deliver lab module
| to International Space Station.
)

Yes, newspaper technology is evolving. But questions remain: Who'll produce
this new media? Who'll pay for this expensive technology? What sort of device will

This is the 3 p.m.
edition of your news-
paper. But since the
news is constantly
revised and updated,
you can access the
paper anytime you
like.

Down the right side
of the screen is the
index. Press these

* buttons to read the

latest news, watch
video clips of sports
and movie highlights,
enjoy the animated
comics, do a little
mail-order shopping,
answer e-mail. . . .
Get the picture? Best
of all, anytime you
want to explore a
subject in greater
depth, you can search
the database in the
newspaper’s library.

entire chapter on how
to design newspapers

for the Web ........... 227

play these computerized pages? And most importantly:
How will you wrap fish in it?
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