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«The New York Times»: oocBig, cTaHOB/IEHHA peaaKLUiMHOoI
dopmynun y XIX cr.

MasneHKo B. B., HasapeHko O. B.

AHinpoecbKuli HayioHanbHull yHieepcumem imeHi Oneca NoHYapa

[Nna BU3HAYEHHA MOTOYHMX TEHAEHLIM camBMAaBy nepenbdayveHo KaHPOBO-TEMATUUHWIA aHani3 KypHany «Moporu». TUnosaorivHi
0c06/1MBOCTi, NPoBNEMaTUKa, }KaHPWU PO3FNALANANCA B NPOLLEC aHaNi3y.

YKpaiHCbKa HesnerasbHa npeca, AKa He Mana YiTKOI NepiogMyYHOCTIi Ta MeXaHi3my pO3MNOBCOAXKEHHSA, MOBIAOMAAMA NPO NOPYLUEHHA
npas N0AMHN Ha TepuTopii PagaHcbKkoro Coto3y, CTBOPEHHA HaLLiOHaNbHO-BU3BOJIBHOMO PyXy Ta PyXy 3a 3aXMCT FPOMaACbKMX Npas, a
TaKOXK, 30KpeMa, Npo penpecii TBOPYOI Ta akagemivHoi iHTenireHujii. BapTo 3ragaty, Wo cepes camMBuAaBHOI Npecu KypHan «lMoporun»
MaB TUpaX Ta po3nosctoaKysasca B 1988-1990 pp.

Ha cboroaHi cBiTOBMI raseTHWin pMHOK nepebyBae y cTaHi rMMBOKOI KPU3K, O3HAKAMM HOFO € CKOPOYEHHA HaKNaZiB, 3BYXKEHHA
PETiOHIB MOWMPEHHSA ra3eT, CKOPOUYEHHS PUHKY PEKNAMOZaBLIB. Y TOW CaMMit Yac AKICHI CycnifibHO-NONITUYHI BUAAHHA Ha KWTanT
«The New York Times» 3anuwatoTbcs GpiHAHCOBO yCNilWHMMM | HAA3BMYANHO BNAMBOBUMU. BUsHaueHHs daKTopiB, AKi 403BONAIOTD
BMAAHHAM AKICHOT Npecn epeKTUBHO AIATU B YMOBAX CKOPOUYEHHA PUHKY, € BaX/IMBUM 3aBAAHHAM AK TEOPETUKIB, TaK i NPaKTUYHUX
Aiauie megitHoro npoctopy. Lle gocnigKeHHAa Mae Ha MeTi BUBYEHHA MoAaHuX GpaKTopiB Ha npuknagi «The New York Times» ak
Halbinblw Bnaveosoro BuaaHHA CLUA. Mpobnema po3rnagaeTbca 3a JONOMOrO0 BUBYEHHA 'eHe3N BUAAHHA | AOCAIOKEHHA BNIUBY
B/IAaCHMKa raseTtu i pegakTopa Agonbda Okca Ha popmyBaHHA GAKTOPIB, WO i CbOroAHI CNPUALDTL YCAILWHIN AianbHOCTI raseTu. 3a
aonomoroto biorpadivuHoro Ta igeorpadiyHoro nigxonis BM3Ha4YalOTLCA 3acaaM, 3a AkMmu Agonbd Okc pedopmysas rasety y XIX
CTONITTi. Pe3ynbTaTv JOCNiAXKEHHA NMOKasyoTb, Wo OKc 3acTocyBaB [0 BUAAHHA GisHec-opieHTOBaHW niaxid: 3anyuns ana sKicHoi
raseT MeToAM ONTMMI3aLii MacoBMX BUAAHb (3HUKEHHA Po3api6HOI LiHKM, 36iNbleHHA pekNnamHOI NaoLi Ta Po3mMipy peKkaamHuX
OroJioLeHb, ONTUMI3aLLiH0 CUCTEMM JOCTABKM TOLLO), OHAK OPIEHTYBABCA HAa «BUCOKOYOINX iHTEIEKTYaniB» K OCHOBHY ayAuMTOpIto.
OKc A0BiB, WO NPW 3aCTOCYBaHHI NPaBWAbHOI iHGOPMALLIMHOT Ta eKOHOMIYHOT NONITUKK ra3eTa maTume ycnix Ha iHbopmaLinHomy
PWHKY, OCKiNbKM aMepUKaHCbKe CycniNbCTBO NOTPebyBano i NoTpebye AKICHOI }KypPHaNiCTUKK. PO3yMiHHA cTpaTerii po3BUTKY 04HOIO
3 MPOBIAHWUX Fa3eTHUX BUAAHb, AKE 3a/JMLIAETLCA YCMIWHWM Y CydacHMX ymoBax TpaHcdopmauii iHpopmauiliHoro npocTopy, €
KOPUCHUM He nuwe ans BUOYAOBYBaHHSA KOHKYPEHTHOI MPaKTUKKM, a W 414 MOZAEPHI3aLil SIOKaNbHMX HALOHA/NbHUX CErMeHTIB
raseTHol iHAycTpii. Pe3ynbTaT LbOro AOCAIAMKEHHA MOXKYTb BYTW BUKOPUCTaHI A1A KoperyBaHHA bisHec-cTpaTeriit icHytoumx 3MI, a
TAKOX ANA NOPIBHAHHA BU3HAYEHUX Y AOCAIAKEHHI 3acaf i3 dyHAAMeHTabHUMM 3acafamu, 338 AKMMU GYHKLIOHYHOTb iHLWI AKiCHI
BUAAHHA.

Knrouosi cnosa: «The New York Times»; Adoneg OKc; [eHpi PelimoHO; 6ioepadis; AkicHa npeca; cmpamezii po3sumky.

According to 2017 data, a daily circulation of American
newspapers has decreased by 10 % in comparison to 2016.

Problem statement. In recent years, a modern world  The advertising income has also decreased by 10 % [1].
newspaper market has been in a deep crisis: circulations  However, under the conditions when a great number of
are reduced, regions of newspaper spreading are printed mass media has either to transform into digital
constricted, advertising market is significantly decreased.  form only or to stop their information activity, the issues
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like «The New York Times» not only saved their reputation
as trustworthy influential media but also report about not
bad economic efficiency (https://investors.nytco.com/
press/press-releases/press-release-details/2018/The-
New-York-Times-Company-Reports-2018-Third-Quarter-
Results/default.aspx). The factors, which are basic for
modern financial success of some social-political issues,
have to be studied thoroughly.

The analysis of the latest researches and publications.
The genesis of «The New York Times» was studied by
O. Kyrylova, S. Beglov, Ch. Wingate, F. Braun, etc. The
research of newspaper development in modern times was
done by N. Asher.

The purpose of the article. To define major
foundations of «The New York Times» functioning as one
of the most successful and influential newspapers, which
are on the equal level with «The Wall Street Journal»,
«The USA Today», «The Times», «The Guardain», «The
Daily Telegraph», «The Daily Mail», «Le Monde», «Le
Figaro», «Frankfurter Allgemeine Zeitung», «Stiddeutsche
Zeitung», «Corriere della Sera» i «La Repubblica», is a
burning issue of both theorists and media practitioners.
Understanding of development strategies of one of the
most leading issues, which is still successful in modern
conditions of information space transformation, can be
useful not only for competitive practice formation but also
for modernization of local national segments of
newspaper industry.

The object of the research. The object of the research
in this article is ideological foundations of «The New York
Times» functioning, as well as the strategies of newspaper
development as a commercial enterprise.

The theoretical basis of the research. The research is
based on the analysis of the issue history and publications
devoted to the newspaper (meta-media). To define the
main factors of newspaper development strategy, studied
by Adolph Ochs, ideographic and biographic approaches
were also applied.

2. Research results

The industrial revolution in the XIX-th c., which
influenced all the aspects of American life, also had a great
impact on the structure of the USA press. The 1850-s in
America are characterized by a steady increase in the
number of printed issues. In 1850 there were 2,526
printed editions. A yearly circulation of printed editions
was half a milliard copies taking into account that the
population of the country was less that 23,2 min people
(http://americanantiquarian.org/earlyamericannewsmed
ia/exhibits/show/news-in-antebellum-america/the-
newspaper-boom). First illustrated weeklies appear. The
news was accompanied by engravings made from
correspondents’ sketches or photos. The industrial
revolution encouraged the population growth in New York
to 500,000 people. The increase in the number of issues
led to the growth of competitiveness in the American
press market. To make a profitable newspaper, a
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newsman has to search for new ways and approaches to
publishing business.

It was in 1851 that three decisive men — a journalist
and two financiers — Henry Jarvis Raymond, George Jones
and Edward B. Wesley created a mass newspaper «The
New York Daily Times». Taking into account the
experience of New-York newsmen J. Bennet and
H.Greeley, journalist H. Raymond preferred the editing
principles of the latter because just under the guidance of
Horace Greeley he started his career in the newspaper
«The Tribune» (1841). Greely and Raymond didn’t find a
common language and in 1845 Raymond left «The
Tribune», however, Greely's good example of the edition
became useful when «The New York Daily Times» was
being created. That's why it is right to say that «The New
York Daily Times» was created due to the principles of
simplified personal journalism of quality press under the
conditions of great changes in the press market [2]. Only
ten years passed since Greely published «The Tribune»
having 3,000 dollars. To create «The New York Daily
Times» required 100,000, half of which was immediately
spent on the equipment. Raymond, as the editor-in-chief,
received !/s of the enterprise. His two partners invested
40,000 dollars in cash and the rest of money was supposed
to be obtained from shares selling which belonged to
Jones and Wesley.

The first issue of the newspaper appeared in the
information space of New York on the 18" of September
1851. It was a broadsheet issue on four pages. Each page
consisted of six broad columns. All the materials were
written in a perfect language showing a talented editor.
The first page was filled with various foreign news under
the feature European News. The events of France,
Portugal, Spain, Turkey and other countries were
presented by staff correspondents, while British news was
reprinted from «The Times», «The London Spectator»,
«The London Daily News», «The London Examiner». The
third of the first page was devoted to the USA news.

«The New York Daily Times» was distributed due to
London plan, it cost 1 cent per copy. This showed
Raymond’s intention to become a mass edition. For ten
weeks of its existence, the newspaper circulation was
20,000 copies, which was an unbelievable step for
newspapers at those times! However, expenditures also
were significant — 78,000 dollars for the first year of
existence — the majority of this money was used for
printing. That's why in 1852 Raymond increased retail
price to 2 cents, simultaneously increasing the newspaper
size in half. Then the title also changed: since that year the
newspaper was called «The New York Timesy, it kept its
title till nowadays [3, p. 95].

What reader did Raymond aimed at? Those who liked
sensations got them daily from «The New York Sun» i «The
New York Herald». Those who were fond of political
discussions read «The New York Tribune». Meanwhile,
Raymond understood that a middle class, which was still
being formed under the influence of industrial changes,
could not spend great money on quality press, but was not
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ready to information or political «swings». «... We do not
want to write as if we were influenced by emotions. This
must not happen. We will use emotions as rarely as
possible. There are not many things in the world which
should be told about in an angry tone; but these things will
never become better due to this anger», —such viewpoint
was stressed by Raymond in the first issue of his
newspaper [https://timesmachine.nytimes.com/
timesmachine/1851/09/18/issue.html].

Quite aggressive policy of getting information, the
presence of staff-correspondents-detectives, immediate
response to the events quickly drew readers™ attention
and helped «The New York Times» defined itself as a
respectable issue. On the 27™ of September in 1854 the
newspaper was the first to write about the crash of the
transatlantic liner «Arctic», surpassing even Bennett's
«The Herald». The news was well-balanced, finely edited
and diversified with information on foreign events.
American audience was not interested in European evens
until the middle of the XIX c., and «The New York Times»
obtained its readers at once. Raymond himself established
and regulated the system of foreign correspondents
choosing people who had broad political knowledge and
experience, besides they had enough time to do their
work properly not being driven away by sensations,
conciseness and irresponsible hurry, which prevailed in
world journalism with the start of Atlantic telephone cable
work. Thus, Raymond created a good example, which the
newspaper inherited during all the history of its existence.

The manner of material writing was inherited by «The
New York Times» from London «The Times». Each
material was written in a persuasive thoughtful style.
Raymond was the person who didn't dare to change the
old rules but wanted to improve them. These ideas were
realized in «The New York Times», which appealed to the
people of moderate views reflecting the thoughts of those
influential circle, which occupied the place between the
elite and mass. It is necessary to stress the desire of «The
New York Times» to be objective. Raymond
depersonalized his editorial articles on purpose satisfying
information needs of people with different political and
social views. Thanks to this, the newspaper was
considered trustworthy among the readers and had a
positive role in Raymond’s political career.

«The New York Times» in the 1860-s is, according to
the contemporaries of the issue, «neither moral treatise
nor the way to introduce social reforms but just a
newspaper with an emphasis on news, important life
issues, foreign events, well-balanced and thoroughly
edited. Raymond’s main mistake, if any, is a bit boring
manner of material presenting, which wasn't enjoyed by
some the readers» [4, p. 64-76].

After the end of the Civil War «The New York Times»
started to lose its position in the information market of
North America. It was stimulated by a series of materials
about the accordance of constitutional rights to southern
states on equal terms with the north. Raymond held the
opinion so strongly that didn't pay attention to the

58

gradual loss of both readers and advertisers. In three
years, in 1869, Raymond died, but his edition was so
respected among people that continued to be a quality
standard for American newspapers.

«The New York Times» started its functioning with
Raymond’s initiative. He himself defined both information
and financial policy of the edition, which was in great
demand among masses. The owner of «The New York
Times» proceeded Greely's way not being carried away by
sensations but providing the readers with a quality
product. Thanks to the editor-in-chief, his journalistic and
financial abilities «The New York Times» made a profit.
After his death in 1869 the followers could not keep
newspaper position on a proper level, and when in 1896 it
was bought by A. Ochs for 75,000 dollars, the circulation
was only 9,000 and daily expenditure — 2,500 dollars.

The purchase of the edition was not an easy step for
Adolph Ochs who at that time, firstly, had already owned
a small but quite successful newspaper «The Chattanooga
Times», and secondly, he didn't have spare money
because of unlucky deals with property. One more failure
could make A. Ochs a bankrupt. The money for «The New
York Times» was given by New York bankers at pretty high
interest. That's how A. Ochs started a new stage in his life
as well as in the activity of one of the most famous
newspaper in the world. Of course, the edition required a
significant reorganization. Raymond’s policy which
seemed appropriate for the middle of the XIX-th c., in
thel1890-s did not work. Tough competitiveness, strict
requirements to the printing quality, the immediacy of
news delivery, the quality of material presenting — all this
demanded serious editorial decisions.

On the 19% of August 1896 «The New York Times»
published Adolph Ochs’s speech in which he stated that
«to rule the newspaper with its glorious history...is a great
task. ... I will do all my best so that «The New York Times»
can present all the news in a short attractive way, in the
language, which is appropriate for a respectable circle; so
that it can publish the news quickly, more quickly than it
can be read in another printed media; so that it can
present the news impartially, without fear and reproach,
regardless parties, sect or interests of any groups...» [5).

These words became popular; however, talking about
journalistic positions of the edition, Ochs did not forget
that newspaper editing is, first of all, a business. The main
product of this business is news, which in the second half
of the XIX- th c. was sold by J. Pulitzer, W. R. Hearst, and
other newspaper publisher in the USA.

A. Ochs started editorial modernization with the
broadening of the issue topics and genre variety of
publications. So, «The New York Times» got new
departments (real estate activities, bibliography, letters to
the editor); materials were supplied with daily comments,
and a weekly issue appeared in 1861 with Ochs began to
use methods of unfolding story-telling. «Important
messages which were immediately reported by a daily
issue got new details on Sunday. «The New York Times»
overcome the limits of classic quality issue with
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publications for a wide circle where a traditional fact-story
with obligatory separation of facts and commentaries
obtained new features: emotionality, practical value,
interest for an ordinary reader. In 1896 the newspaper got
its first regular supplement «The lllustrated Sunday
Magazine» (illustrated weekly magazine) whose task was
to prolong daily stories and present them in a new format
of photo-illustrations» [6].

A famous story about the search for newspaper slogan
demonstrates A. ochs’s abilities as a talented editor.
Proposing a contest for the best phrase, which would
laconically and essentially state the information policy of
«The New York Times», the editor really looked through a
great number of variants, chose the winner, paid the
author 100 dollars, but kept his own variant «All the News
That’s Fit to Print»), which since the 10t of February 1897
has accompanied the newspaper title on the first page.
Publications worthy publishing were those touching upon
all the Americans: bills, reports from president’s press-
conferences, Pope’s appeals, declarations, speeches,
foreign leaders’ and American politicians’ statements, etc.

Open policy as for involving readers also was
successful. Having reduced the retail price from 3 to 1
cent, Ochs pushed a mechanism of circulation increase.
Within a year, it grew from 26,000 to 76,000 copies.
Respectively, advertising benefits increased in several
times. In 10 years after Ochs’s purchase, «The New York
Times» covered all the expenditures.

Ochs’s newspaper was the only issue in the USA which
published full bills and president’s press-conferences,
reports about American government budget, Pope’s
appeals, the most important documents, statements,
speeches of foreign leaders, American senators and
congressmen, etc. At the same time, the editor-in-chief of
«The New York Times» was against the methods of mass
journalism, rejecting comics and not paying attention at
illustrations. As for «yellow newspapers», Ochs
contrasted them with his edition under the slogan: «It
Does Not Soil the Breakfast Cloth», being sure that in New
York it was possible to have a competitive issue of a
respectable character, which corresponds not only the
standards of quality press but also is capable of being
included into intellectual circles of the USA. S. Beglov
characterized the newspaper policy in the following way:
«One glimpse at the newspaper is enough to realize that
not all Americans can overcome its 80 pages and 400,000
words of long messages (not taking into account the
numbers of stock exchange reports) — this is an average
size of acommon issue. Can an ordinary person if his brain
did not know a university education and longstanding
experience of partial reading of business papers and
political reports understand these words jungles, read
them carefully and thus give the newspaper a daily ritual
of reading?» [7, c. 209-210]. Of course, «The New York
Times» could not boast of «pocket war» like W. R. Hearst's
newspaper, or the exposure of Nellie Bly in Pulitzer's
edition, but at the beginning of the XX-th c. the circulation
of «The New York Times» overcame 100,000 copies, and
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thanks to qualitative events coverage, thorough facts
choosing, individual approach to authors involvement, the
newspaper steadily entered the group of the most
influential social and political world editions.

The main principles of Ochs’s strategy formed in the
XIX-th century allowed the newspaper to function
successfully during the XX-th and XXI-st c. Business-
oriented approach continued to function, and
introduction of modern technical achievement
significantly reduced the cost of information transmission
to far distances. At the end of the 1990-s «New York
Times» began to apply a new strategy of distribution at
the national level, and was sold in more than 100 towns.
Analyzing the data of 2006 as for circulation and
qualitative characteristics of local newspapers and those
of «The New York Times», taking into account readership
division into layers and distribution geography, one can
notice that the popularity of local newspapers among
people who have higher education was reduced, while the
circulation of «The New York Times» thanks to this
audience increased. Local newspapers emphasize more
the coverage of local events and cut down the coverage of
national news, which results in the fact that their
circulation can be increased only due to people without a
degree [8]. Also «The New York Times» in the process of
its adaptation to digital media surrounding came to the
creation of a special on-line-editorial-office, the structure
of which dynamically changed because of the use of
modern technologies and approaches depending on the
development of the situation of technological data
application in the information market [9]. In 2010 the
newspaper was the most influential edition in the USA,
and its web-site was one of the leaders according to
attendance among all the web-sites of similar editions [10,
p. 4]. In 2010 the site of «The New Times» was the fifth
after Yahoo!, MSN, CNN i BBC, and the number of visitors
on it reached 30,000,000 per month. A lot of talented
designers and developers chose a career in newspaper's
technical department instead of similar positions in Silicon
Valley. The indices of newspaper on the World net
exceeded those of «Apple» and «Google». However, a
financial crisis in the USA and competitiveness from the
direction of social networks in the information market —
the factors that conditioned the crisis in traditional
American editions — also influenced the newspaper. Top-
25 the most influential American newspapers experienced
the reduction of circulations during several year. Even
«The Wall Street Journal», which added to the number of
general circulation the number of on-line subscribers,
experienced the reduction in numbers [10, p. 33]. In the
period of 2009-2012, «The New York Times» lost about
100,000 subscribers per year. However, doubling of the
retail price, which surprisingly did not stimulate more
readership outflow, as well as a well-considered plan of
on-line subscription allowed the newspaper to improve
financial situation significantly [10, p. 39]. «The New York
Times» in March 2011 introduced a non-typical model of
a limited subscription. Each visitor could look through
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twenty publications a month free (in 2012 the number
was reduced to ten), after that he would be offered to
subscribe on-line (which can be accompanied with a
printed version for a small extra charge). However, the
system supposed beforehand that the materials would be
distributed in social media as well, and this would not
influence the stated number of the articles available free.
In this way the newspaper also integrated into social
networks, which made it possible in future to increase the
number of subscribers both for printed and on-line
version [10, p. 35]. This also allowed the newspaper to
extend its influence. It should be mentioned that
according to some researchers, «The New York Times»
nowadays influence the agenda in coverage of
international news for a lot of media (both in the on-line
surrounding and beyond it) [11]. For example, in 2016
doctor Grygoriy Rodchenkov, a specialist responsible for
dope usage by Russian athletes, described this state
program just to the correspondents of «The New York
Times». The coverage of these events influenced the
agenda in sports journalism in the USA in general [12].

3. Discussion

The research of the newspaper shows that the basis of
functioning which were made important for «The New
York Times» by Adolph Ochs, continue to provide the
newspaper with financial success and great impact on
media in the whole world in the XXI-st century as well. The
research results can be used while analyzing and
comparing the bases of functioning of other successful
newspapers of the world level. They also can be applied to
correct the policy of national media segments that require
improvement of their financial indices. To study the
discussed issue in detail, it is reasonable to analyze the
main principles of this newspaper functioning as on-line
media on the Internet.

4. Conclusion

Adolph Ochs proved that the attitude to a newspaper
like to business gave its owner high income. Applying to
the quality newspaper the methods of optimization of
mass editions (the reduction of the retail price, the
increase in advertising space, the increase in the size of
the advertisements, the optimization of delivery system),
he successfully combined his activity as an editor,
manager, publisher, and journalist. And this does not
mean to come down to the middle or lower level of the
audience, on the contrary, it means to appeal to «a
brilliant intellectual» and get profit of such edition. Ochs
proved that American society requires quality journalism,
and using right information and economic policy, a
newspaper will be of great success in the information
market [2].
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NasneHko B. B., HasapeHko E. B. «The New York Times»: onbIT cTaHOBNEHUA penaKLMUOHHOM
dopmynbl XIX B.

Ha cerogHAWHWI AeHb MUPOBOW ra3eTHbI PbIHOK NpebbiBaeT B COCTOAHMU T1YOOKOro Kpu3uca, NpU3HaKamm KOTOPOro ABAAKOTCA
COKpalliegHe TUPaXKeW, CYyKeHWe PEerMoHOB PacrnpoCTpaHeHMA raseT, COKpalleHWe PbiHKa peksamogaTtesiel. B To ke Bpema
KayecTBeHHble 0buWecTBeHHO-NoAnTMYeckMe wm3pgaHua Bpoge «The New York Times» octatotcA GMHAHCOBO ycCNeWHbIMU U
YpesBblYaHO BAUATENbHbIMWU. OnpegeneHve (GaKTOPOB, KOTOPble MO3BOAAKT M3AAHMAM KavyecTBeHHOM npeccbl 3ddeKTUBHO
[eCTBOBATb B YC/IOBUAX COKPALLEHUA PbIHKA, ABNAETCA BaXKHOM 3agavelt Kak AnA TEOPETUKOB, TaK U ANA NPAKTUYECKUX aeaTtenei
meamanpocTpaHcTBa. Lenb AaHHOro McciefoBaHMA — M3ydeHWe AaHHbIx ¢dakTopos Ha npumepe «The New York Times» Kak
Hanbonee BanatenbHoro nsganua CLUA. MNpobnema paccmaTpmBaeTca € MOMOLLbIO U3YYEeHUA reHe3nca U3gaHua U uccnepoBaHuna
B/MAHMA BNajenbla rasetbl n pegaktopa Agonbda Okca Ha dopmupoBaHmne GaKTOPOB, KOTOPbIE U CErOAHA CONYTCTBYIOT YCNELIHOM
AeAaTenbHocTU rasetbl. C nomouwbio 6uorpadunyeckoro M maeorpadUyeckoro NOAXOAO0B OMPEAENAOTCA MOJIOXKEHUS, COrnacHo
KoTopbiM Agonbd OKc pedopmuposan rasety B XIX Beke. Pe3ynbTaTbl UCCNEeA0BaHMA NOKa3bIBAOT, 4TO OKC NPUMEHWA K U34aHUIO
6U3HEC-0pMEeHTUPOBAHHbIM NOAXOA: MCNOb30Ba ANA KAYECTBEHHOM raseTbl MeTOAbl ONTUMM3ALMKU MACCOBbLIX M3AAHUI (CHUXeHWe
PO3HUYHOW LieHbl, YBE/IMYEHUE PEKNaMHONM MIOWaAW, ONTUMMU3ALMIO CUCTEMbI AOCTaBKM W T. A.), O4HAKO OPUEHTUPOBANCA Ha
«BbICOKO/I0ObIX MHTENZIEKTYa/I0B» KaK OCHOBHYIO ayAMTOpuMto. OKC AOKasan, YTo npu NPpUMEHEHUU NPaBUAbHON MHPOPMALMOHHOM 1
9KOHOMMYECKOW NOAUTUKM raseTa ByaeT ycnewHon Ha UHGOPMALMOHHOM PbIHKE, MOCKO/IbKY aMepUKaHCKoe 0bLLEeCTBO HyXaaeTca
B Ka4yeCTBEHHON XypHanuctuke. MoHMMaHMe CTpaTerMn pasBUTUA OAHOTO U3 NepefoBblX ra3eTHbIX M3AaHMI, KOTopoe ocTaeTca
yCMewHbIM B COBPEMEHHbIX YCA0BMAX TpaHchopMaumMm MHPOPMALIMOHHOTO MPOCTPAHCTBA, ABAAETCA NOME3HbIM He TO/MbKO ANA
BbICTPAMBAHUA KOHKYPEHTHOM MPaKTUKK, HO U ANA MOLEPHU3ALMKN SIOKA/IbHbIX HALLMOHANbHBIX CErMEHTOB ra3eTHOM MHAYCTPUW.
PesynbTaTbl J@aHHOrO MCCAEAOBaHMA MOTYT ObiTb MCMO/b30BaHbl A/17 KOPPEKTUPOBKM BU3Hec-cTpaTernm cywectsytowmx CMU, a
TaK¥Xe A/1A CPaBHEHUA OnpefefieHHbIX B UCCNeA0BaHUM MONONKEHUN € GYHAAMEHTANIbHbIMU MOIOKEHUAMMU, COFIACHO KOTOPbIM
GYHKUMOHMPYIOT ApYrie KayecTBeHHble U3aaHuA.

Knrwueswie cnoea: «The New York Times»; Adonegh Okc; leHpu PeliMoHO; buoepacpus; KayecmeeHHasA npecca; cmpameauu
passumus.

Pavlenko V., Nazarenko O. «The New York Times»: the experience of editorship formula
formation in the XIX-th c.

Nowadays, the global newspapers market is considered to be in deep crisis as shown by the decrease in circulations, narrowing of
the distribution areas, and the advertising market capacity decrease. At the same time, the quality newspapers that cover social and
political issues, (e.g. The New York Times) stay very influential and effective in terms of financial indicators. The determination of
factors that allow such newspapers to operate effectively in conditions of market decrease is an important task for both researchers
and actors of media space. The paper herein is aimed at discovering of such factors with the use of the studies of The New York Times
as the most influential newspaper in the US. The subject is studied with the use of researches on newspaper’s genesis and Adolph
Ochs’s influence on setting the factors that have been supporting the newspaper effective operations so far. The biographical and
ideographical approaches are used to determine the basics that Adolph Ochs used to reform the newspaper in XIX century. The
results herein show that Ochs used the business-oriented approach for the newspaper: he used the popular newspapers optimization
methods for the quality press (lowered the retail price, increased the advertising space, increased the size of advertisements, and
optimized the delivery methods) but aimed at intellectuals as a main target audience. Ochs showed that the use of appropriate
informational and economical politics allows the newspaper to be successful on informational market since US society demanded for
the quality journalistic. The understanding of the development strategy of one of the leading newspaper that remains successful in
modern conditions of media space transformation is beneficial not only for the building of competition practice but for the
modernization of local and national segments of newspaper industry. The paper’s results may be used for adjusting the strategies of
existing media and for the comparison of the basics specified herein with the basics of other quality newspapers.

Keywords: «The New York Times»; Adolph Ochs; Henry Raymond, biographic; quality press; development strategies.

[0)J©)
@clm; This work is licensed under a Creative Commons Attribution-ShareAlike 4.0 International License.

61



