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This two-part study includes an opt-in online survey to 
obtain basic data and trends from Newspaper In Education 
(NIE) professionals as well as follow-up telephone interviews. 
The NIE in 2010 questionnaire was based on “Measuring 
Up! The Scope, Quality and Focus of Newspaper In Education 
Programs in the United States,” a 2000 study from the NAA 
Foundation. The survey was supplemented by telephone 
interviews with 14 survey participants selected to 
represent NIE personnel at newspapers, group headquarters 
and state press associations.

The 20-question NIE in 2010 survey was launched via 
Zoomerang in mid-January and closed fi ve weeks later. A link to 
the survey was distributed to members of the NAA Foundation’s 
NIE e-forum. Multiple reminders were sent to the NIE and Youth 
Editorial Alliance (YEA) e-forums and through NAA’s PRESSTIME 
Update e-newsletter and the NAA Foundation blog digest.  

The 706 individuals in the NIE portion of the NAA Foundation’s 
online directory represent 530 newspapers, most of which 
are dailies with circulations greater than 25,000. Consistent 
with the database composition, we received more than 200 
responses, the plurality of which are larger dailies.

Mary Arnold, Ph.D., who conducted the NIE in 2010 study for 
the NAA Foundation, is head of the Department of Journalism 
and Mass Communication at South Dakota State University. 
She was a program manager for the NAA Foundation from 
1996 to 2002. She has written four book-length reports on 
women in media management for the Media Management 
Center at Northwestern University and numerous articles on 
journalism education.

For more details on this study and other NAA Foundation 
research, visit www.naafoundation.org/Research/aspx.
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An NAA Foundation study examines the current state of Newspaper In Education programs.

TM

NIE IN 2010 =  lEaNEr + locally focusEd + dIgItal 



Most programs have regrouped to adjust to changes in 
Audit Bureau of Circulations (ABC) reporting for school 
copies, the economic downturn and scaling back by the 
newspaper industry. With the emergence of digital media, 
including e-editions and social networking platforms such 
as Twitter and Facebook, NIE programs are also rethinking 
the services offered.

A nationwide system of cooperation between newspapers and 
schools, NIE is designed to enhance student achievement and 
appreciation of the First Amendment in a variety of subject 
areas through the use of newspapers in the classroom. As the 
administrative organization for these programs in the United 
States, the NAA Foundation continuously monitors the state 
of NIE. The idea is to keep an eye on the current scope, quality 
and focus of programs and to provide guidance for the future. 
That’s why it is important to report periodically what we’ve 
learned and identify best practices to emulate or adapt. 

+  Scope of NIE in 2010
More than 200 newspaper professionals responded to a 
20-question online survey posted on Zoomerang. The NIE in 
2010 questionnaire was based on a 2000 NAA Foundation 
study titled “Measuring Up! The Scope, Quality and Focus of 
Newspaper In Education Programs in the United States.” The 
current study indicates where NIE might be headed over 

the next several years. To supplement the online survey, 
14 follow-up telephone interviews were conducted with NIE 
personnel at newspapers, group headquarters and state 
press associations.  

Like the 2000 study, the current one shows a relationship 
between newspaper size and the existence of an NIE 
program. The larger the newspaper, the more likely it is to 
have an NIE program. There are still a lot of NIE programs 
out there, but during the telephone interviews, we heard 
repeatedly about downsizing, consolidating programs 
across multiple newspapers or eliminating them. 

This trend is refl ected in the survey as well. We found that 
three out of four NIE programs have one- or two-person staffs 
today. Very few staffs have more than two full-time people, 
and many now have responsibilities outside NIE. A few of the 
large programs (12 percent) do have bigger budgets today, 
but medium and small ones are making do with less. For 
respondents who said they don’t have NIE programs, the main 
reasons are lack of budget and staffi ng. 

Some of the biggest changes in the past decade lie in 
services offered. Serial stories and digital teachers’ guides 
are now in the top fi ve. Also new are materials targeting 
parents, offered by one-fourth of the programs. Off the 
list in 2010 is the speakers’ bureau. Training workshops 

 NEWSPAPER IN EDUCATION (NIE) 
 IS ALIVE AND WELL IN 2010; 
 IT’S JUST LEANER AND MORE FOCUSED. 

show students what’s 
in it for them – how NIE 
impacts their world. 
you want to be in their 
comfort zone so they 
choose you fi rst.”
Kriss Johnson, educational outreach 
manager, Lexington (Ky.) Herald-Leader

our facebook page is 
a way to be visible to 
sponsors and another 
format to thank them.”  
Jodi Pushkin, NIE manager, 
St. Petersburg Times 

most NIE programs fi t 
into one of two parallel 
universes – print and 
digital. programs position 
themselves based on 
what their schools want.”
 Dawn Kitchell, education services director, 
Missouri Press Association and Foundation



and instructional materials offerings have decreased 
substantially. Across the board, digital connection is 
replacing face-to-face contact.

Another change appears in frequency between “once a 
week” and “more often” for delivering materials to schools. 
Now, 30 percent of programs are delivering weekly while 
60 percent are delivering more often. This can be attributed 
to rapid growth in daily-updated website activities that use 
the newspaper, most of which are purchased from press 
associations or vendors, and to the availability of e-editions.

 +  No Change in Mission
While the NIE mission of building an informed citizenry 
through newspaper readership has not changed, its 
implementation has. Although the delivery focus has 
shifted from print products to electronic ones, circulation 
goals remain at the forefront. The jury is out on how 
advertisers will respond to ABC moving school copies 
from “paid” to the newly created “verified” circulation 
category beginning in October 2010, but the good news 
is that NIE circulation is still in the mix. School copies, 
which accounted for about 2.4 percent of daily newspaper 
circulation in 2000, increased to an average of 7 percent  
in the 2010 survey. 

Today’s NIE personnel are devoting their energies to  
finding the most cost-effective and least time-consuming 
ways to build readership. Those efforts are directed on  
two fronts. First and foremost is the local community. 
Finding the right mechanisms and unique messages 
to connect with local students, teachers, parents and 
sponsors in the business community is critical. In today’s 
demanding educational environment, materials must 
be turnkey and based on local, state and/or national 
educational standards. The Nation’s Report Card progress 
report for 2009 points to an opportunity for NIE programs – 
helping states improve reading proficiency for adolescents. 

For the latest instructional technology, some cutting-edge 
programs offer Web-based video tutorials for interactive 
whiteboards, a great resource to use with e-editions. Others 
prominently feature materials for parents – including those 
who school their children at home – on their websites.  
Many showcase student writing, artwork or photos, which 
also drive parents to websites.

State press association NIE personnel use their “voice in the 
state capital” location to partner with state educational agencies. 
Together, they deliver curriculum materials with in-state themes. 
Popular today are serial stories and biographies of historical 
figures. Both come accompanied by educational standards-
based study guides and teacher handbooks. 

The second front is within the industry itself. It is no surprise 
that, in this era of staff reductions spurred by the economic 
downturn and loss of advertising revenue, some NIE programs 
are in jeopardy. Those that remain make do with smaller 
budgets and fewer personnel. For instance, some programs 
that did not sell subscriptions or raise funds to pay for 
production and distribution of NIE materials are now expected 
to be revenue-neutral, and some that were revenue-neutral 
are now required to generate a profit.

Interviewees stressed that a strong NIE program helps to 
build and maintain excellent community relations and to 
grow readership. They said programs with a champion in 
the executive suite get the respect and flexibility necessary 
for taking risks and trying new things. This support can 
come as nonmonetary incentives that reward excellent job 
performance – for example, flexible work hours or website 
training from newspaper colleagues. Some state press 
associations and local universities have also taken on the 
role of NIE champions.

These findings build on previous research by the NAA 
Foundation: “Measuring Up! The Scope, Quality and Focus 
of Newspaper In Education Programs in the United States,” 
released in 2000; and “Survey of Newspaper In Education 
Programs and Literacy Programs,” released in 1992. 

NIE  in 2010 = leaner + Locally focused + digital

The complete study, available at www.naafoundation.org/NIEin2010,  

fleshes out the numbers and gives many concrete examples to  

provide an in-depth look at NIE in 2010.


