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Fitting 2004 into two pages wasn't easy, but the year-in-review
on pages 4 and 5 captures the complexity of the year that was.
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Nailing a Headline
Is Sport for These
Two Copy Editors

t takes a certain knack

to write headlines that

resonate with readers,

particularly if you're a

headline writer for The
Times Sports section. Be
clever, but not too clever.
Play on words, but don’t
overdo it with too many
puns. Create high-impact,
“hammer” headlines that
make a point.

Writing sports headlines
“is somewhere between an
art and a science,” according
to Steve Horn, senior copy
editor in sports. “I think
everyone has it in them. All
you need is a quick mind and
a way with words.”

Headline writers on the
sports pages typically have
more creative license than
headline writers in other sec-
tions, because, well, it’s all
about sports. Sports section
readers, many of whom are
avid sports fans, expect the
copy and headlines to be
lively and entertaining.

“Since it is sports, you
want the headlines to be gen-
erally fun. We can be a little
less serious than other sec-
tions,” says Horn, who
worked on the sports pages at
the Riverside Press-Enterprise
and L.A. Herald Examiner
before joining The Times 15
years ago.

Every day, four to seven
copy editors create headlines
for The Times sports section.
In addition to crafting head-
lines, they write subheads
and photo captions, edit sto-
ries, and compile roundups
from the wire services. But
for many of them, the best
part of the job is writing

headlines.

“Headline writing is a cre-
ative outlet...it’s something
that you want to devote a lot
of time and thought to,” says
Mike Davis, copy editor, who,
like his colleagues, writes
about a dozen headlines a
day. “Some headlines come
up instantaneously; other
times, they don't come at all,
but you have to go with the
best thing that comes into
your head.”

Copy editors usually read a
story first, get ideas from the
writer’s lead or angle, then
write a headline based on the
designers’ page specifica-
tions, which determine the
headline’s size and column-
width. “Sometimes you have
a headline but it doesn’t fit
in the hole,” says Horn, but
adds, “Our design people can
be accommodating if you
come up with a good one.”

“Just by the nature of the
business, we do more of our
work on deadline than other
sections — we don’t get a lot
of advanced stories,” adds
Davis, who has also spent his
career on the sports pages.
“You may only have 15 to 20
minutes to write a headline
and cut line and edit the
story.”

It's not uncommon for a
sports writer to file a story at
10:30 p.m. - a half hour
before the section’s 11 p.m.
deadline. Oftentimes, copy
editors monitor sporting
events on TV so they can
start thinking about head-
lines before they receive the
copy.

Davis says he often looks
for a pop cultural reference,

Dwyre Receives Literary Award

Subiaco Abbey and
Academy has named Times
Sports Editor Bill Dwyre as
this year’s recipient of the
Subiaco Award for Literary
Merit. Dwyre received the
award at the Third Annual
Subiaco Literary Sympos-ium
held on the Subiaco campus
in western Arkansas on Nov.
18. As part of the sympo-
sium, Dwyre and area jour-
nalists held writing work-

shops for Subiaco students.

Dwyre has served as The
Times’ Sports editor since
1981.

The annual symposium
honors distinguished writers
and authors in journalism,
poetry, political science, fic-
tion, non-fiction and drama
as a way to recognize the
importance of literature and
creative writing in modern
communication.
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Copy editors Mike Davis (left) and Steve Horn race the clock night-
ly to exercise their creative license to thrill Sports section readers.

MEMORABLE HEADLINES

Hit and Ron: After Indiana Pacer Ron Artest went after fans
during the recent melee with the Detroit Pistons.

Graying at the Temples: On how the Coliseum and Rose Bowl

are showing their age.

Red Sox Are Ruthless: After the Red Sox beat the Yankees in

the 2004 World Series.

Cy Magnifique: When the Dodgers’ Eric Gagne, a French-
Canadian, won the 2003 Cy Young Award.

Fantasyland!: When Disney-owned Angels won the 2002 World

Series.

USC Gets Pushed Around Bend: Following USC’s defeat one
year by Notre Dame in South Bend, Ind.

Kobe Still Looks Good for 40: Following Kobe Bryant's ninth
straight Laker game with at least 40 points during the 2003 season.

such as a movie title, TV
show or song lyric. Last
month, he wrote a headline
that played off the title of Jan
and Dean’s hit song, “Dead
Man’s Curve,” with “Dade
Man’s Curves” for a story
about a man who built a
racetrack in South Florida’s
Dade County.

When Horn worked at the
Examiner, he wrote the head-
line “Purple Reign,” based on

the 1980s song, “Purple
Rain” by Prince, after the
Lakers beat the Boston

Celtics in a championship
game. This year, when the
Lakers dismantled their team
of veterans, he came up with
“Purple Drain.”

The key to a good headline
is “you don’t want the reader
to think too much about it,”
says Horn, who, along with
Davis, was part of a group of
Times editors that won a
headline writing award this
year from the American
Copy Editors Society.

“We have plenty of people
who let us know if we didn’t
quite nail it,” adds Davis.
“Our night editors...they've
got very good radar on

whether a headline crosses a
certain boundary or captures
a story.”

And don't forget reader
feedback. While most of the
feedback is on stories, some
readers comment on the
headlines. “We get ‘That was
a good headline,” to ‘That
was a terrible pun,” says
Horn, adding that some
readers call to suggest head-
lines for the next day’s paper.

While writing “deadline
headlines” can be challeng-
ing, Horn says it’s not as
tough as writing stories or
columns. “It's an incredibly
difficult job to write a game
story when the game is over
only a few minutes before
deadline and I am in awe of
their (beat writers) ability to
do it night in and night out.”

Horn adds: “When I can
write a really good headline,
that’s how I know I can make
an impact. It really never
gets boring...although some-
times I worry if I have written
the same one before. But
then I figure I have at least a
five-year window and most
people will have forgotten
about it from the last time.”

Committee
Honors
Carroll

for Talent,
Integrity

Editor John Carroll was
honored by the Committee
to Protect Journalists (CPJ)
with its annual Burton
Benjamin Memorial Award
for lifetime achievement at
a dinner ceremony in New
York City on Nov. 23. The
event celebrates both the
courage of individual jour-
nalists
and their
collective
determi-
nation to
thwart
forces that
would
silence the
press.

In honoring Carroll, CPJ]
said, “Throughout his four
decades of newspaper work,
John Carroll has been a
respected leader, admired
throughout the industry for
his considerable journalistic
talents, as well as for his
integrity and deep commit-
ment to press freedom and
fairness.

“He has served as the
newspaper’s chief advo-
cate—defending its Middle
East coverage, for example,
when readers organized a
boycott—as well as its chief
critic, reproving his publica-
tion for liberal bias in its
coverage of an abortion
story this spring. In 2004 the
Los Angeles Times won five
Pulitzer Prizes, prominently
affirming The Times’ place
as a top U.S. newspaper.”

In accepting the honor,
Carroll reflected on the pro-
fession that he has made his
life’s work: “A journalist,
they taught us, must not be
afraid to stand alone. A
journalist’s work is a count-
er-weight to the misuse of
power. A journalist lives or
dies by that humblest form
of knowledge, the simple
fact. And a journalist, when
things get tough, can serve
only one master: the pub-
lic.”

The full text of Carroll’s
remarks are available via a
link in the Among Ourselves
section of TimesLink.




Approaching Circulation from All Angles

rowing circulation in a
media market as
competitive and frag-
mented as Southern
California  presents
The Times with some daunting
challenges. People have lots of
media options, including 16 daily
newspapers; 21 television stations,
134 radio stations, five cable opera-
tors, 1 main cable interconnect, and
four main direct mailers. Oh, and
there’s the Internet. On top of all this,
the Do Not Call legislation that went
into effect last year limits Times’ tele-
sales operations, which have tradi-
tionally been the cornerstone of the
paper’s subscriber acquisition efforts.
The Times' circulation and con-
sumer marketing department is tak-
ing on these challenges with a mix of
new offerings, methods, media and
research. Three new programs offer a
glimpse of the multifaceted approach
The Times is taking to turn the tide.

3-day plus subscription package

The Times has created a new 3-day
subscription package that includes
home delivery of the Friday, Saturday
and Sunday papers. The 3-day pack-
age was developed in response to
consumer feedback that indicated an
interest in Friday-Saturday-Sunday
service.

The package is being promoted to
Sunday-only and weekend-only sub-
scribers. They can upgrade to a 3-day
subscription for the same rate they
are currently paying. The 3-day
package will also be available to new
subscribers.

The new package is being promot-
ed via direct mail pieces, group voice
mail messages, sampling and tele-
marketing to more than 350,000
Sunday and weekend subscribers.
The promotion emphasizes the enter-
tainment and sports content of the
Friday paper, the new LIFE magazine
included on Fridays and the Local
Community Values inserts with
advertised specials and coupons from
local merchants.

Direct-response radio campaign

A new direct-response radio cam-
paign began airing in November.
According to Greg Peterson, director
of circulation and consumer market-
ing, the goal of direct response is sim-
ple: “With direct-response radio, you
launch the campaign and, that day,
you start to see people calling in to
subscribe to the newspaper.”

While the goal is simple, effective
execution can be elusive. The “offer”
— in this case, a Sunday subscription
for $1 a week for up to 26 weeks — is
the key element of any direct-
response campaign.

To deliver the offer, The Times
sought on-air radio personalities who

More than 11 million direct mail pieces such
as these were distributed during the fourth
quarter of 2004.

value the Los Angeles Times. “We
don’t ask anybody to endorse a prod-
uct they don’'t believe in,” said
Peterson. “We asked them what they
liked about the paper, and created a
specific campaign outline for each DJ
so that when they’re talking to their
listeners, they talk about what the
paper means to them. It's a much
more personalized approach.”

Consumer marketing then tracks
response station-by-station to see
which are most effective. They also
have access to digital recordings of
what each personality is saying
about the paper. (Audio examples of
the actual radio spots are posted in
the “AO Extra” section of TimesLink.)

“If someone is getting really great
response, we can listen to every sin-
gle thing he said about the paper,”
said Peterson. “If we find something
interesting, this might suggest some-
thing for us to try in our branded
radio spots for next year.”

Database/direct mail marketing

The Times has completed develop-
ment of its database marketing sys-
tem and is now using it to develop a
robust approach to selling the paper
and servicing customers.

Working with the Chicago Tribune,
The Times is developing a database
tool that allows the paper to under-
stand and connect with both sub-
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Working on the direct response mail pieces used in the current marketing campaign are (from
left) Nina Lee, production manager; Bob Rose, direct marketing manager; Donna Tarzian, cre-
ative services manager; and Greg Peterson, director of circulation and consumer marketing.

scribers and the larger market. “We
want to make our different sales
efforts more efficient by talking to
people in ways that resonate with
them,” aid Peterson.

During the October-December peri-
od, consumer marketing is sending
out millions of direct mail pieces to
Southern California households. “We
are targeting a broad audience,
because we are trying to generate cir-
culation and to learn as much about
our programs as we possibly can,”
said Peterson. “We’ll be hitting most
households in our core market an
average of three times.”

In addition to subscriptions,
Peterson’s department also wants to
generate data for future, targeted
sales efforts. That's why it's testing
different versions of direct mail
pieces in different areas of the mar-
ket.

He said several variables go into a
direct mail piece: the format (e.g.,
inside an envelope or a self mailer),
the graphics, the message/selling
points, the offer and the price. They
test one variable at a time in a spe-
cific area to see what works best.

For instance, The Times recently
tested three direct mail pieces in
Orange County, each emphasizing a
different aspect of the paper’s con-
tent. All other elements of the direct
mail pieces were the same. The sub-
scription orders generated by each
piece provide a better understanding
of potential subscribers in Orange
County.

Such insight is just the beginning.
“We're trying a lot of things in the
market, and next year we're going to

take what we've learned in this
fourth quarter to do a lot more tar-
geted selling that's smart and effi-
cient,” Peterson said.

“Ultimately, the promise of direct
marketing is to be able to reach out
and have a one-on-one relationship
with consumers at the household
level. Each person has a personal
relationship with our newspaper, but
they’re looking for different things.
We need to figure out what is most
important to each person, and how
to talk to people in ways that show
we understand.”

Go Online to
TimesLink for
‘AO Extra’

Ever feel that there could be
more in each issue of Among
Ourselves?

Check out the Among
Ourselves link (AO Extra) on
TimesLink, the company
intranet. There you'll find addi-
tional photos, lists, audio clips,
links and video related to sto-
ries in each issue of Among
Ourselves. It's also where we
keep back issues archived as
portable document format
(PDF) files. The issues are
searchable using TimesLink’s
search engine, making it easy
to find an article from a past
issue.
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