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 The UAA Student Showcase Program is designed to highlight 
the extraordinary work of students throughout the University of 
Alaska Anchorage system. It is with great pride we present the 
2013 Student Showcase Journal.
 The Student Showcase Academic Conference and Journal 
have been in existence for twenty-nine years. The conference is 
a unique program in the State of Alaska where students present 
original papers, musical performances, artwork, and projects. The 
Student Showcase Committee examines policies and procedures, 
reviews promotional material, and selects award recipients.
 Each year the Student Showcase Conference creates 
opportunities for dialogue among university and community 
members. Students submit their best work for evaluation by 
objective faculty members from their discipline; selected works 
are presented at the conference; and distinguished community 
members are invited to evaluate, critique, and comment on the 
students’ works. The very best papers, performances, artwork, and 
projects are published in the Student Showcase Journal. 
 Students participated in this year’s conference on April 4 
and 5. From the 58 entries submitted, 34 were presented at the 
conference, five were awarded top honors and two were awarded 
honorable mention. The conference participants (students, staff, 
faculty, hosts, and community commentators) were invited to 
attend the awards luncheon where the winners were announced.
 The UAA Student Showcase continues to be a success year 
after year and this is due to the continued support of faculty 
members and, of course, UAA students! We hope this journal 
reflects the dedication and commitment of all those involved.

The Student Showcase Program
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The UAA Student Showcase was designed to 
search for excellence among students’ course 
work, expose  students to activities important 
to an academic lifestyle, and develop closer 
working relationships among students, faculty, 
staff, and administrators at UAA and the 

community. The Student Showcase and Journal remain unique in 
Alaska and provide a sense of  accomplishment, recognition, and 
pride for our students and university.

Sharon K. Araji
Showcase Founder
Professor Emeritus, Sociology

About the Student Showcase 
Searching for Excellence
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(left to right): Ruddy Abam, Shawna Sweeney, Owen Lee,
Amy Doogan, and Dean of Students and 

Associate Vice Chancellor Dr. Dewain L. Lee,
 Not Pictured: Bryce Hyslip

Congratulations!

2013 Student Showcase Winners
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Ruddy Abam

ENGL 214: Persuasive Writing
Ms. Jessie Nixon, Term Instructor

 

 

These visuals represent the video: THE AFRICAN: Debunking 
the Stereotype, by Ruddy Abam, that explore the labels and 
definitions given to african men and women, mainly by the 
western world and western cultures.

As the video rolls, it narrates the various stereotypes that the 
African deals with, accompanied by Macklemore’s Same Love: 
(partial Instrumental) in the background and a descriptive overvoice 
by the author Ruddy Abam.

The African: Debunking
the Stereotypes
compiled from a video format

PROJECT AFRICA
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These photos to the author, define who an African is, and fights to debunk 
the already existing stereotypes.

WELCOME TO MY WORLD, here, I am an African woman, daughter of 
an African Man… and this, is what you may think of me, against who I 
really am.  

Africans are a suffering people          BUT           We are content people.                                              



3

Continuous, as Macklemore and Ryan Lewis Same Love Instrumental 
plays.

An African strives for better from what they came from.

We are not dying, we are empowered.

The notion that Africa suffers only from primitivity, violence and disease is
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countered by truth and fact that we are not only to be identified as 
such, but as strong 
p e o p l e .  We are not 
only to be recognized 
as poverty stricken and uncivilized, but celebrated on the contrary, as 
wealthy sons and daughters of tradition, culture and lineage.

Nelson Mandela: South African 
anti-apartheid revolutionary, 
politician, served President of 
South Africa.

Dr. George Bwelle: 2013 CNN 
hero from Cameroon, and a 
medical health provider, saving 
lives one village at a time.

The darkest thing about Africa,
     about an African “is Society’s ignorance of it,” of us
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“The labels by which others try to define us, ought 
not be the labels by which we define ourselves.”

- Ruddy Abam

YOUTUBE LINK: 

http://www.youtube.com/watch?v=bZ8VOhafX30
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Ruddy Abam

 Ruddy Sirri-Akonwi Abam is a 20 year old 
Cameroonian, African student.  She graduated 
from West Anchorage High School as an Honors 
student. She is currently working towards a dual 
Bachelor of Arts degree. Ruddy grew up on the 
west coast of Africa until she moved to the United 
States at the age of 15, for higher education.  As 
she is grounded in her studies, she is a busy as 
a local Alaska model, plays and coaches soccer, 
with UAA Honors College, and works at UAA.  
She plans to graduate in the spring of 2015, with 
degrees in Justice and Psychology, with Honors. 
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 Your English professor has given you the option of 
writing a short story as your final class project. You don’t write 
much fiction, but you believe in challenging yourself, especially 
when not doing so would involve writing an eight-page paper on 
the unreliability of the first-person narrator, so you decide to give 
the short story a try. You finish your first draft in one evening: 
 Jane is born. Her parents are happily married, 
hardworking people and she is a healthy and cheerful baby. 
When she is four, her parents buy a house with a big backyard 
and adopt a golden retriever named Bartleby, whom the whole 
family loves even though he prefers not to do any actual 
retrieving. Jane lives in that house with her parents and Bartleby 
and her older sister until she graduates from high school (with 
honors) and moves out of state to go to college and then to law 
school. After law school she gets married to her high-school 
sweetheart, Jim (with whom she is, of course, deeply in love), has 
two perfect children, and manages to maintain both a fulfilling 
legal career and a satisfying home life. When she finally retires, 
the mayor announces that he is naming a bridge after her in 
recognition of her years of service to the community. It is a 

Amy Doogan

ENG 363: Short Story
Dr. Suzanne Forster, Professor

Meta Fiction

Author’s Note: Works of metafiction often make reference to or incorporate ele-
ments of other works of fiction. Among the pieces that influenced the structure 
and content of this story are Margaret Atwood’s “Happy Endings,” Raymond 
Carver’s “What We Talk About When We Talk About Love,’ and Nathan Englander’s 
“What We Talk About When We Talk About Anne Frank.”
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minor bridge, but still, how many people can say that their name 
is on a permanent piece of municipal infrastructure? At any rate, 
Jane goes on to enjoy a happy retirement filled with Caribbean 
cruises, salsa dancing lessons, and roofing projects for Habitat for 
Humanity. Jane eventually dies surrounded by friends and loved 
ones, and her funeral is attended by hundreds of people. The 
End.
 You let the draft sit overnight and reread it the next 
morning, at which point you realize that you hate Jane and Jim 
and Jane’s parents and sister and the mayor and Habitat for 
Humanity and that you are dangerously close to hating Bartleby, 
even though you love dogs and you did not enjoy having to 
read about one of Tim O’Brien’s comrades strapping one to a 
live ordinance device. After a few hours of discouragement and 
a lot of thought, you decide that the problem with the draft is 
that Jane’s life is annoyingly perfect. You figure you can fix the 
problem by introducing some conflict into the story, so you make 
the following revisions:
 Jane is born. Her parents are not happily married. When 
she is four, instead of buying a house, her parents split up and 
her father moves in with a blonde flight attendant he met at a 
bar. Her name is Lois but Jane’s mother calls her “the Bimbo,” 
mostly when she thinks Jane and her sister can’t hear. Her father 
is often late with the child support and her mother cannot make 
her small paycheck stretch to cover all the bills, so Jane and her 
sister eat a lot of canned soup and boxed macaroni and cheese 
until one day their uncle drops by during dinner and finds them 
eating dry store-brand Cheerios because they are out of milk and 
Jane’s mother doesn’t get paid until Friday. He opens the empty 
refrigerator and then turns to Jane’s mother.
 “Why didn’t you tell me you were having trouble?” he 
asks.
 “Don’t blame me,” Jane’s mother says defensively. 
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“I’m doing the best I can. It’s not easy to cover the rent and 
utilities on a secretary’s wages, much less pay for food, daycare, 
clothes…”
 “Don’t worry,” Jane’s uncle replies as he heads toward 
the door. “I know who’s to blame.”
 An hour later Jane’s uncle returns with a trunkload of 
groceries and mysteriously swollen knuckles. He tells her mother 
to relax, makes Jane and her sister supper and puts them to bed, 
and leaves. Early the next morning, the doorbell rings and it is 
Jane’s father, who has a fifty-dollar bill in his hand and a bruise 
on his jaw. Jane’s mother takes the money and ignores the bruise 
and invites Jane’s father in for coffee. Three weeks later, he 
moves back in with Jane’s mother and both of them do a fairly 
good job of pretending they never separated in the first place, 
except that Jane’s mother can never again hear the name “Lois” 
without muttering “bimbo” under her breath. 
 After her parents get back together, Jane grows up and 
goes to college and then law school. Her subsequent legal career 
is a successful one, but her early experience with her parents’ 
separation has led her to be deeply insecure and this insecurity 
manifests itself as a series of disastrous relationships with 
unsuitable men. After yet another bad breakup, Jane runs into 
Jim, an old high-school flame who is now a boring but stable tax 
accountant, in the produce section of the grocery store and they 
begin seeing each other again. Eventually Jane realizes that Jim is 
the one for her and they marry, after which Jane’s life progresses 
just as perfectly as it did in your first draft. The End. 
 Okay, you say to yourself as you reread this draft, this 
is certainly better than the first draft; at least this time you don’t 
finish the story wanting to smack all of the characters silly. Still, 
there’s something missing, and you can’t quite figure out what it 
is. You read the draft aloud to see if that makes its deficiencies 
more apparent, but it doesn’t help. You ask your puppy, who 
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has been sitting next to you on the couch for three hours, for her 
opinion, but she just looks at you for a second, rolls her eyes, and  
goes back to vigorously chewing on her own tail. Finally, you 
decide that Jane’s happy marriage to her high-school boyfriend 
is perhaps too dull. Maybe what you need is a story that includes 
some tension between Jane and her husband. Your own marriage 
is largely devoid of tension, mostly because your husband is out 
of town a lot, so you will need to seek inspiration from another 
source. You turn to Raymond Carver, because he wrote a lot of 
stuff about unhappy relationships, and revise your story again:
 Jane is born and grows up. She doesn’t go to college after 
graduating from high school, not because she doesn’t want to but 
because she just doesn’t go. When she is twenty-five and clerking 
in a convenience store she meets Jim, who works as a tollbooth 
operator on the nearby turnpike but who is actually a frustrated 
artist. Jane thinks Jim is the deepest person she’s ever met, even 
though he’s really just stoned all the time, so when he suggests 
that they get married she happily agrees. Eventually, Jane realizes 
that Jim is never going to be more than a miserable tollbooth 
operator. Still, she doesn’t decide to leave him until one fateful 
morning when she asks him to pass the butter. 
 “The butter?” Jim responds incredulously. “Seriously, the 
butter?” He takes a drag on the joint he is smoking even though 
it is 7:30 a.m. on a Tuesday and he has to be at work in an hour. 
“Jesus. She wants to talk about the butter,” he announces to the 
refrigerator.
 “I didn’t actually want to talk about it, I just wanted you 
to pas…”
 “Butter!” interrupts Jim loudly, leaning back in his chair 
and making some kind of bizarre sweeping gesture with his 
arms. “Butter, cutter, putter…” 
 Jane gets up and quietly takes her plate to the sink, then 
walks down the hall to their bedroom and pulls out a suitcase. As 
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she moves around the room putting clothes and jewelry and the 
Precious Moments figurines her mother insists on sending her 
every year for Christmas into the suitcase, she can hear Jim, who 
is still at the table, talking to himself. “Flutter, shutter, mutter…” 
he chants as Jane shakes her head, picks up her suitcase, and 
walks into the kitchen.
 “Clutter, stutter, nutter… Nutter!” Jim says with glee, 
leaning back in his chair and laughing hysterically. “God, I am so 
high right now.” In truth, Jim is really not high, because last night 
Jane flushed his entire pot stash and replaced it with oregano 
because she was curious to see whether Jim would be more 
bearable if he was sober. Apparently, however, she had failed to 
account for the fact that Jim has been getting stoned for so much 
of his life that the actual ingestion of marijuana is no longer a 
necessary part of the process.
 “Jim, I am leaving you,” Jane announces. “And I’m never 
coming back.”
 “Leaving?” Jim says. “Leaving? Heaving, cleaving, 
weaving…” Jane rolls her eyes and heads for the door. Just as 
she is about to close it behind her, Jim looks over and says “Hey, 
honey?” 
 “What?” replies Jane, who is still holding onto a sliver 
of hope that Jim will offer to magically transform himself into 
someone who has a better job and more dynamic personality 
and who can be trusted to be sober at least once in a while.  
 “Why does it smell like an Olive Garden in here?” Jim 
asks. 
 Jane sighs and slams the door.
 After leaving Jim, Jane continues to clerk at the 
convenience store for a while until she gets tired of selling HoHos 
to long-distance truckers who always make some stupid joke 
about why Hostess named them HoHos and decides to go to 
college. She majors in Psychology and does very well, leading 
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her advisor to recommend her for a research fellowship after 
she graduates. Over the next several years she marries another 
researcher, gets her doctorate, and becomes one of the world’s 
foremost experts on the placebo effect. Jane then enjoys many 
years of passionate devotion to both her new career and her new 
husband before eventually dying a happy woman. The End.
 Upon rereading this draft you decide that it is your best 
yet, but then you show it to your husband, who tells you that it 
is boring and poorly plotted and pointless and that he doesn’t 
understand any of the humor. You aren’t worried about the last 
complaint, because your husband’s idea of funny is sending your 
six-year-old niece a birthday card that has been Krazy-glued shut, 
but you definitely don’t want your story to be boring or poorly 
plotted or pointless. With mounting frustration, you decide that 
you’re going to have to rewrite it again. Maybe a change in genre 
would help, you think as you sit down to hammer out one more 
draft:
 Jane is born to a single mother who raises her in a 
small town about ten miles away from the town in which she 
herself was raised. When she is in second grade, Jane begins to 
get teased by the other kids, who call her “plain Jane” on the 
playground to make her cry. Jane has never given her name 
much thought before this point, except to be glad it is only four 
letters long and was therefore easy to learn how to write, but the 
teasing makes her realize that she is the only Jane in a class full 
of Madisons and Taylors and Emmas. When her mother picks 
her up at school that afternoon, Jane asks her why she has been 
given such an unusual name.
 “You’re named after the girl who was my best friend 
when I was a kid,” Jane’s mother replies, glancing at her in the 
rear-view mirror. 
 “How come I’ve never met her?” Jane asks curiously.
 “Because she’s dead,” her mother says in a tone that 
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does not invite any further questions. “Did you remember to turn 
in your permission slip for the field trip tomorrow?”
 Several years pass. Eventually Jane’s classmates stop 
teasing her so she stops thinking so much about her name. She 
does ask her mother about the other Jane several more times, 
but her questions seem to make her mother angry and she 
never gets any new information so eventually she drops the 
subject. Then, one afternoon during the summer between eighth 
and ninth grade, Jane finds an old trunk of her mother’s while 
looking for her bicycle pump in the attic. She opens it and finds 
her mother’s junior-high yearbook on top. Jane‘s mother has 
never really talked about her own years in school, so Jane opens 
the yearbook and starts leafing through it. Almost immediately, 
she finds a picture of her mother sitting next to another girl at a 
school assembly. As she continues to look through the book, Jane 
discovers that the only other pictures of her mother are her class 
picture and a group shot of the chess club, but that the other girl 
is in almost every other photo. Drama club. Varsity swimming, 
volleyball, and soccer. Honor society. Student volunteer corps. 
There are pictures of the girl shaking pom-poms at pep rallies 
and speaking at student government meetings and standing on 
stage at the annual homecoming dance with a sparkling crown 
perched in her blond hair. In every caption, she is identified by 
name: Jane Talbot. Finally, the mysterious Jane!
 With mounting excitement, Jane shuts the yearbook and 
sets it aside and pulls the next item out of the trunk. It turns 
out to be a bundle of old newspapers. She gasps in shock when 
she sees that the one on top has the headline “Local Girl Found 
Murdered” right above a giant picture of Jane Talbot.
 Jane reads the story, which says that Jane Talbot had 
been reported missing after failing to come home from school 
one afternoon and that her body had been found the next 
morning in a thicket of woods between her house and the school. 
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She had been strangled with her own scarf, and the killer had 
apparently taken a large lock of Jane’s hair as a souvenir. The 
police were fairly certain there had been no witnesses to the 
crime, but appealed to anyone who had seen the dead girl after 
school on the day she was killed to come forward and answer 
questions. 
 Jane turns to the next article, which is dated the day 
after the one before. This story repeats the information in the 
previous day’s story and adds the fact that the medical examiner 
had found that Jane Talbot had not been sexually assaulted. The 
article includes an interview with Jane Talbot’s mother, who 
tearfully remembers her daughter as a popular, outgoing girl with 
a lot of friends, no inappropriate romantic entanglements, and 
a love of children and animals. The article also includes quotes 
from the five girls who Jane Talbot’s mother had identified as 
her daughter’s best friends. Jane’s mother is, oddly, not among 
them.. 
 The next article is about the police investigation . In it, 
the chief of police states that investigators are following several 
leads and hope to make an arrest soon. This arrest, of a drifter 
who had been seen in the area of the woods where Jane Talbot 
was found, is chronicled in a story a few days later, and the 
fact that the drifter has been released due to lack of evidence is 
dutifully chronicled in a story a few days after that. After this, the 
stories get shorter and shorter and finally end with a story that 
is dated one year after Jane Talbot’s death and says only that the 
police have no new leads but that the investigation will be kept 
open until Jane Talbot’s killer has been caught. 
 Jane puts the papers down and reaches into the trunk 
again, almost frightened of she will find next. This time she pulls 
out a photograph of her mother with Jane Talbot. The photo is in 
a silver frame with “Best Friends” engraved across the bottom. 
Something about the photo is familiar to Jane, so she looks at it 
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more closely. Then she realizes she is looking at the yearbook 
photo of the school assembly, which has been carefully cropped 
to look like it is a photo of just her mother and Jane Talbot. 
 Jane sits back on her heels, her mind reeling. Why would 
the only photo her mother had of her with her best friend be 
one that had been cut out of a yearbook? Why wouldn’t she 
have been interviewed with the rest of the girls who had been 
identified as Jane Talbot’s best friends? And how would her 
wallflower mother have ever become best friends with a girl like 
Jane Talbot in the first place? The only conclusion Jane can draw 
is that her mother and Jane Talbot were never best friends, and 
probably were never friends at all. But why would her mother lie 
about something like that? And why would she be keeping this 
trunk tribute to a girl who had never been her friend and who 
had died more than twenty years ago?  Why would she choose 
that girl’s name to give to her only daughter? Even though the 
attic is probably at least eighty degrees, Jane suddenly feels as 
if she is shivering. She wishes that she had never opened this 
trunk. Actually, she wishes that she had never asked her mother 
about her name at all. 
 Just then, Jane hears car tires crunching up their gravel 
driveway and realizes that it is probably her mother coming 
home from work. Although she is not sure why, she knows that 
it would not be a good idea to let her mother find her up in the 
attic looking at the remnants of Jane Talbot’s life. She opens the 
trunk to put everything back, and her heart almost stops as she 
sees, caught between the lining of the trunk and its rigid side, a 
thick lock of blonde hair. The End.
 There, you think to yourself. There is no way that anyone 
can call this story boring or poorly plotted or pointless. It has 
drama. It has suspense. It has a single effect. It even has the plot-
development structure suggested by Freytag’s Triangle. You have 
finally created a short story of which you can be proud. You call 
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triumphantly to your husband, who comes out of his home office 
and reads the story with silent concentration. When he is done, 
he looks up. He is frowning.
 “What?” you ask with exasperation. “What can possibly 
be wrong with this story? It’s not boring. It’s not poorly plotted. 
It’s not pointless. It has drama and suspense and a single effect 
and uses the Freytag’s Triangle model of plot development, for 
God’s sake.”
 “Well, yeah. I guess that’s true,” he replies.
 “Then WHAT?” you demand. “WHAT is the problem?”
 “It’s just… are you sure it isn’t a little bit unoriginal? I 
mean, the shocking-ending-suspense-thriller story has already 
kind of been overdone, hasn’t it? I’m pretty sure I saw exactly 
the same plot in a Lifetime movie once.”
 You look down at your story for several moments, then 
look back up at your husband.
 “Why,” you inquire as sweetly as possible, “were you 
watching a Lifetime movie?”
 “I was home with the flu!” your husband replies 
defensively. “But that’s not the point. The point is that this story 
is derivative. And just not very… good, to be honest.”
 You look from your story to your husband to your puppy, 
who is too busy trying to disembowel a squeaky toy to offer you 
any support. Traitor.
 “Don’t you have to go out of town?” you snarl at your 
husband, but your heart isn’t in it. Because deep down, you know 
he’s right. In fact, you suspect you saw that same Lifetime movie 
once when you yourself were “home with the flu.” You sigh and 
slowly crumple your story into a ball and throw it into the trash. 
Time for Plan B.
 This, you think to yourself as you sit down to begin 
researching the unreliability of the first-person narrator, is exactly 
why you don’t write much fiction.
 THE END.
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The late 1970s and early 1980s marked the beginning 
of a trend toward corporate social responsibility (CSR) as 
corporations became increasingly aware of their image in the 
public’s eye (Clark, 2000). The idea of CSR was vague at first but 
generally means that corporations are responsible for more than 
dividends to their shareholders; they have an obligation to benefit 
the community in which they operate. CSR and public relations 
share many commonalities including their goals, and some 
consider CSR an invention of public relations (Frankental, 2001). 
Both CSR and public relations aim to improve public perception 
of a corporation in short and long term timeframes. There is 
some disagreement whether CSR is a separate field from public 
relations, but for the purpose of this study, CSR will be presumed 
to be a part of the field of public relations.

In order for CSR to be effective it must affect the public 
in a positive way and visible way. Zhang and Swanson (2006) 
wrote, “As one of the most important stakeholders, the news 
media are crucial for corporations because it is primarily the 
news media that eventually help materialize the goal of CSR, 
namely the corporate reputations (p. 13).” Despite the need 
for positive media attention, public relations practitioners have 
historically had a poor relational history with journalists. 

There have been many studies on the relationship 
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between corporations and media and the relationship between 
public relations practitioners and journalists but there has been 
little focus on these relationships when evaluated from a local 
perspective.  Past studies have focused on corporations and 
media as a whole but have not localized research to see how one 
community may differ from the whole.
 Studies have found that public relations has been 
viewed negatively by the media. This negative and sometimes 
antagonistic relationship stems in part from a history of media 
reporting on “charlatans” claiming public relations (Brody, 1992; 
Zhang & Swanson, 2006). White and Park (2010) describe how 
negative media frames regarding public relations affect not only 
media’s perception but also public perception of the profession:

Frames embedded in media content interact not only 
with the schemata of media audiences, but also with the 
schemata of other journalists who are also susceptible 
to media frames (Scheufele, 2004; Van Gorp, 2007). 
Journalists often pick up and use one another’s framing 
schemata to adopt a “stock” of frames that become a 
persistent part of our culture (Van Gorp, 2007). The use 
of a consistently negative stock of media frames could 
affect how audiences perceive public relations, which 
in turn affects perceptions about the credibility of the 
profession and the importance people ascribe to its value 
to society (p. 319). 

Stocks of negative media frames regarding public relations 
help explain the disdain between journalists and public 
relations practitioners. Studies have shown that journalists view 
public relations practitioners poorly and that public relations 
practitioners rate journalists lower than themselves (as cited in 
Zhang & Swanson, 2006). 
 Zhang and Swanson’s study does indicate that relations 
have improved between news media representatives and public 
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relations practitioners over the last few decades; citing that both 
feel they have higher respect for each other and have improved 
their ability to communicate to each other (Zhang & Swanson, 
2006). Grayson’s (2010) research has shown that there has 
been “enormous progress” in the last two decades but adds that 
although statistics show rising coverage of CSR in the media it is 
unclear how much of this is the result of supplemental advertising 
paid for by corporations.
 While these studies have all provided insight on the 
relationship between media and public relations and why CSR is 
rarely featured in the media, there is little research in regards to 
oil companies specifically. There is also no basis of studies that 
have been performed at a local level, which could yield different 
results.

The purpose of this study is to discover if Alaska’s oil 
companies and Alaska’s media companies have developed closer 
and supportive relationships because of the significance of oil 
production in Alaska and its benefits in such an isolated and 
tight-knit community. The study aimed to uncover the viewpoints 
Alaska’s oil companies have towards the local media and their 
reporting, and the viewpoints Alaska’s media companies have 
towards Alaska’s oil companies’ CSR efforts. Also, the study looks 
into the similarities and differences between existing studies 
regarding media and corporate relationships and the Anchorage 
community. The results of this study provide public relations 
practitioners and journalists insight into the relationship between 
corporations and media inside an isolated community. Also, the 
findings shed light on the variables between studies conducted on 
a national and local level regarding media and CSR.

To conduct this study, this research begins with an 
in-depth review of relevant literature regarding the historical 
relationships and tension between corporate public relations 
practitioners and journalists. This helps provide a basic 
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understanding of the problems that have been present since 
the beginning of public relations. CSR and media framing are 
discussed, which provides insight into how corporate social 
responsibility is portrayed in the media. There is also discussion 
on oil companies’ corporate social responsibility efforts in order 
to better understand what material journalists are reporting or 
not reporting. After the literature review, the method in which 
the study was conducted is detailed and then areas for future 
study are outlined.

Literature Review
Corporate Social Responsibility and Media
 Over the last century public relations has changed 
dramatically. Prior to the 1960s corporations largely fed 
messages to the public with no intentions of listening to public 
opinion. Communications were based on a one-way model and 
feedback was rarely considered. The theory was that businesses 
did not need to address public concerns because they were 
benefitting society just by the services they offered (Lee & Kim, 
2010). Things began to change in the 1960s due to a strong anti-
business sentiment in the U.S., which led to powerful activism 
that demanded a response from corporations. Corporations 
responded by changing the way they related with the public. 
Communications became two-way with public response and 
concern being addressed by corporations. This increased 
communication led to the development of CSR as consumers 
insisted corporations share the responsibility of enhancing 
the community they are a part of and corporations became 
increasingly aware of their image in the public’s eye (Clark, 
2000).
 CSR is a citizenship function between corporations 
and the public with moral, ethical, and legal implications (David, 
Kline, & Dai, 2005). CSR is similar to public relations, and some 
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consider CSR to be an invention of public relations (Frankental, 
2001). The popularity of CSR is based on the notion that CSR 
mutually benefits society and business (Zadeck, 2004). Despite 
the numerous studies conducted on CSR, the definition has 
not been explicitly defined nor has it been statistically proven 
to exclusively benefit a corporation. (Garriga & Melé, 2004; De 
Bakker, Grownewegen, & Van Hond, 2005). Some research even 
suggests that corporations that rank the highest in CSR may be 
more likely to incur negative media attention during a crisis (Luo, 
Meier, & Oberholzer-Gee, 2012). 
 In order for CSR to be effective it must be visible to the 
public. The objectives of CSR are realized through communication 
by media. The message may be controlled directly through 
corporate advertising or indirectly through news stories written 
by journalists about the corporation (Lee & Kim, 2010). Zhang 
and Swanson (2006) wrote, “As one of the most important 
stakeholders, the news media are crucial for corporations 
because it is primarily the news media that eventually help 
materialize the goal of CSR, namely the corporate reputations” (p. 
13). 
 A 2005 study found that most people shape their 
views towards a corporation based on the information gathered 
through news media (David et al., 2005).  Another study found 
that news media has a significant influence on public perception 
and attitudes towards corporations (Manheim & Albritton, 1984). 
Such studies indicate that the influence of media can affect a 
corporation’s image and identity (Perry, 1987).
Framing
 Public relations practitioners’ task is less complicated 
when directly communicating a message to the public such 
as communications through commercial advertisements. 
This is sometimes critically considered to be manipulation as 
public relations practitioners define social reality by shaping 
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perspectives; however, the process of communication requires 
reality to be defined (Weick, 1969). This is similar to framing, 
which is used by public relations practitioners as well as the 
media. Because corporations can lose control of the message 
when news media act as intermediaries of the CSR message, it is 
especially important that public relations practitioners understand 
media framing (Lee & Kim, 2010). Entman (1993) describes 
framing in this portion of his study:

Framing essentially involves selection and salience. To 
frame is to select some aspects of perceived reality and 
make them more salient in the communicating text, in 
such a way as to promote a particular problem definition, 
causal interpretation, moral evaluation and/or treatment 
recommendation for the item described. Frames, then, 
define problems—determine what a causal agent is 
doing and costs and benefits, usually measured in terms 
of cultural values; diagnose causes—identify the forces 
creating the problem; make moral judgments—evaluate 
causal agents and their effects; and suggest remedies—
offer and justify treatments for the problem and predict 
their likely effects. (p. 55)

Often corporations do not have control of how an issue is 
being framed, especially in crucial times such as a crisis since 
it’s not possible to respond quickly enough with a message via 
commercial material. This is where media framing in turn shapes 
public perception and defines social reality because it is the 
media that the public will be relying on to receive the majority of 
the information regarding the crisis. 
 When a journalist frames an issue, he or she is 
promoting a particular piece of the information for a variety of 
reasons. Reasons for media framing are extensive and are often 
unintentional. It is easy to assume media framing is a product 
of bias but this is not always true. Framing is more complicated 
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than bias and less clear-cut. Framing accounts for complex 
emotional responses and psychosociological aspects as well as 
the ability to define the context of a situation (Reese, Gandy, & 
Grant, 2006). Framers often frame based off of their personal 
background, the created frames then affect an audience in a way 
directly correlated with their own background (Hallahan, 1999). 
For this reason framing may be intentional or unintentional. 
At a physical level, Hallahan says, “framing affects cognitive 
processing by selectively influencing which memory nodes, or 
sets of memory traces organized as schemas, are activated to 
interpret a particular message” (Hallahan, 1999, p. 209). The 
affected messages can have severe consequences for the parties 
involved. In some cases frames are intentionally developed to 
affect the audience in a certain manner; this is often referred to 
as “frame building” (Scheufele, 1999). 
  Agenda-setting theory is a similar theory that when 
used affects an audience by pushing an entire story to a more 
prominent location. Instead of making a single aspect of a story 
more prominent in order to affect social reality, the entire story 
is made more prominent in order to make a topic or issue seem 
more important and newsworthy. (Scheufele &Tewksbury, 2007). 
Scheufele and Tewksbury (2007) describe the agenda-setting and 
framing approach:

Agenda-setting effects assume that the locus of effect lies 
with the heightened accessibility an issue receives from 
its treatment in the news (Price & Tewksbury, 1997). 
Thus, it is not information about the issue that has the 
effect; it is the fact that the issue has received a certain 
amount of processing time and attention that carries the 
effect.

In contrast, the basic framing approach assumes that 
the locus of effect lies within the description of an issue 
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or the label used in news coverage about the issue. It 
is the underlying interpretive schemas that have been 
made applicable to the issue that are the central effect 
of a frame. The primary difference on the psychological 
level between agenda setting and priming, on the one 
hand, and framing, on the other hand, is therefore the 
difference between whether we think about an issue and 
how we think about it (Scheufele &Tewksbury, 2007).

Both theories are important relationally to CSR because news 
media can choose to promote CSR to prominence or they can 
choose what piece of the story to promote to prominence. For 
example CSR activities by oil companies following a spill can 
be strongly affected by framing and/or agenda-setting theory. 
News media may choose not to promote CSR activities so that 
the audience isn’t aware the company is making positive social 
efforts, which could ease public distrust after a spill. Alternatively, 
media may choose to focus on a spill in an article regarding 
a donation to a local charity making it seem as though the 
company is trying to give their way out of the public’s distrust.

Tension Between Journalists and Public Relations Practitioners
 Because of the importance of news media in relation 
to shaping public opinion, public relations practitioners are 
often at the mercy of news media, which can lead to tension 
between the two. Additionally, public relations aims to inform 
the public, which is similar to the objective of news media only 
the information is released with the purpose of benefitting the 
company or minimizing damages. Studies have found themes 
relating to how public relations is portrayed in the media. These 
themes label public relations as “damage control, publicity, an 
attempt to hide or disguise the truth, an attempt to advance a 
company’s agenda, and … non-substantive activities” (White 
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& Park, 2010, p. 319). Another study, which reviewed news 
articles mentioning public relations, found the term to be used 
in a negative connotation more than 80% of the time and 
was “Overwhelmingly portrayed as an attempt to sidestep or 
manipulate the truth” (Keenan, 1996; White & Park, 2010, p. 
320). 
 The negative portrayal by the media doesn’t 
necessarily reflect the views of the public. In 2010, a telephone 
survey was conducted which interviewed 455 people on their 
attitudes towards public relations. The survey found that 
respondents felt differently than the media. Respondents 
disagreed that public relations was damage control or an 
attempt to hide or disguise something. The survey revealed that 
respondents actually viewed public relations as an important and 
beneficial part of society that provides needed information (White 
& Park, 2010).
 Brody offers one explanation as to why the media 
may have an antagonistic view of public relations. “Mass media 
representatives’ perceptions of [the] discipline have been 
distorted over time by a parade of hacks, flacks, and assorted 
charlatans who have adopted ‘public relations’ as a prestigious 
synonym for press agentry or publicity” (Brody, 1994, p. 44). 
In addition, both have different attitudes towards subjects such 
as the role of public relations, freedom of press, objectivity and 
balance (as cited in Zhang & Swanson, 2006).  
 Differences in opinion have led journalists to develop 
a stock of negative frames regarding public relations. By 
consistently using a stock of negative media frames, the media 
can influence how the public perceives public relations including 
the credibility, importance and value it gives to society (White & 
Park 2010). The lack of regard for the field by journalists has led 
to the suggestion that a harmonious relationship may never be 
achieved (Spitzer, 1981).
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 Despite the past relationship between journalists 
and public relations practitioners, there have been signs of 
improvement. Tension between the two fields has decreased 
over the last few decades with a greater respect for each field 
developing and an increased perception of each other’s values 
(Zhang & Swanson, 2006). 
 Grayson’s research shows there has been “enormous 
progress” made in the last two decades between journalists 
and public relations practitioners, correlating with the rising 
coverage of CSR in media; however, it is unclear how much of 
the increased coverage is due to supplemental advertising by 
corporations (Grayson, 2010). Another possible factor in the 
increase of CSR coverage over the last few decades is an increase 
in corporate giving. Corporate giving increased by 10 percent 
annually in the latter half of the 1990s (as cited in Zhang & 
Swanson, 2006). 
 CSR has become standard for corporations, and 
managers view it as an important part of doing business (The 
Economist 2008, Kolk et al. 2011). Studies show that between 
increasing giving and friendlier views towards one other, there 
has been progress made in reporting on CSR activities, but it 
should be noted that CSR might come with negative side effects 
for corporations.

 Oil Companies and Corporate Social Responsibility
 It has been argued that CSR can act as a form of 
insurance against crisis. In other words, when a corporation does 
good things in a community there will be a smaller likelihood of 
attacks and public disapproval when the corporation creates a 
problem that negatively affects the community. In 2012 a study 
found this theory to be partially incorrect. 
 Luo, Meier, and Oberholzer-Gee focused their study 
on the 20 largest oil companies in the United States that have 
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had spills between 2001 and 2007. They compiled a dataset of 
oil spills, including leaks that were never reported on by news 
media. The data were compiled through an extensive search of 
U.S. newspapers and wire service reports. Then they researched 
the oil companies’ CSR history and rated each on a scale 
according to how actively the company participated in CSR. The 
theory that CSR acts as an insurance agent against accidents 
would suggest the oil companies that scored higher in CSR 
activity would fare better than those that scored lower; however, 
the research showed that news media was far more likely to 
report spills by companies that scored high on the CSR scale. 
Additionally, companies that scored exceptionally low on the CSR 
scale were more likely to experience media coverage of spills; 
therefore oil companies should reside neither high nor low on the 
CSR scale to best shield themselves from media attention during 
a crisis (Luo, Meier, & Oberholzer-Gee, 2012). This is because 
editors tend to choose stories that contain shocking news or 
confirm a common belief.  If an oil company with a strong 
reputation of environmental and social responsibility has a spill 
the story is more newsworthy. Likewise, if an oil company that is 
known to have a negative impact on the community spills oil, the 
story is desirable because it fuels public indignation.
 Some research indicates that a history of CSR activities 
can influence the tone journalists use when reporting on negative 
corporate events (Werther & Chandler 2005; Peloza 2006). 
It suggests journalists are more likely to shed a positive light 
on an accident or deem it as bad luck or due to unfortunate 
circumstances if the corporation has a positive history with 
extensive CSR activity. Despite this theory’s popularity there have 
been mixed conclusions regarding the effect of CSR on the tone 
of media coverage. Luo, Meier, and Oberholzer-Gee’s study found 
the tone of coverage to be unrelated to the CSR history of the oil 
companies they examined.
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Research Questions
While previous studies have analyzed the relationship 

between public relations practitioners and journalists, there 
is limited empirical research available on the effects of this 
relationship on CSR, especially on a local scale. Many studies 
focus on media framing and its effects on CSR without exploring 
the tangible effects of framing by individual journalists on 
local CSR efforts. Without an understanding of how individual 
journalists frame CSR messages and the effects such framing 
has on the relationship between journalists and public relations 
practitioners, it may be difficult for journalists and public 
relations practitioners to work with each other to accomplish 
goals that benefit media, corporations, and the public. The 
existing research will be useful in determining the effects 
media framing can have on CSR, while the following questions 
will provide insight into how media framing of CSR has 
affected relationships between journalists and public relations 
practitioners in a setting where oil companies are frequently 
reported on by local media.   

RQ1: How do Alaska’s media companies view and report on the 
corporate social responsibility efforts of Alaska’s oil companies?
RQ2: How do Alaska’s oil companies view media coverage 
regarding their corporate social responsibility efforts?
RQ3: Is the media coverage of Alaska’s oil companies different 
from general media coverage of oil companies?

Methods
This study used qualitative in-depth interviews to 

investigate the research questions. This method was selected in 
order to provide perspectives from both Alaska’s oil companies 
and Alaska’s media representatives. The interviews conducted 
were semi-structured allowing the interviewees to expand upon 
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their answers and what they thought to be pertinent to this 
research.

For the interviews with oil company officials, both public 
relations practitioners and employees outside of public relations 
at multiple oil companies in Alaska were interviewed. The 
interviewees were diverse in work history, some having worked 
in the non-profit sector, one in education and another in media. 
The interviews with media company representatives included 
journalists who report directly on oil companies as well as others 
that do not directly report on oil companies. The journalists 
represented a variety of media mediums including television, 
radio, print, and online news companies. The interviewees 
within each profession were diversified so that each side was 
represented without being limited to the experiences within 
one department of the company. This allowed for a broader 
perspective from interviewees regarding the relationship between 
Alaska’s oil companies and media companies.

The interview questions began with background 
information such as the informant’s work history before their 
current position as well as their history with the company 
employing them at the time of this study. The interview 
questions then focused on the interviewee’s thoughts regarding 
the relationship between oil companies and media companies 
before and after taking their job. This gave insight as to how their 
perspectives have changed by becoming involved in the everyday 
affairs of the company they work for. As the interview went on 
informants were asked to describe the role the media plays in 
reporting on corporate social responsibility by oil companies in 
Alaska and how they perceived the media’s performance in this 
regard. The interview concluded with questions regarding the 
unique aspects of reporting on oil companies within Alaska.

The interviews offered more than just informants’ 
specific knowledge on the topic but also their attitudes 
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concerning the topic. Their body language, mannerisms, pacing, 
and vocal fluctuations all provided insight and played a role in the 
research. These various properties were important to evaluating 
the impact and significance of the content of their answers. This 
method has some limitations however. Informants from both the 
oil companies and media companies are loyal to their workplace 
and profession. This results in biased answers with each trying to 
support the position of their profession. They may have chosen 
to provide only information that benefits their company and 
profession while withholding information that could be potentially 
degrading. It is also possible that informants were not completely 
knowledgeable on a topic and provided inaccurate information 
due to their own misconceptions. The interviews were conducted 
without the informants having prior knowledge of the questions 
to be asked, which gave little time to formulate answers and 
provide the best and most accurate information available. 

Results
Media’s Viewpoints Regarding CSR 

RQ1 inquired as to how Alaska’s media views and 
reports on the corporate social responsibility efforts of oil 
companies in Alaska. The journalists interviewed shared many of 
the same views regarding the CSR of Alaska’s oil companies but 
there were some differences in opinions between each individual 
journalist. Every journalist interviewed acknowledged skepticism 
of the intents of public relations practitioners and to an extent 
the intentions of CSR. Alex Marban is a journalist for the Alaska 
Dispatch, an online only media company. Marban says that he 
does not distrust public relations practitioners but he realizes 
they have a one sided view (2012). Richard Mauer, the special 
projects editor of the Anchorage Daily News, says that because 
of the importance of a company’s image in the community, they 
do things to promote their image and CSR helps (2012). Mauer 
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says that oil companies tend to operate based on long-term 
views and CSR promotes public goodwill in the long-term (2012). 
Elizabeth Arnold, an independent producer for NPR, says CSR is 
good PR but it is also fostering a healthy educated community 
that is an attractive place for their employees to live (2012). 
She also said that CSR helps create an image that a corporation 
is a contributing supportive member of the community, which 
is good for them when there are battles over taxes or oil spills 
(Arnold, 2012). 

Despite the unanimous skepticism of CSR and public 
relations practitioners, many of the journalists interviewed 
mentioned that public relations practitioners are necessary and 
that they have a symbiotic relationship with journalists because 
they are both providing information to the public. Marban said 
that in the past, there was more reporting of donations made by 
oil companies to the community and that there is less reporting 
of the oil industry presently (2012). Marban attributes the 
decrease in coverage of CSR to the growing field of PR and the 
declining resources of the media (2012). Staci Feger-Pellessier, 
the news director for KTVA News, said the media is limited in the 
amount of investigative journalism they can do regarding CSR 
because they do not have the resources (2012). Feger-Pellessier 
thinks the media reports on the benefits of oil companies to 
the community but it is all “spoon fed” through press releases 
(2012). Arnold said it is difficult to report on the positive work a 
company is doing without looking like their shill (2012). Mauer 
believes it is not the media’s job to report on CSR because they 
should be covering stories that would not otherwise be known, 
and that corporations are capable of making CSR stories known 
on their own through PR (2012).

Oil Company’s View Regarding Media’s CSR Coverage
RQ2 inquired about how Alaska’s oil companies view 
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the media coverage regarding their CSR efforts. The responses 
varied between the oil companies, usually as a result of the 
background and experience of each interviewee. Ella Ede, the 
stakeholder engagement manager for Statoil along with Dolly 
Norton the community outreach director for Statoil, felt the 
media does a poor job covering CSR, if they cover it at all (2012). 
Karen Cowart, who is the community relations director for BP 
Alaska, said she feels the media does the minimal amount of 
CSR coverage (2012). Both Ede and Cowart have backgrounds in 
resource development industries before coming to work in their 
current positions. Cowart has some background in non-profits as 
well, but neither has worked in the media. 
 Michelle Egan, the corporate communications director 
for Alyeska Pipeline, said she thinks the media is doing what they 
can with the resources they have available (2012). She also said 
that coverage of CSR varies from one media company to another, 
a notion echoed by others as well (Egan, 2012). Each company 
reports on CSR differently for various reasons, according to Egan 
(2012). She says television news tends to have a feel good story 
at the end of a newscast, which is sometimes a CSR story (2012). 
Before working at Alyeska Pipeline, Egan was the Anchorage 
School District communications director. Egan has spent less 
time working in the resource development industry than 
Cowart or Ede. Media in smaller communities tends to be more 
community focused and has better reporting of CSR according to 
Mary Gibbs, the director of philanthropy and community services 
for ConocoPhillips Alaska (2012). Gibbs felt the media does a 
good job of covering the philanthropic efforts in Alaska (2012). 
Gibbs has little direct interaction with media in her position at 
ConocoPhillips compared to Cowart at BP.
 Megan Baldino is a communications specialist at Shell 
Alaska but previously worked as a journalist and news anchor 
for KTUU television for 10 years. Baldino said the media does a 
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decent job of reporting CSR in Alaska but disclosed they could do 
a better job of digging deeper into important community social 
investment stories (2012).
Geographic Media Coverage

RQ3 inquired into whether Alaska’s media coverage of 
oil companies is different than the national media coverage of oil 
companies. Neither public relations practitioners nor journalists 
unanimously felt coverage was better or worse in Alaska than 
elsewhere. Four of the nine participants said coverage was better 
in Alaska than elsewhere, citing the importance of the industry 
to Alaska and the small size of the community as factors. Mauer 
said that there will be more reporting on the major industry in 
a community but that does not necessarily make the reporting 
better or worse (2012). Gibbs likewise stated there is more 
coverage of the oil industry in Alaska including coverage of CSR, 
but it is not better reporting, just more frequent (2012). Baldino 
said that oil companies and CSR are reported on more in Alaska 
because how important the industry is to the state (2012).

Two participants said they did not think coverage was 
any different in Alaska than elsewhere. Arnold said journalists 
outside Alaska face the same problems as journalists in Alaska 
when reporting on CSR (2012). Only one participant thought 
coverage was worse in Alaska, citing that media in cities like 
Houston, Texas have more resources available to do better 
reporting (Marban, 2012). 

Most of the participants felt coverage was likely better in 
rural Alaskan communities. Ede said media in small communities 
like Barrow and Kotzebue do a better job of reporting CSR 
because it impacts people more in small communities (2012). 
Feger-Pellessier said media in smaller communities might do 
a better job reporting on the responsibility oil companies have 
to the environment because in those communities journalists 
have first hand knowledge, where media in Anchorage is limited 
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by the distance and cost of obtaining that information first 
hand (2012). Gibbs said there is more coverage of CSR in small 
communities because it is more important there and there is less 
to report on (2012). 

Discussion
Notable Differences to Alaska

The in-depth interviews resulted in perspectives 
markedly different than those found in past studies. This study 
found journalists and public relations practitioners to be less 
divided than they have been historically. Opinions regarding 
the performance of the media and corporate public relations 
appeared to be more closely associated with the individual 
as opposed to a clear-cut difference in opinions between the 
two fields. The stocks of negative media frames developed by 
journalists concerning public relations practitioners as described 
in White and Park’s 2010 study appeared greatly diminished 
but not absent in this study. There was still a sentiment of 
skepticism among journalists regarding public relations and 
CSR. Some of the interviewed journalists mentioned public 
relations practitioners actively spin stories for the benefit of their 
companies but the journalists all said they respect public relations 
practitioners. The interviewed journalists and public relations 
practitioners were understanding that each have a job to do 
and appeared to be more understanding of each other’s values, 
confirming the results of Zhang and Swanson’s 2006 study.  

There are several possibilities or combinations of 
possibilities why negative perspectives appeared diminished 
between journalists and public relations practitioners in 
this study. It is possible that journalists and public relations 
practitioners are less involved with each other as media 
companies report less on CSR due to decreased funding. Most of 
the journalists interviewed felt that the media does not report on 
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CSR frequently because they are using their available resources 
to report on things that would not otherwise be covered and 
that oil companies can inform the public of their CSR efforts on 
their own. Many of the public relations practitioners interviewed 
accepted that media is not responsible for reporting on their 
companies’ CSR efforts. Egan said, “I think they’re delivering 
what the audience wants and doing what they can with the 
resources available” (2012). Baldino said, “It’s too small of a state 
not to be fair,” a sentiment echoed by many others (2012). 

One last possibility is that lingering distrust between the 
two professions is continually fading. In the past public relations 
practitioners were called publicists and their job was to spin 
stories, according to Egan (2012). This coincides with White and 
Parks research. Egan says, “The PR professional and journalist 
should have the same objective, that’s to support an informed 
society” (2012). As past conceptions of PR fade away, a stronger 
relationship continues to develop. 

Although this study confirms that Zhang and Swanson’s 
research is accurate regarding the improving relationship 
between journalists and public relations practitioners, it appears 
that Grayson’s 2010 study, showing a trend of increasing 
coverage of CSR in the media, may have reversed. Many 
participants in this study felt that the current economic condition 
is resulting in decreased CSR coverage, which could also be 
partially attributed to decreasing contributions. Feger-Pellessier 
says, in her experience, community giving is often the first 
expense to be cut when corporation’s profits are down (2012).
Purpose of CSR
 The purpose of CSR, particularly corporate philanthropy, 
is one dividing difference between journalists and public relations 
practitioners. Every oil company representative interviewed said 
that the company does not give money to the community for 
the recognition. Gibbs said ConocoPhillips feels very strongly 
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that it is their responsibility as a corporate citizen to contribute 
to the community (2012). Baldino said Shell does not do CSR to 
get headlines but to create value in the communities where they 
have operations (2012). All of the journalists interviewed felt 
that corporations give money to the community to promote a 
positive image of the corporation, which will help the corporation 
when the public votes on taxes or there is a spill. Many of the 
journalists mentioned that they think there are people who do it 
because they genuinely care about the community, but that is not 
the main intent of the corporation.
 One area that both sides agree on is that giving money to 
education such as UAA’s Alaska Native Science and Engineering 
Program (ANSEP) benefits the community and the company. 
Programs like ANSEP help develop the next generation of 
engineers for oil companies. Having strong education and social 
service options also makes a community more attractive to 
potential employees.
Visibility of CSR
 Although journalists and public relations practitioners 
agreed that corporations have the power and resources to get 
their own message to the public without news media, there was 
disagreement about the role news media should play. Mauer said 
that media plays a role when there is corporate irresponsibility 
but if a company is being responsible the media has very little 
role in reporting on CSR (2012). News media does not need 
to report on CSR efforts by oil companies because their PR 
department can put their own positive spin on a story according 
to Marban (2012). He says it is more valuable for news media 
to put their resources in something that will make a difference 
(Marban, 2012). 
 Public relations practitioner’s opinions varied slightly on 
this subject. Some felt news media does not play a strong role in 
reporting on CSR but others felt the media does. Cowart said if it 
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was not for the major oil companies in Alaska, half of the health 
and human-services non-profits would not be able to raise money 
(2012). Egan says there is more credibility when journalists 
report on CSR activity (2012).
Lessons from Exxon

The Exxon Valdez oil spill lends an interesting 
perspective on CSR. Many of the interviewees mentioned the 
spill as an example of how CSR affects a company and public 
perception. Mauer said that prior to the spill Exxon had been 
so uninvolved in the community, compared to BP/ARCO, that 
residents were not willing to cut them any slack (2012). Mauer 
added that in his opinion the spill was handled so poorly that a 
good CSR record probably would not have mattered, but people’s 
initial feelings were affected by the remoteness of Exxon to 
the community (2012). Arnold said that in the aftermath of 
the spill, Exxon decided there was no point investing in Alaska 
because the ill will became so great. The Exxon Valdez spill helps 
confirm that a poor CSR track record can be detrimental to an oil 
company during a crisis as found in Luo, Meier, and Oberholzer-
Gee’s 2012 study.

Limitations
While this study provided insight into the relationship 

between journalists and public relations practitioners in Alaska, 
there were some important limitations. This study was conducted 
in a relatively small and isolated community with a single 
industry accounting for the majority of the states revenue. These 
factors mean that the results of this study could be very different 
if the study was conducted in another community. If a more 
general perspective of the relationship between journalists and 
public relations practitioners was desired, it would be beneficial 
to have a greater sample of participants from a larger geographic 
area.



42

Future Study
Future research regarding the relationship between 

journalists and public relations practitioners could benefit by 
addressing the limitations of this study. A larger sample from 
multiple communities with diverse economies would give a 
better understanding of the relationship as a whole versus the 
relationship in Alaska. If a better understanding of CSR coverage 
by media was desired, it would be beneficial to conduct a content 
analysis of CSR as reported by media. Then it would be possible 
to determine how the media has represented CSR in past 
reporting.

Conclusion
 Beyond the tension between journalists and public 
relations practitioners, this study helps provide insight into 
an important issue that affects how a community operates 
socially, economically, and environmentally. Through corporate 
investment, employment and philanthropy, modern communities 
are able to sustain a twenty-first century ecosystem that provides 
for residents. Through media coverage, communities are 
informed on the threats and opportunities facing that ecosystem. 
The relationship between these two entities and their viewpoints 
towards each other can have a profound effect on a national and 
local scale. In some ways it is beneficial that these entities do not 
completely trust each other because it requires them to do their 
own research to find the truth and in other ways a cooperative 
relationship allows for more productivity to occur. There is a 
balance that has to exist for media and corporations, not just oil, 
to provide the maximum benefits to the public. The balance is 
not clearly defined and there is always work that can be done to 
refine this crude relationship.
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Appendix A
Interview Questions

1. What is your name and what is your position here?
2. How long have you worked here?
3. What is your work history?
4. What was your opinion regarding public relations and 

corporate social responsibility before taking this job?
5. How has your opinion changed since taking the job if at 

all?
6. Before taking this job, what were your thoughts about 

the media’s reporting of the philanthropic efforts of 
companies?

7. What are your thoughts now?
8. How do you think the media does reporting on oil 

companies in Alaska?
9. What kind of role do you think the media plays in 

reporting corporate social responsibility?
10. Do you think reporting on oil companies’ corporate social 

responsibility is different in Alaska than elsewhere?
11. What would you say the media reports on the most 

regarding oil companies?
12. How would you describe the overall relationship between 

Alaska’s media and Alaska’s oil companies?
13. How would you describe the relationship between 

journalists and PR professionals?



46

Appendix B
Interviewee Recruitment Letter

Hello,
I am a journalism major and I am conducting a study on the 
relationship between oil companies and media companies 
in Alaska. I will be conducting this study by interviewing 
professionals from both fields. This research is important because 
it addresses a topic which affects the local community and 
perceptions towards both oil and media companies. Currently 
there is very little information available on this topic. The 
interview will take approximately 30 minutes and is completely 
optional.

If you are willing to participate in this study please reply to 
this message and we can set up an interview at a time that is 
convenient for you.

Thank you
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Bryce Hyslip

 Bryce Hyslip is a Journalism and Public 
Communications Major who graduated from UAA 
in Spring of 2013.  Although born in Arizona, he 
has called Alaska home for over 15 years.  Unsure 
of what to major in, Bryce took some Journalism 
and Public Communications classes, he realized 
right away, this is what he wanted to do. 
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 This body of work is an exploration of my family’s history and 
my own ties to that history. Incorporating family photos, a written 
family history from my grandmother and the wildly exaggerated 
stories my father tells, I began to compose a series of works 
focusing on three central figures, my grandfather, grandmother, 
and my great uncle Bud. 

 Starting with a series of 15 or so monoprints I selected 6 that 
best suited the compositions that I had in mind. Each print uses 
a variety of printmaking techniques including screen printing, 
Intaglio, and stencils. 

 The prints of my great uncle bud, “1946” and “Nenana AK” are 
mostly about his time in Alaska. He was stationed here in World 
War II and stayed for many years after the war had ended. Much 
of my family came to Alaska because of his influence including my 
grandfather and my father. 

 The prints “Colville Queen” and “Couldn’t Drag Me Away” 
both include horses as subject matter. Horses were a big part of 
my family’s life, they raised horses and as a teenager my father 
would break horses for neighboring ranches. In “Couldn’t Drag Me 
Away” the horses also represent the freedom that my father and 
his brothers had growing up. 

Owen Lee

ART A415: Advanced Printmaking
Mr. Gary Kaulitz, Professor

 

History 
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1946

Monoprint with screen print

18x24
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Nenana AK

Monoprint with screen print and stencil

18x24
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Colville Queen

Monoprint with screen print 

18x24
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Four Feet or Feather

Monoprint, intaglio, screen print and chine collé

18x24
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Couldn’t Drag Me Away

Monoprint and screen print

18x24
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Deer Hunt

Monoprint with intaglio, and chine collé

18x24
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Owen Lee

 Owen Lee was born and raised in Ketchikan, 
Alaska where he graduated from Kayhi High 
School. He moved to Anchorage in his early 
twenties to attend UAA.  He is currently working 
on receiving a BFA in Printmaking. Art has always 
been an influence in Owen’s life. His mother and 
many close family friends are working artists 
and their influence have instilled in him with a 
profound respect for the creative processes and 
for all the arts. 
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 The evolution of the Internet as a dominant news 
source has accelerated in recent years and in 2010 the Internet 
surpassed print newspapers as a source for international and 
national news (Olmstead, Sasseen, Mitchell & Rosenstiel, 2012).  
As more consumers get their news online journalists must 
adapt to digital preferences regarding site design and content 
presentation.  The fierce national and global competition for 
news makes effective site design a critical element of building 
and maintaining a strong news audience.
 Finding solutions to these design and usability issues 
are vital to the digital future of the newspaper industry and 
studies analyzing barriers to efficient news consumption online 
have utilized eye tracking technology to allow concrete visual 
measurement of effective design criteria.  Eye tracking is the 
process of measuring the movements of the eye. This typically 
includes measuring the point of gaze (where the subject is 
looking), or simply measuring the motion of the eye relative to 
the head (Torstling, 2007).  Using these tools to measure visual 
focus allows researchers to generate “heat maps” of activity to 
“see” where a subject’s attention falls when viewing a document 

Shawna Sweeney

JPC 403: Communications and Media Research
Dr. Joy Chavez Mapaye, Associate Professor

Looking At College News:
A Content Analysis of Online College 

Newspapers Using Eye Tracking Methodology
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or Web site. By analyzing what consumers are actually focusing 
on while viewing news information online it is possible to 
develop a new understanding of effective web design and content 
based on empirical data.  
 Eye tracking data lends great insight into the online 
viewing habits and preferences of news consumers.  “Studies 
have shown that aesthetic dimensions of a website and its design 
features play an important role in influencing users’ attitude and 
impression formation” (Dahal, 2011, p. 1).   Consumers are less 
likely to remain on a poorly designed page and in one study 
participants reliably decided which homepages they liked and 
which ones they did not like within 50 milliseconds (Lindgaard, 
Fernandes, Dudek & Brown, 2011).
 The Poynter Institute has performed extensive eye 
tracking research related to online news consumption and 
established broad guidelines for effective design based on 
their results.  These include suggestions for homepage layout, 
navigation, headlines, font size, image size, multimedia elements, 
article length and story structure (Outing, 2004) and provide 
insights into reading patterns, effective information recall and 
digital advertising (Quinn & Adam, 2008).
 The Nielsen Norman Group specializes in web usability 
for a variety of industries and also uses eye tracking as a 
measurement tool for online viewing behavior.  Their results 
have established that the dominant reading pattern of online 
users follows a general “F” shaped pattern and contains three key 
components. Users first read horizontally across the upper part 
of the page, move down the right side and across in a second 
horizontal sweep before scanning the content’s left side to form a 
loose F pattern (Nielsen, 2006).
 Together, these studies provide valuable information 
about optimal layout and design for media websites striving to 
provide a higher degree of usability for the end user. 
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 Designing media sites to achieve maximum usability 
is an important element of maintaining a loyal news audience.  
While extensive analysis has been performed on professional 
media organizations online, no study to date has analyzed the 
design effectiveness and usability of college news websites based 
on eye tracking data.  
 College media is a significant news source as it provides 
a training ground for future journalists.  With such rapid change 
inside the industry educators are struggling to keep up with 
the accelerated pace of media convergence. They identify and 
understand the need for developing students who are able 
to communicate and navigate within different media options 
(Sheerin, 2002).  Understanding best practices of writing and 
design for the web would better prepare student journalists for 
the realities of a multimedia job market and enhance the ability 
to design effective content for the web.  
 The purpose of this research is to review best practices 
for web design based on eye tracking data results and determine 
if college media websites are conforming to these guidelines to 
offer maximum usability.  By analyzing the layout and content 
for online news websites of 10 U.S. universities through the 
focused lens of eye tracking data it will be possible to determine 
if these guidelines are widely adopted and utilized.  Using 
empirical data collected by eye tracking systems and software 
removes the uncertainty of self-reporting and allows researchers 
to “see” what individuals are actually focusing on when browsing 
media websites.  This has broad implications for all elements 
of site design and news presentation by both collegiate and 
professional news sources.
 In order to conduct this study an appraisal of relevant 
literature was conducted to better understand eye tracking 
systems and their relevance to online usability and user 
experience. Literature regarding the use of eye tracking for 
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news browsing online was also consulted in order to establish 
guidelines for user preferences regarding design and content 
on newspaper websites.  These previous studies and findings 
will provide a thorough framework for content analysis of news 
websites from 10 major U.S. universities.  After the literature 
review, the methods and results of the study are discussed 
followed by an analysis of the findings.

Literature Review
 A recent College Media Review survey found that 
94.5% of colleges and universities publish an online edition of 
the newspaper (Kopenhaver, 2012) and 71% of people under 
age 30 consume their news on a computer or handheld device 
(Beaujon, 2012).  Widespread popularity of online content and 
a fundamental shift in presentation and viewing behavior has 
greatly increased the importance of a strong online presence for 
media outlets.  New technologies beyond the Internet, such as 
mobile phones and wireless networks are challenging historic 
notions of how news is created and distributed (Washburn, 
2009).
 In order to optimize web presence, relevant content and 
general usability, some industries including newspapers have 
employed the use of eye tracking systems to more accurately 
study what consumers are viewing online.  A prime objective 
of web designers is for users to easily access, find and use 
information and services (Katsanos, Tselios, & Avouris, 2010) 
and eye tracking data provides insight into potential future 
designs tailored to user’s conscious and subconscious browsing 
expectations.

Eye Tracking Technology
 Eye tracking is a collective name for several methods 
that register where subjects position their eyes, which search 
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or reading strategies the subjects use and how long they linger 
at one location (Duchowski, 2007).    The usefulness of eye 
tracking as a research tool is based on the theory that a subject’s 
visual focus is the best indication of attention (Kumar, 2007).  
Monitoring eye movement tracks visual perception, as well as 
the associated attention mechanisms and cognitive processes 
(Gulliver & Ghinea, 2004).
Most modern eye tracking systems utilize an infrared camera that 
targets the eyes of a subject to measure the movement of the 
cornea as they scan a document or website (Dockery, 2012).  By 
tracking the movement of the cornea and length of eye fixation 
while users are viewing visual content it is possible to assess the 
main focus of attention for a subject.  
 Reports of this activity are generated in the form of heat 
maps or fixation maps showing “hot spots” where users are 
focusing or the number of individual fixations on a specific area.  
To produce these maps researchers analyze eye movements 
by fixations and saccades.  Goldberg and Wichansky (2003) 
found that eye fixations typically last 250 to 500 milliseconds 
and saccades last 25 to 100 milliseconds.   These fixations and 
saccades form general “scanpaths” that indicate where a user has 
focused the most attention (Cooke, 2004).
 This intimate method of analysis allows a 
“comprehensive approach to studying interaction processes 
such as the placement of menus within Web sites” (Oyekoya 
& Stentiford, 2006, p. 58).  and has great potential to improve 
design principles for websites.

Eye Tracking and Web Usability
 Eye tracking provides valuable data about the 
presentation of websites by allowing researchers to observe users 
as they navigate the site and perform various tasks.  Eye tracking 
results can establish an “objective source of interface-evaluation 
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data that can inform the design of improved interfaces” (Poole 
& Ball, 2005, p. 1) and offer concrete data to inform website 
design.  
 Poor site navigation is a problem facing many users 
and designers, but some online tasks “can be simplified by 
designing websites that conform to conventions or expectations” 
(McCarthy, Sasse, & Riegelsberger, 2003, p. 1).  Nelson 
(2007) determined that “good textual content and information 
architecture can make a usable website, visual design increases 
the possibility of enjoyment of the website and thus makes a 
website more persuasive” (p. 45). Users respond positively to 
sites that are laid out in an aesthetically pleasing and logical 
manner and Castaneda et al. (2007) found that greater perceived 
usefulness in a well structured and interactive website offers a 
strong predictor of future visits.  
 By examining the results of previous eye tracking 
studies conducted on usability, design, layout and visual appeal 
it is possible to construct layout and design recommendations 
for effective design of online newspapers.  Five major web 
page elements have been identified and explored in this study 
including navigation, headlines, images, content and multimedia.  
Eye tracking research is available for each category and relevant 
studies have been reviewed to form the basis of this study’s 
content analsyis.
 Navigation.  Logical navigation is critical to usability and 
user satisfaction within a website. User search patterns for web 
pages are governed by both the display and the expectations of 
the user (McCarthy et al., 2003).  According to Nielsen (2000) 
ideal navigation should answer three basic questions: Where am 
I?  Where have I been?  Where can I go?
 In Poynter’s Eyetrack III study, top navigation was the 
most viewed navigation type (Outing, 2004).  Cooke (2008) found 
that 95% of initial attention was directed toward task-related 
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navigation menus and that participants were equally likely to 
direct their navigation search to the top, left or center navigation 
while browsing.  However, McCarthy et al. (2003) found that 
navigation placement appeared more flexible and that users 
responded adequately to novel forms of menu positioning and 
quickly adapted their navigation strategy after the first visit.  
 At the article page level, Poynter’s Eyetrack III study 
found that left navigation was viewed more than top or right 
navigation (Outing, 2004) suggesting that users may pursue a 
different browsing strategy from inside content pages. However, 
Kalbach and Bosenick (2003) determined that there was no 
significant difference in task completion times using either left 
or right aligned navigation.  Kingsburg and Andrew (2004) found 
that users completed tasks faster with left navigation than top 
or right navigation when viewed individually, but combined 
navigation with both top and left navigation options offered 
fastest navigation time overall. 
 Cooke (2008) conducted a survey and eye tracking 
study on web navigation and reported that home page layout 
influenced search tasks 97% of the time.   Participants also 
reported that when one navigation menu was disproportionately 
larger than other menus it dominated visual attention and guided 
search objectives.
 Another navigation tool being used on media websites is 
a sidebar element that includes links to the most emailed, most 
recommended or most viewed articles.  By using tools that rank 
pages by most viewed or recommended, users can gain insight 
into what other people are viewing on the site.  EyeTrack07 
research participants were most interested in reader generated 
content listings rather than material selected by editors and often 
viewed story lists of most e-mailed stories when presented with 
the option (Adam, Quinn, & Edmonds, 2007).  
 In an online shopping study gauging the level of 
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consumer trust produced by peer reviewed products on a 
mock sales site it was found that peer reviewed items and 
recommendations created a positive influence on purchasing 
decisions and a high percentage of consumers chose the peer 
reviewed options above others (Smith, Menon, & Sivakumar, 
2005).  Another recent e-commerce study found that “consumer 
reviews were found to be superior to provider reviews in 
influencing consumers’ trusting and affective beliefs” (Benlian, 
Titah & Hess, 2012, p. 264).
 Headlines.  Studies have generated conflicting results 
regarding the optimal size, font and location of headlines.  
Poynter’s Eyetrack III study found that smaller type encourages 
more focused viewing behavior and larger type promotes 
scanning (Outing, 2004).  The study also found that participants 
viewed both the headline and blurb when the headline was bold 
and immediately preceded the blurb on the same line (Outing, 
2004). Underlined headlines can create distraction, interrupt 
reading and produce visual disruptions (Cooke, 2005).
 Leckner (2012) found that the placement and use of 
items such as headlines, briefs and facts boxes are determined to 
be important entry points to a web page and that “larger items 
are seen earlier and dwelt on for significantly longer than smaller 
items” (p. 178).  
 Hughes et al. (2003) conducted an eye tracking study to 
determine the connection between a menu of text link headlines 
and video selection.  Most subjects used text cues as an “anchor 
from which to make judgments about the search results” (p. 
6) and then used the pictures to confirm video selections.  The 
subjects “looked at and fixated on titles and descriptions far more 
than on the pictures in the displayed results” (Hughes, Wilkens, 
Wildemuth, & Marchionini, 2003, p. 6).  This indicates that text 
headlines are scanned for information of interest before choosing 
a link.
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 Images.  Few studies have been conducted on the most 
effective size and presentation of online imagery, but in one 
study images of at least 210 × 230 pixels received more eye 
traffic than smaller images (Cooke, 2005) and in an another study 
large photos attracted the greatest percentage of viewers and 
held visual attention the longest (Adams et al., 2007).
 A study of “Gen Y” subjects born between 1978 and 
1991 determined that visual appeal was significantly higher for 
pages with a main large image located at the center of the page 
and while images near the top of the page attracted attention, 
images further down the page were noticed less or ignored 
completely (Djamasbi, Siegel, Tullis & Dai, 2010).  Another eye 
tracking study using a wider age range of “Gen Y” and older 
subjects determined that users found websites with centrally 
located “prominent focal points” most appealing and ranked 
imagery as very important to the appeal of the site (Djamasbi, 
Siegel, Skorinko, & Tullis, 2011).
 Nielsen (2010) found when testing imagery with eye 
tracking software that users often clicked links to open enlarged 
photos and paid more attention to information-carrying images 
that showed relevant content but ignored generic or stock 
images. Dahal (2011) examined user responses to the home page 
layouts of 25 universities and concluded that “use of meaningless 
and irrelevant pictures used by some of the websites led to 
negative impression on those websites” (p. 30).
 Adams et al. (2007) also found that captions 
accompanying photos in lead stories, especially larger photos, are 
more likely to be seen and that weather graphics were the most 
frequently viewed online graphics with 88% of total eye stops.
 Content.  Eye tracking studies have produced conflicting 
data regarding the importance of font type and size for efficient 
onscreen reading.  In a study performed on middle aged and 
older adults, serif fonts were preferred over sans serif fonts, 
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14-point fonts were found to be more legible, promote faster 
reading, and were preferred to the 12-point fonts (Bernard, Liao, 
& Mills, 2001).  Josephson (2008) found that Verdana (a sans serif 
font) scored well on ease of reading, legibility and size online in 
reader surveys, but Times New Roman (a serif font) was read 
most quickly when eye tracking results were analyzed.  However, 
a 2007 study involving a wider age range of participants found 
no significant difference between the use of Georgia (a serif font) 
and Helvetica (a sans serif font) or using 10-point versus 14-point 
font (Beymer, Russell, & Orton, 2007).
 Embedded hyperlinks in documents are vital to 
establishing search traffic as Google PageRank calculates the 
ranking and relevance of websites by the number of citations 
or backlinks to a page (Brin & Sergey, 1998).  By including 
hyperlinks to relevant content, websites can improve their search 
ranking and bring increased web traffic.  Hyperlinks also provide 
value-added information to websites by offering users additional 
content to review.  Chu et al. (2009) found that embedded 
hyperlinks increase the likelihood that a user will recognize 
supplemental information and should be included in article text.
 Zambarbieri, Carniglia and Robino (2008) found that 
while viewing a story page for an online newspaper the top area 
of the page was focused on first before participants continued 
reading down the page text.  92% of fixations focused on page 
text and while participants read all stories to completion they 
rarely focused on other elements of the story page.
 The top area was fixated first by 93% of subjects in CS1 
and 71% in CS2. Then the reading of each paragraph proceeds 
regularly in the normal sequence as the subjects were reading a 
book page. All subjects read the story till the last line of text, and 
make few fixations to the other areas of the page (Zambarbieri et 
al., 2008).
 Multimedia.  The benefit of multimedia content online 
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has shown mixed research results.   Zerba (2003) designed a 
study to determine a user’s motivation for clicking on multimedia 
links on websites.  Slow downloads and poor quality were the 
highest indicators of avoidance and receiving more information 
after reading text or having an interest in the story were the two 
highest indicators of user selection.  As technology improves, 
bandwidth obstacles such as slow download speeds and poor 
video quality may be reduced or eliminated.
 In Poynter’s EyeTrack07 study, blogs received 4% of eye 
stops, photo galleries received 3% and video and audio received 
less than 1% of total eye stops (Quinn et al., 2007).  However, 
the authors point out that at the time research was conducted 
there were limited multimedia opportunities available on the 
news websites viewed by study participants.
 Liu, Lau and Chuang (2011) conducted a study using 
three different web pages containing identical information 
displayed as onscreen text, voice-over narration or both.  They 
discovered that “replacing onscreen text with voice-over narration 
tends to reduce viewer’s cognitive load by allowing them to 
process information using both the visual and verbal channels 
rather than relying on the visual channel alone” (p. 2415).  In 
an earlier study, viewers encountered lower cognitive load levels 
and adopted a more global view of pictorial information when 
the onscreen text was replaced by a voice-over description (Liu & 
Chuang, 2011).
 Wilson (2007) found that 86% of college students use 
the Internet to view news information.  By catering to this large 
population of online viewers, university newspapers can offer 
more user-friendly navigation and viewing experiences to their 
audiences to capture a loyal news audience.



68

Research Questions
 Previous studies have investigated online news viewing 
patterns and website usability through the use of eye tracking 
systems, but no eye tracking study has explored the layout and 
design presented by online college newspapers or examined the 
functionality of college media websites.  As student journalists 
today have the greatest potential to be the working journalists of 
tomorrow, an analysis of design efforts at college newspapers will 
provide a degree of insight into the quality of online multimedia 
skills emerging into the marketplace.  It will also provide 
valuable guidance for future development or redesign of college 
newspaper websites.
 Using previously collected eye tracking data explored in 
the literature review, this study will analyze the online content 
and home page configuration of 10 major college newspapers in 
order to answer the following research questions:

Q1: Do college newspaper websites generally follow “best 
practices” of content placement and design as established 
by previous eye tracking studies?
RQ2: Of the five design categories selected, which websites 
are most and least compliant with eye tracking research?
RQ3: Do any design elements appear on all ten websites?

Methods
 This study used content analysis to examine the site 
design and content of college newspaper websites.  The analysis 
is based on results from previously conducted eye tracking 
studies that indicate “best practices” for a variety of online 
elements such as navigation, headlines, images, content and 
multimedia for online news consumption.
 In order to analyze and compare newspaper website 
designs and layouts, ten major universities with student 
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newspapers and strong journalism programs were chosen.  The 
online newspapers selected were The Columbia Daily Spectator 
(Columbia University), The Daily Californian (University of 
California Berkeley). The Daily Emerald (University of Oregon), 
The Daily Northwestern (Northwestern University), The Daily 
Orange (Syracuse University), The Daily Tarheel (University 
of North Carolina), Indiana Daily Student (Indiana University), 
The Maneater (University of Missouri) and The Red and Black 
(University of Georgia).  Content for these online newspapers 
is updated on a daily or weekly basis depending on publication 
schedule.
 Over a period of two weeks between November 15 
– November 30, 2012, each student newspaper website was 
analyzed using the codebook included in the Appendix.  The 
codebook was designed to quantify design and content elements 
of websites in five major categories including navigation, 
headlines, images, content and multimedia.  These results were 
collected using Qualtrics survey software.
 In The Poynter Institute’s Eyetracking III and Eyetracking 
7 studies conducted in 2003 and 2007, eye tracking data 
suggests “best practices” for online news design based on the 
efficacy of mock layouts.  These studies show that top navigation 
was viewed by the highest number of participants for the longest 
period of time, that larger images attract more visual attention 
than smaller images, smaller font is read more comprehensively 
than large font for headlines and blurbs, short content (1-4”) is 
read to completion more often than long form content (10”+) 
(Outing et al., 2004) and interactive multimedia elements 
increase information recall after viewing alternative story forms 
(Quinn & Adam, 2008).  Data will be analyzed using these 
principles to determine if college newspaper websites are offering 
effective content delivery for news consumers.
 The ten college media websites were viewed online over 
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a period of two weeks.  Navigation was analyzed by viewing 
location, type, and font size on both the home page and inside 
article pages.  Headlines were analyzed by color, font size, 
blurbs, blurb length and blurb font size.   Images were analyzed 
by size, clickability, for inclusion of captions/cutlines and use of 
photo galleries.  Content was analyzed by article length, inclusion 
of embedded hyperlinks and blog content.  Finally, multimedia 
elements were analyzed to determine if the site used video, 
podcasts, interactive graphics and graphs/charts to enhance 
textual news content.  
 By quantifying these elements of each website it was 
possible to compare the content and design of college newspaper 
websites with the “best practices” established by previous eye 
tracking studies.

Results
 RQ1 attempted to analyze college newspaper websites 
by using previous eye tracking studies explored in the literature 
review to establish “best practices” of content design and 
determine if those guidelines were followed.  Design elements 
were broken into five major categories for analysis including 
navigation, headlines, images, content and multimedia to 
investigate.  Results indicated that eye tracking methodology 
was followed by a majority of websites in four of the five design 
categories.
 Navigation.  All (N=10) of the websites used top 
navigation arranged in an inline configuration and 30% (n=3) 
had both top and left navigation.  No websites used right 
navigation.  Dropdown navigation was utilized in 60% (n=6) of 
websites and 10% (n=1) used a hover menu.  90% (n=9) used 
a sans serif font for navigation.  Font sizes ranged from 10 point 
to 26 point, but 80% (n=8) were between 10 and 14 point.
 Additional sidebar navigation was included on 80% 
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(n=8) of websites. Of those websites with sidebar navigation, 
62% (n=5) of websites offered user generated content navigation 
such as recently commented or most popular and 38% (n=3) 
included editorial sidebar navigation such as most recent or 
related content and 40% (n=4) offered both.  At the article level 
primary navigation was also located at the top on all websites 
(N=10) and 80% (n=8) had additional sidebar navigation in 
articles.  Half of these pages (n=4) contained user generated 
navigation content and half (n=4) was not user generated.

Table 1: Navigation Results

Navigation Location Top: 70% Top and Left: 30%

Menu Type Inline: 100% Dropdown: 60%

Font Type Sans Serif: 90% Serif: 10%

Font Size >14 point (large): 20% >14 point (small): 80%

User Generated Content Editorial Content

Sidebar (Main) 62% 38%

Sidebar (Article) 50% 50%

 Headlines.  Color headlines appeared on 60% (n=6) 
of newspaper websites with 50% (n=5) using serif fonts and 
50% (n=5) using sans serif fonts.  Main headline font sizes 
ranged from 11 pixels to 46 pixels, but 70% (n=7) had primary 
headlines that were 20 pixels or larger.   Secondary headlines 
ranged from 11 pixels to 27 pixels, but only one website had a 
secondary headline larger than 20 pixels. 70% (n=7) used a font 
size equal to or greater than 14 and 30% (n=3) used less than a 
14-point font.
 Blurbs were included with headlines on 60% (n=6) 
of websites, but no site included blurb text of the same font 
size as the headline it accompanied.  Blurb text ranged in size 
from 12-point to 16-point with 50% (n=3) using fonts less than 
14-point and 50% (n=3) using fonts of 14-point or more.
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Table 2: Headlines Results

Black & White Color

Headline Color 40% 60%

Serif Sans Serif

Font Type (Main) 50% 50%

Font Type (Article) 50% 50%

20+ (large) <15 (small)

Font Size (Main) 70% 30%

Font Size (Secondary) 10% 40%

Font Size (Blurbs) 0% 40%

Yes No

Blurbs Present 60% 40%

 Images.  Primary images appeared in the left or center 
of the page on 90% (n=9) of websites with 50% (n=5) in the 
center and 40% (n=4) on the left.  Only one site placed a main 
image on the right.   Large images were used as the main image 
on 80% (n=8) of websites and the remaining 20% (n=2) used 
medium images.  No websites used small images or thumbnails.
 Secondary image locations were found in both the left 
and center columns, but no secondary images besides advertising 
were located to the right.  Images were placed on the left in 20% 
(n=2) of websites, 30% (n=3) placed images in the center and 
50% (n=5) included images in both the left and center columns.  
Thumbnails were used as secondary images for 50% (n=5) 
of websites, 10% (n=1) used small images, 20% (n=2) used 
medium images, and 20% (n=2) used large images. 
 Images were “clickable” on 70% (n=7) of websites and 
all (N=10) of the newspaper websites contained photo galleries 
and photos with captions. Weather graphics appeared on 50% 
(n=5) of surveyed websites.
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Table 3: Image Results

Left Center Right

Main Image Location 40% 50% 10%

Secondary Image Location 70% 80% 0%

Thumbnail Small Medium Large

Main Image Size 0% 0% 20% 20%

Secondary Image Size 50% 20% 20% 20%

Yes No

Clickable 70% 30%

Includes Photo Galleries 100% 0%

Includes Captions/Cutlines 100% 0%

Includes Weather Widget 50% 50%

 Content.  In article body text, serif fonts were used more 
often by a narrow margin of 60% (n=6).  Font sizes ranged from 
11-point to 16-point with 40% (n=4) using a 14-point font.  The 
average font size was 13.9.  Embedded hyperlinks were included 
on 60% (n=6) of article pages.

Table 4: Content

Font Type Serif: 60% Sans Serif: 40%

Font Size Average: 13.9 14 point: 40%

Embedded Hyperlinks Yes: 60% No: 40%

 Multimedia.  Videos appeared on 80% (n=8) of 
websites and 70% (n=7) offered podcasts.   Interactive graphics 
such as maps or timelines were found on 30% (n=3) of websites 
and 40% (n=4) offered graphs or charts.  60% (n=6) of sites 
contained two additional media elements: online polling and 
event calendar.
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Table 5: Multimedia Results

Yes No

Video 80% 20%

Podcast 70% 30%

Interactive Graphic 30% 70%

Graphs/Charts 60% 40%

Other 60% 40%

Best Practice and Worst Practice
 RQ2 sought to discover which design categories were 
most and least faithful to the design guidelines established 
in previous eye tracking studies.  This can be determined by 
reviewing which elements scored the highest percentage of use.
 Navigation produced the highest percentages of 
compliance with eye tracking guidelines.  All websites provided 
top inline navigation with 60% including dropdown menus. 
90% used sans serif typeface, and all font sizes fell within the 
recommended range.  80% of sites offered additional navigation 
on the main page producing 62% user generated content and 
50% editorial content. 
 The category containing least compliance was headlines.  
Only 60% of headlines appeared in color.  Typeface was evenly 
split between serif and sans serif.  Blurbs appeared on 60% of 
the web sites and no site matched headline font sizes with blurb 
font sizes.
Universal Features
 RQ3 sought to identify universal features in the content 
and design of college newspaper web sites that matched eye 
tracking methodology.  Four different elements in two different 
design categories showed 100% compliance with eye tracking 
best practices.  These elements were top navigation, inline menu 
configuration and the inclusion of photo galleries and photo 
captions.
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Discussion
 These results show that a majority of college newspaper 
websites conforms to eye tracking design standards to varying 
degrees.  The first research question examined each content 
category to determine if “best practices” were followed.
 Previous eye tracking studies indicated that top 
navigation is most effective with a static inline or dropdown 
menu in a large font size with additional sidebar navigation 
offering user generated content (Outing et al., 2004; Leckner, 
2012; Quinn et al., 2007).  Navigation results show that 100% 
of sites used top navigation and 60% (n=6) used additional 
dropdown menus.  Menus were presented with sans serif 
typeface on 90% (n=9) of websites and 80% (n=8) of font 
sizes fell between 10-point and 14-point.  80% (n=8) of sites 
provided additional sidebar navigation and 62% offered user 
generated content links on the main page.  This is a high rate of 
compliance.
 Previous research suggested that news websites should 
offer large color headlines that include blurb text of the same 
approximate size as the headline (Ozcelik et al., 2009; Leckner, 
2012; Hughes et al., 2003; Outing, 2004).  Color headlines 
appeared on 60% (n=6) of websites. The main headlines on 
70% (n=7) of websites were 20 point or larger and secondary 
headlines were 14 point or larger on 70% (n=7) of websites. 
60% (n=6) of sites offered blurbs, but none of them used the 
same font size for headlines and blurbs and blurb text was 
smaller in all cases.  Color headlines and large typeface were 
both utilized, but only a slim majority used blurbs to offer a lead-
in to stories and none of them matched font size to headlines.
 The wide variety in headlines and lead-in text seemed 
linked to the overall layout and aesthetics of the page such as 
how many columns were included and arranged to fit the screen, 
but this study did not analyze column use or layout.  Future 
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studies could examine the use of blurbs and lead-ins between 
primary and secondary headlines at different locations on the 
page.
 In regard to images, past research indicated that graphics 
should be large, centered or left aligned and “click through” 
to an enlarged image or photo gallery (McCarthy et al., 2004; 
Nielsen, 2006; Cooke, 2004, Adams et al., 2007, Outing et al., 
2004).  80% (n=8) of websites displayed a large primary image 
on the front page with 90% (n=9) of images in the left or center 
position.  Secondary photos were smaller and appeared further 
down the page.  70% (n=7) of photos were clickable, 50% 
included a weather widget and 100% (n=10) offered photo 
galleries and captions.
 Eye tracking studies conflict on optimal typeface or font 
size for online readability but in a recent study, no significant 
differences were shown between common serif or sans serif 
typefaces using font sizes ranging from 10-point to 14-point 
(Beymer et al., 2007).  Embedded hyperlinks increase the 
likelihood that a user will recognize supplemental information 
(Chu et al., 2009) and should be included.
 Serif fonts were used for article text on 60% (n=6) of 
web sites and 70% (n=7) selected a font size between 10-point 
and 14-point.  Embedded hyperlinks were found in 60% 
(n=6) of articles.  This shows that a majority of sites fall within 
the optimal range of font sizes and also included embedded 
hyperlinks in their article text.
 Limited eye tracking research is available regarding 
multimedia elements.  This technology is still somewhat 
challenged by bandwidth limitations, but multimedia presentation 
has shown an effective link between text and graphics (Liu et 
al., 2010) and reduced cognitive strain has been reported when 
onscreen text was replaced with audio (Liu et al., 2011).  This 
category sought more to determine which multimedia elements 
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were being used by university newspapers.
 Video was included on 80% (n=8) of websites, 70% 
(n=7) included podcasts, 60% (n=6) included graphs and charts 
and 30% (n=3) offered interactive graphics such as maps.  
“Other” media elements discovered in the analysis appeared 
on 60% (n=6) of sites and included online polls and events 
calendars.  Further research into multimedia elements is required 
to better understand its use and benefit to news audiences, but 
a large majority of college news sites have already adopted this 
technology.  
 The second research question attempted to assess 
the design categories that fared best and worst by percentage 
of compliance to eye tracking methodology.  Based on these 
percentages, four of the five design categories indicate adherence 
to “best practices” of eye tracking research.  Navigation is 
the most compliant category followed by images, content 
and multimedia. Headlines showed the worst compliance by 
percentage.
 The third research question investigated the possibility 
of “universal” design elements that revealed 100% compliance 
across all websites.  Four elements were utilized by all ten 
websites including top navigation, inline menu configuration and 
the inclusion of photo galleries and captions.  
 It is surprising to find such consistent navigation 
elements when so many layout options are available to designers.  
Top and inline navigation is very common in websites but other 
navigation methods were expected.  The inclusion of photo 
galleries and captions is not surprising as visual elements and 
text are important communication features of news stories and 
websites are capable of storing essentially unlimited graphics. 
 No previous study has investigated the implications of 
eye tracking data for college newspaper websites or attempted to 
view these sites using eye tracking technology. This study did not 
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examine the content management systems used by each student 
newspaper or attempt to discover if design elements were chosen 
by staff members or dictated by a website template.  This study 
focused mainly on the quantity and location of content elements, 
but further studies could benefit from studying the quality of 
content such as headline or blurb verbiage.  Elements included 
within articles could also be reviewed in more detail to examine 
article length and width, word count, number of photographs 
included or related multimedia elements included with story 
packages to determine most effective layout and design.
 This study attempted to analyze the conformance 
of university newspaper website layout to eye tracking 
methodology.  University newspaper editors and website 
designers could benefit greatly from an awareness of eye tracking 
research and adjust or redesign their websites accordingly 
to provide a positive viewing and navigation experience for 
their news audience.  By integrating an understanding of this 
methodology into college newspaper websites, students would 
have a firmer grasp of design and layout strategies to utilize in 
the professional journalistic community.
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Appendix A
Codebook For Online Newspaper Analysis

Navigation

1. Location of Navigation (Home Page):  1=Top, 2=Left, 3=Right,
 4=Top and Left, 5=Top and Right, 6=All

2. Navigation Menu Type: 1=Inline, 2=Dropdown, 
 3=Hover, 4=Other

3. Navigation Font Type:  1=Sans Serif, 2=Serif

4. Navigation Font Size:  1=10, 2=11, 3= 12, 4=13,5=14,
 6=16,7=18,8=20,9=22,10=24,11=26,12=28,13=32,14=
 Other

5. Additional Sidebar Navigation (Main Page): 1=Most Viewed, 
 2=Most Popular, 3=Recent Posts, 4=None, 5=All, 
 6=Other

6. Location of Navigation (Article Page):  1=Top, 2=Left, 3=Right, 
 4=Top and Left, 5=Top and Right,6=All

7. Additional Sidebar Navigation (Article Page): 1=Most Viewed, 
 2=Most Popular, 3=Recent Posts, 4=None, 5=All, 
 6=Other
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Headlines

1. Headline Color: 1=Black & White,2=Color

2. Headline Font Type:  1=Sans Serif, 2=Serif 

3. Main Headline Font Size: 1=10, 2=11, 3= 12, 4=13, 
 5=14, 6=16, 7=18, 8=20, 9=22, 10=24, 11=26, 12=28, 
 13=32, 14=Other

4. Secondary Headline Font Size: 1=10, 2=11, 3= 12, 4=13, 
 5=14, 6=16, 7=18, 8=20, 9=22, 10=24, 11=26, 12=28, 
13=32, 14=Other

5. Blurbs Present: 1=Yes, 2= No

6. Blurb Font Size: 1=10, 2=11, 3= 12, 4=13, 5=14, 6=16, 
 7=18, 8=20, 9=22, 10=24, 11=26, 12=28, 13=32, 14=Other

Images

1. Main Image Location: 1=Left,2=Center,3=Right

2. Main Image Size: 1=Thumbnail (<75x75 px), 2=Small 
 (100x100px-300x300px), 3=Medium (300x300px-500x500px), 
 4=Large (600x400 and larger)

3. Secondary Image Location: 1=Left, 2=Center, 3=Right

4. Secondary Image Size:      1=Thumbnail (<75x75 px), 2=Small 
 (100x100px-300x300px), 3=Medium (300x300px-500x500px), 
 4=Large (600x400 and larger)

5. Clickable: 1=Yes,2=No

6. Photo Galleries: 1=Yes, 2= No

7. Includes Captions/Cutlines: 1=Yes, 2= No

8. Includes Weather Widget: 1=Yes,2=No

Content

1. Article Text Font Type:  1=Sans Serif, 2=Serif
 

2. Article Text Font Size:  1=10, 2=11, 3= 12, 4=13, 

 5=14, 6=16,7=18, 8=20, 9=22, 10=24, 11=26, 12=28, 

 13=32, 14=Other

3. Embedded Hyperlinks In Article Text: 1=Yes,2=No
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Multimedia

1. Video: 1=Yes,2=No
 
2. Podcast: 1=Yes,2=No

3. Interactive Graphic: 1=Yes, 2= No

4. Graphs/Charts: 1=Yes,2=No

5. Other: 1=Yes,2=No,3=Type

Appendix B

Coding Sheet for Online Newspaper Analysis

Navigation

Location of Navigation (Home Page): Top, Left, Right, Top and Left, Top 
and Right, All

Top Navigation Type: Inline, Dropdown, Hover, Other:

Navigation Font Type: Sans Serif, Serif

Navigation Font Size: 10, 11, 12, 13, 14, 16, 18, 20, 22, 24, 26, 28, 32+

Additional Sidebar Navigation (Main Page): Most Viewed, Most Popular, 
Recent Posts, None, All, Other:

Location of Navigation (Article Page): Top, Left, Right, Top and Left, Top 
and Right, All

Additional Sidebar Navigation (Article Page): Most Viewed, Most Popular, 
Recent Posts, None, All, Other: 

Headlines

Color: Black and White, Color

Headline Font Type: Sans Serif, Serif

Main Headline Font Size: 10, 11, 12, 13, 14, 16, 18, 20, 22, 24, 26, 28, 
32+, Other:

Secondary Headline Font Size: 10, 11, 12, 13, 14, 16, 18, 20, 22, 24, 26, 
28, 32+, Other:

Blurbs: Yes/No

Blurb Font Size: 10, 11, 12, 13, 14, 16, 18, 20, 22, 24, 26, 28, 32+, Other
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Images

Main Image Location: Left, Center, Right

Main Image Size: Thumbnail, Small, Medium, Large

Secondary Image Location: Left, Center, Right

Secondary Image Size: Thumbnail, Small, Medium, Large

Clickable: Yes/No

Photo Galleries: Yes/No

Includes Captions/Cutlines: Yes/No

Includes Weather Widget: Yes/No

Content

Article Text Font Type: Sans Serif, Serif

Article Text Font Size: 10, 11, 12, 13, 14, 16, 18, 20, 22, 24, 26, 28, 
32+, Other:

Embedded Hyperlinks: Yes/No

Multimedia

Video: Yes/No

Podcast: Yes/No

Interactive Graphic: Yes/No

Graphs/Charts: Yes/No

Other: Yes, No, Type:
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Abstract
 The Waves (1931), written by Virginia Woolf, is a novel 
narrated almost solely through the internal monologues of 
six characters to whom the reader is introduced when they 
are young children. Woolf focuses on her characters from the 
inside, exploring their development from childhood to maturity, 
illustrating their influence upon each other, their shared group 
identity, and their examination of themselves as individuals. This 
paper focuses on the looking-glass motif used within the novel to 
explore the psychoanalytic theory of the “mirror stage” as it was 
developed by Jacques Lacan and to further elucidate the effects 
of this stage on the development of one’s identity and the role 
language plays on that development. 

Megan Kolendo

ENGL 404: Feminist & Modernist 
Dr. Robert Crosman, Professor

Honorable Mention

The Characters in Virginia 
Woolf’s The Waves: A Lacanian 
Psychoanalytic Interpretation
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Abstract
 This essay examines the question of whether the church 
benefits the community in which it is located. “Benefit” is 
defined as doing something positive for the community. The 
investigator interviewed the pastors of the 12 churches in the 
Mountain View neighborhood of Anchorage, Alaska as a case 
study neighborhood. The pastors identified many social problems 
in their communities as well as the activities and services their 
churches offer. Upon analyzing these activities and services, it 
seems the churches address the social problems of lack of food, 
poverty, not much for children to do, no good role models for 
children, and loss of hope. They partially address the issues 
of lack of support from home for children’s education, single 
parent families, lack of employment, and people from different 
racial groups not trying to get to know each other (these are 
partially addressed because only one or two churches focus 
on each issue). The churches only discourage the problems of 
crime, prostitution, crack houses, gangs, alcohol, drugs, spousal 

Rachel Wintz

SOC A361: Social Science Research Methods
Dr. Karl Pfeiffer, Associate Professor

Honorable Mention

Does the Church Benefit its
Community?
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abuse, and child abuse. They do not address the problems of 
reliance on social help or homelessness in the Mountain View 
neighborhood. From these findings, it is concluded that the 
churches in Mountain View do indeed benefit the community 
through offering activities for children and families to participate 
in; giving out a large amount of food; teaching positive moral 
values; and offering intangible benefits like comfort, compassion, 
and love. The investigator suggests, however, that the churches 
work to encourage people from different racial groups to get to 
know each other, provide opportunities for people to be involved 
in their community outside of church, offer language classes in 
English and the language of their church, collaborate more with 
other churches in the neighborhood, and make their contact 
information easily available for individuals attempting to contact 
the church.
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