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Abstract. Print media forms the foundation of all media. It is called an effective tool for
the development and advancement of knowledge and information, and the press has the
responsibility of teaching, guiding, and advising human thoughts (Pater, 2016). Therefore, it
is necessary for the managers of print publications, journalists, and experts in this field to use
this essential tool and confront the digital media and tools of the new technological era. Serious
steps should be taken regarding the situation and ways to attract readers should be understood
and implemented.

The results of this research will help print media officials and journalists to enrich, continue,
and succeed their print publication in some way and follow up with the purpose of benefiting
from this essential tool and increasing their capacity.

Research has found this growth, perfection and technological era have made the editing and
publishing of newspapers and magazines an industry and utility. It is also useful for print
media managers to provide high standards of service according to the demands and needs of the
people of the society. The print media should be designed in such a way that it is appealing based
on technological tools and in accordance with the principles of printing and page making, that
it has innovation and the art of reading, and that it causes its audience to quench their thirst. It
should be filled with the taste of its readers and audience, the tactics of attracting the audience,
and be aware of their life, knowledge, needs, and desires.
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Introduction. In the twenty-first century, the Internet has become an indispensable tool for
communication, presenting print publications with significant challenges (Ettema & Whitney,
1994). The rapid delivery of news and the immense online audience have revolutionized how
information is disseminated, prompting print media editors to implement essential and practical
strategies to ensure their long-term survival.

Similarly, the management of print media in various European nations has not consistently
met high-quality standards. Recognizing the need for specialized training in print media
writing, initiatives like Deborah Potter’s establishment of the Pointer Institute in Washington,
DC in 1998 have emerged. This institute aimed to equip print media professionals with the skills
necessary to compete with the Internet and social media for audience engagement. Potter’s
mission was to elevate the status and importance of print media over online counterparts by
providing journalists with comprehensive training in print media communication (Webster &
Phalen 1997).

Despite the prevalence of contemporary and digital media, print media remains a significant
presence in Afghanistan. It serves as the foundational medium upon which other forms of media
rely. Journalists and media professionals in Afghanistan must recognize its enduring importance,
while students and media consumers should understand how to effectively utilize this valuable
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tool of the modern world. Maintaining a robust print media industry is vital, as it provides
audience with the mental nourishment they require. Therefore, selecting this topic to investigate
is essential (Fanoos, 2003).

Statement of the problem. Despite the widespread availability of print media in Afghanistan,
readers and enthusiasts often lack access to these publications. Print media plays a pivotal role
in the sacred profession of journalism. It disseminates knowledge, conducts research, reports
on entertainment, facilitates communication between the government and the populace, and
influences or reforms a nation’s political order (Saeed, 2010).

This research endeavors to achieve several critical objectives within the realm of print
media. Firstly, it seeks to discover and present effective strategies for captivating audiences
through print media while enhancing the contemporary appeal of its content. Secondly, it aims
to investigate the underlying reasons for the waning interest in print media, including factors
such as shifting consumer behaviors and digital competition. Lastly, the research intends to offer
concrete solutions and recommendations for adapting print media to thrive in today’s digital
age.

Literature review. According to the information of the Ministry of Information and
Culture of Afghanistan, 203 television stations, 366 radio stations, 72 newspapers, 354 weekly
magazines, 344 magazines and 73 news agencies have been registered. So far, these media have
played a great role in providing news, public awareness, monitoring the government’s work,
analyzing, and evaluating the country’s situation, presenting various entertainment programs
to the people, and other areas, which are important for democracy in Afghanistan.

Print media has long been recognized for its multifaceted role in society. It serves as a
source of information, supervision, and entertainment. Researchers have observed that it plays
a vital role in disseminating research materials and addressing the entertainment needs of a
society, all while maintaining the crucial relationship between the government and the people.
Additionally, print media plays a role in strengthening a country’s political system (Azizi, 2019).

Media is the tool that strengthens the relationship between the people and the government
and also conveys the message to the audience. The term “media” is derived from the Latin word
“medium”; its plural form is “media” in English. Media is a means of transmitting information,
thoughts and ideas, which it conveys to the members of society (Fanoos, 2011).

David Klein’s (2021) research indicates that, despite living in the digital age, a substantial
majority of Americans prefer print for reading newspapers, magazines, and books. This
preference highlights the importance of understanding one’s audience when conducting print
advertising campaigns. Knowing who you're trying to reach and how to engage them is crucial
for success in this medium. More than two-thirds of U.S. adults (68%) prefer print when it
comes to reading books, with nearly the same number (65%) saying print is best when reading
magazines. Additionally, more than half (53%) prefer to read a physical newspaper. To make
your print advertising campaign a success, it’s essential to understand your audience: Who
are you trying to reach, how can you communicate effectively with them, and what are their
preferences? Failing to understand your audience can undermine even the most well-crafted
newspaper or magazine advertisement because you may struggle to target the right people.

Researchers have found that many people continue to enjoy reading newspapers, magazines,
and books, finding them to be an antidote to the busy digital world. This makes print an excellent
way to reach new audiences who may be interested in your products or services. Print also
reaches a diverse range of people, and it’s worth noting that a significant number of those who
enjoy reading print are millennials and those aged under 35. If your potential customers fall
into this age group, advertising in printed publications is a wise choice. Moreover, people tend
to place greater trust in what they see in print compared to other forms of content. This trust
extends to advertisements, making it easier for businesses that advertise in newspapers and
magazines to reach new audiences (Ahmadi, 2014).

Several studies have shown that while we are living in an increasingly digital world, print
media remains an incredibly important part of the marketing mix in countries where majority of
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population lives in rural area. Investing in print media can help businesses extend their reach to
potential customers, gain exposure, and engage their target audiences with campaigns.

Researchers have investigated the fact that print media has maintained its position as
the number one advertising method for centuries. Despite the rise of new media, print media
continues to enjoy popularity among consumers and is favored by discerning advertisers and
marketers. One of the main reasons for this is that print media is one of the most trusted means
of communication and one of the most cost-effective ways to reach a broad audience quickly.
While digital media marketing is gaining prominence, marketers and advertisers should not
underestimate the power of print media, even in this digital age (Ahmed, 2018).

The editing and publication of newspapers and magazines have become both a business and
a necessity due to the ongoing development, improvement, and advancements in technology.
Print media managers play a vital role in providing high standards of service that align with
the demands and needs of the society. The audience expects print media to distinguish itself
from other forms of media by collecting and publishing content that cannot be found elsewhere.
Exploring the essence of print media, the methods of engaging and attracting the audience,
and the reasons behind studying these aspects are fundamental components of this inquiry
(Quayle, 2012).

In view of the literature reviewed and some of the discussed information gaps, this study
will pose the following research questions:

RQ1: What is the value and significance of attracting an audience in print media?

OR2: What factors contribute to the declining popularity and lack of interest in print media
among the general public?

OR3: What are the consequences if the audience’s requests and needs in print media are not
taken into account?

To answer the posed research questions, study used qualitative research approach. Reviewed
various scholarly articles, social media, and in-depth interviews.

Research findings and analysis. The media serves as a powerful conduit for disseminating
information, thoughts, ideas, beliefs, and news globally. It is often regarded as the paramount tool
for influencing, constructing, or even altering human societies, owing to its efficacy, significance,
impact, and cost-effectiveness. In democratic societies, it is commonly acknowledged as the
“fourth estate.” Media, as a means of communication, holds the potential to illuminate the path
toward human well-being, happiness, development, and the pursuit of national goals and ideals
in every society.

In the twenty-first century, characterized by technological advancements reaching
unprecedented heights, the influence and efficiency of media surpass that of any other influence.
Given this efficiency, it becomes imperative to harness the potential of media effectively. In
Afghanistan, the readership of print media is limited, posing the question of how to enhance the
popularity of print publications, reinforce the tradition of print media study, and attract a broader
audience. In the face of technology’s dominance, which has relegated printed publications and
communication to the realm of mass communication tools, it is essential to not only compete but
also integrate them as a vital component of journalism.

In the realms of art, news, and advertising, one of the paramount considerations is knowing
one’s audience. While information, advertisements, or any other message may be disseminated
widely through optimal methods and channels, without a clear understanding of the intended
recipients, the chances of success and achieving objectives remain significantly diminished.

A prudent approach involves consistently categorizing educational background of audience
within society, closely monitoring their social lives, occupations, goals, demands, and needs, and
tailoring publications to cater to these distinct categories. Such an approach not only retains the
existing audience but also extends the reach to new readerships (Saeed, 2010).

For editors of print publications, gauging the value of their work can be challenging. Unlike
financial metrics or quantifiable indicators of success found in sports games, the value of editorial
work is less tangible. Editors require assurance to persevere in their roles, and this assurance
primarily emanates from the readers and their engagement (Halim, 2013).
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Identifying the target audience is considered an important principle of the media, which
should be given a lot of attention. Publications should be printed according to their demands,
needs, knowledge, tastes, interests, religious and cultural preferences, and political inclinations.
This approach allows media to play a constructive role in attracting and engaging their audience
(Jafari, 2008).

In the year 2000, Western scholars predicted that with the advent of technology, print media
would be rendered obsolete, as audiences would shift their attention to digital media. Similarly,
many opinion leaders in Afghanistan believe that print media has lost its relevance and audience
in the present day.

Every challenge prompts individuals to adopt a defensive stance, and competition instills
the spirit of innovation and progress. Print media can evolve effectively with television, radio,
and social media news sites by offering qualitative changes, depth, and thorough analysis of
content.

A successful editor of print publications places great importance on understanding the
audience and maintaining their engagement while retaining their unique editorial identity.
Some media outlets excel in understanding their audience on a deeper level, tailoring content to
meet their readers’ requests, needs, tastes, knowledge levels, and addressing religious, cultural,
and societal issues.

In a society like Afghanistan, it is crucial to consider the preferences and areas of interest of
the readership, conduct research to understand them better, and publish content that satisfies
their thirst for knowledge. In conclusion, print media should prioritize robust content while
addressing the desires and preferences of their audience.

Every danger forces a person to be on the defensive and every rivalry and competitive
action instills the spirit of innovation and competition in others. If the print media competes with
television, radio and social media news sites in terms of the qualitative change, strength, intensity
and deep analysis of its content. Therefore, with digital purchase, there will be competition in
these ways as well (Webster & Phalen, 1997).

If newspaper editors find out the interests and tastes of literate and illiterate people and
publish their favorite content and issues, then here we will have found an audience for our media
and we will have competed with other digital media. Because the addressee is someone who
voluntarily turns to a certain media. A successful editor of print publications gives importance
to reconciliation between himself and the audience and knows how to keep the audience with
him as well as his individuality.

Some media are more sophisticated and effective than others since they are aware of their
audience on a deeper level. The readers or audience, the content of the print media, and all the
components that fill the space of the print media are what matter most to media; in order for
our media to continue to exist, media must take into account our readers’ requests, needs, tastes,
knowledge, and religious, cultural, and cultural issues, as well as all the publications that fill the
content of print media, the society’s request, and whether they are necessary.

In every society, especially like the one in Afghanistan, it is important to consider the
preferences and areas of interest of the readership, research them, and then publish something
that will quench their desire for knowledge. On the basis of this, it can be said that print media
should have strong content and consider the wants and preferences of their audience.

Many print media and news organizations should require reporters to specialize in a
particular region. This specialization may involve covering a single subject exclusively or
focusing on a unique geographical region within the same print newspaper (Pater, 2016). For
example, a journalist might exclusively cover sports news, which is a distinct subset of their
field. In some cases, a separate reporter is assigned to cover news in a limited number of cities,
addressing unique geographical concerns. The terms “specialization” and “jurisdiction,” once
reserved primarily for the police, are now also applied to journalists. Within this context,
journalists become acquainted with individuals related to their work area for the first time. In
some instances, they must familiarize themselves with specific terminology to understand the
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local dialect and expressions used by people in their region (Quayle, 2012). The goal is not to
compel reporters to use complex language in their reports. Instead, they are expected to learn
terminology specific to their field and a few local phrases, which they can then explain to the
audience in plain language. This effectively turns journalists into interpreters and translators,
enabling them to provide the public with valuable and easily digestible content, enriching print
media with knowledge extracted from intricate language structures.

Print media should continuously adapt its content to meet the evolving needs, preferences,
and interests of its audience and make effective adjustments in its publications (Karkran, 2005).
The goal is to offer the most relevant and appealing content, ensuring that readers can engage
with it voluntarily. In a world where discerning audiences tend to reject subpar offerings, print
media managers must strive to deliver content of the highest quality that aligns with the demands
and requirements of the community.

The audience’s expectation from print media is for it to distinguish itself from other forms of
media by curating and publishing content that is unique and not readily available through other
sources (Fanoos, 2003).

Conclusion. Some have argued that the audience for print media and broadcasting in
Afghanistan has diminished in the twenty-first century due to the widespread adoption of
new technologies, social media platforms like Facebook, Twitter, Instagram, as well as radio,
television, and the proliferation of thousands of websites. However, the reality is that there
will always be audiences and readers if print media maintains professionalism, adheres to high
standards, follows established principles and printing rules, and caters to people’s needs and
preferences while making effective use of new technological tools. Addressing the audience as a
collective is key to sustaining readership (Jafari, 2008).

Despite the various stages of evolution in Afghan journalism, the field has consistently
grappled with challenges such as inexperience and imitation. Looking at the history of
journalism in the country, few publications have truly inspired innovation. At present, there
are numerous print media outlets, including newspapers, weeklies, journals, magazines, and
periodicals; however, they often tend to be quite similar. For instance, if you pick up two or
three magazines from the shelf, you will likely find identical sections covering movies, sports,
economics, politics, literature, interviews, and other subjects. To capture the interest of the target
audience, it is crucial for the responsible editors to employ a consistent thematic distribution
style, prioritize news based on importance, and arrange it within its designated section on the
page in an organized and categorized manner. This approach can help print media maintain its
relevance and readership in an ever-evolving media landscape.

Filling print media content with relevant news and addressing the audience’s needs,
engaging the audience effectively, and employing an appropriate design are all critical elements
in the success and continuous operation of print media. Neglecting the audience’s needs and
desires can be detrimental.

Print media promotion and audience engagement involve these key considerations. Often,
other forms of media underestimate the value of print media, leading to a lack of understanding
of their audience.

Print media should prioritize and segment content based on its significance, adhering to
established principles and norms of publication. Additionally, content should be organized in
a manner that aligns with the audience’s interests and preferences, ensuring that problems are
effectively addressed. By doing so, print media can better cater to their readers and maintain
their relevance.

In the realm of print media, where topics and reports on contemporary social, political,
economic, and cultural issues take center stage, the meticulous organization and arrangement
of content, including titles, text, fonts, images, and other visual elements, is of paramount
importance. The crux of this matter lies in the effective design of print media and advertisements,
as it plays a pivotal role in capturing the audience’s attention. When newspapers, magazines,
and other publications are designed in accordance with well-established principles, featuring
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attractive and vibrant colors, eye-catching headlines, suitable and engaging imagery, relevant
graphics, and aesthetically pleasing layouts, they become something that the audience can truly
appreciate.

In light of these considerations, it becomes evident that the publication and printing of
content that fails to captivate readers is essentially futile. There may be numerous newspapers and
magazines filled with a wealth of news and issues, but without proper design and page layout,
readers may flip through their pages one after another without finding anything of interest. The
key to success lies in presenting content in an appealing and suitable design, taking into account
the preferences and interests of the target audience. Whether newspapers serve an informative,
commercial, partisan, or industry-related purpose, their pages should be meticulously designed
and formatted in accordance with the principles mentioned above to effectively attract and retain
readers.

In order to achieve the above goals, it is necessary for print media to consider the following
points:

e Audience understanding.

e Adaptation. Regularly update publishing materials to align with the changing demands,
tastes, and interests of the audience. Flexibility is key.

¢ Content relevance.

¢ Innovative Design. Media should use colorful images, attractive headlines, and engaging
layouts to directly captivate the audience.

e Adherence to Standards. Uphold journalistic standards in the print media.

o Editors and staff in print media should be skilled writers proficient in the native language.
They should also possess deep knowledge of the region’s culture, history, science, geography,
and be well-informed about global politics and events.

e Audience Engagement. Understand the lives, knowledge, needs, and desires of the
audience. Media should employ tactics to keep them engaged and interested.
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Kasipri gayipaeri mepsimai 6acnacesai koaaay:
AyfaHCTaH MbICalabIHAAQ

Angatna. Mepsimai Oacniaces DapablK OyKapaablK akllapaT KypaddapbiHbIH OacTayblHaa TypraH
oseri. bya 0iaiM MeH axIapaTThl 4aMBITYABIH >KoHe HacHXaTTayAblH TUiMAl Kypaabl JAell caHaAaApbl,
COHJail-aK OacItaces oKbIpMaHAapFfa OarbIT-Oargap Oepimn, Hyckaymsl (ITatep, 2016). CongpikTan Oacra
0achLABIMAAPBIHBIH OacIIbldaphl, KypHaAUCTEP MeH OChl Cadajarbl capamiibliap Oacracesai >KeHe
1 pABIK OYKapaablK aKImapaT Kypaadaphl MeH JKaHa TeXHOAOTVAARIK A9YipAiH KypaaJaphlH MalijalaHa
OTBIPHIIT HOTVKETe JKeTyAl yiipeHyi kepek. Bya mMaceaere KaThICTHI eaeyai Kagamaap >Kacay, COHAal-aK
OKBIPMaHAAPABI TAPTY TOCiAAEPiH TYCiHy KoHe €HIi3y KaKeT.

bBya seprreyain HoTmkeaepi mepsimai Oacracesain Oaciiblaapbl MeH SKypHaAucTepre o3JepiHin
Oacria OachLABIMAAPLIHBIH, OKBLABIMBIH apTTLIPyFa, >KaAracThIpyFa >KoHe TaObICKa >KeTyre, COHAali-ak
OCBhI MaHbI3Abl KypPaa4bl alijalaHy kKoHe 04apAblH 94€yeTiH apTThIPY MaKcaThlHAA KeMiHTi apadapAbl
KabblLa4ayFa KeMeKTeceal.

3epTreysep KOpCeTKeHJel, Kasipri TexXHOJOTMIHBIH KapblIITall JaMblFaH Ke3eHiHJe raser-
JKypHaajapAbl IIBIFapyAbl Haligadbl calara aliHaaAbipabl. Mepsimai Oacnaces HaciiplaapbiHa OKbIpMaH
CypaHbICTaphl MeH Ka’KeTTiAiKTepiHe ColiKeC KhI3MeT KOepcCeTyAiH KOFaphl CTaHAapTTapbhlH KaMTaMachl3
eTyi Kaxer. 'aseT-XypHaagap TapThIMADIL, TEXHOAOTUAABIK KypaaAapra HerizgeAreH koHe OeTTepai Oackin
IIbIFApy >KoHe Oe3eHAipy HMpUHIIUIITEpiHe CaliKec, 04apaa MHHOBaIMsAap MeH OKy eHepi 0oaaThiHAAl
eTiIl KacaAybl XKoHe 04ap OKbIpPMaHAap CypPaHBICLIH KaHaraTTaHALIPYHI KepeK. O4 3 OKpIpMaHAaphl MeH
ayAUTOPUACHIHBIH TaAfaMbIHa, ayAUTOPUAHBI TApTy TaKTMKAachblHA TOABI OOABII, 0AapAbIH eMipi, Oiaimi,
KasKeTTiAiKkTepi MeH TideKTepi Typaabl xabapJap eTyi kepek.

Tyiiin ce3aep: Mep3iMai Oacriaces, ayAUTOPUSAHEI XX1HaY, AyFaHCTaH, OachLABIM AV3AIHBL.

A Xnaaa!, A. Caamraxnr?
Yrusepcumem Lleiixa 3aida, Xocm, Apzanucman
?Astana IT University, Acmana, Kasaxcman

Iloaaepxka nmeuaTubix CMM B cOBpeMeHHYIO DIIOXY:
Ha npuMepe AdraHmucraHa

Annotanus. Iledatasie CMI GopMUpPYIOT OCHOBY BCeX CpeACTB Maccosoll mHpopManuu. DTo
HasbiBaeTcsl 9PQPEeKTUBHBIM MHCTPYMEHTOM AAsl Pa3BUTUs M IPOABVIKEHM: 3HaHUIT M MHPOpManuy,
u 1mpecca HampasaserT uutateaein (Pater, 2016). IlosTOMy pyKOBOAUTEASM II€4aTHBIX W3JAaHUIL,
JKypHaAMCTaM ¥ DKCIepTaM B 9TOM o00JacTu HeoOXOAMMO MCIOAB30BaTh DTOT He3aMeHMMBINA
VMHCTPYMEHT U IIPOTUBOCTOSIHIE U POBEIM CpeAcTBaM MacCOBOM MH(OPMaU U MHCTPYMeHTaM HOBOIL
TexXHoAorndeckoi spsl. HeobXoAMMO MpeAlIpMHATh cephe3Hble IIary B OTHOIIeHUN CUTyalluH, a Takxke
IIOHATH U BHEAPUTH CIIOCOOBI IIPVBAeUeHNs YITaTeAen.

PesyabTaThl 9TOTO MCCAeAOBaHMs IIOMOIYT A40AXKHOCTHBIM Anriam rnedaTHeIX CMI n sxypHaancram
oboratnTh, NPOAOAKNUTH M AOOUTBHCA yCIlexa B CBOMX IIeYaTHBIX ITyOAMKaIMAX, a TakKe IIPUHATH
rocaeAyIoliye Mephl € IIeAbI0 BOCIIOAB30BaThCA HTUM BadKHBIM MHCTPYMEHTOM M YBEAUYUTH CBOIA
MOTeHITAA.

MccaeaoBanns IMOKa3pIBaIOT, YTO TEKYIITNIT POCT, TEXHOAOTMYeCKas DBOAIOIN I COBEPIIIeHCTBOBaHMe
B Mmupe CMUVI, HecOMHeHHO, cAeaaan peJaKkIUIo U IMyOAMKaIMIO Ta3eT U >KypHaa0B 0o./ee IIOAe3HO 1
AVHaMMYHOM oOTpacapio. IleyaTtHple M3AaHMS AOAKHBI OBITL pa3pabOTaHbI C y4eTOM COBPEMEHHBIX
TEXHO/AOIYECKMX MHCTPYMEHTOB I COOAIOAeHNUs IPUHLNIIOB Au3aliHa M BePCTKM CTPaHMUI], YTOOBI
BHeAPpUTDL MHHOBAIIUM U CO34aTh MCKYCCTBO UTEHIL.

Caeayer caeaaTh akIeHT Ha TOM, YTOOBI KOHTEHT OBlA IIpMBAEKAaTeAbHBIM AAsl 4YNUTaTeAell,
OCHOBAaHHBIM Ha COBPE@MEHHBIX TeXHOAOTHSX I COOTBETCTBOBAA IIPMHITMIIAM XOPOIIeli IleyaT 1 AM3aiiHa.
OH TaKKe 40AK€eH OTBeJaTh BKycaM ayAUTOPNMY, MICIIOAb30BaTh TAKTUKY IIPUBAEUYEHIsI BHUMAHNA 1 OBITh
MHQPOPMUPOBAHHBIM O JKM3HU, 3HAHMAX, ITOTPEeOHOCTAX M JKeAaHWIX CBOeil ayAUTOPUIN.

Karouesbie caoBa: rreqatusie CMV, mpusaedenne ayanropun, Adranncras, AusaiH redatasix CMIL
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