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Abstract: This study delves into the realm of economic dailies and investigates brand 

perceptions across various publications. Economic newspapers play a crucial role in 

disseminating financial information and shaping readers' perspectives on economic matters. 

This research employs a comprehensive approach to analyze brand perceptions by examining 

the content, design, and overall presentation of economic dailies from diverse publications. 

By employing both qualitative and quantitative methods, the study uncovers the nuanced 

ways in which readers perceive and engage with different newspaper brands. The findings 

shed light on the significance of branding in the realm of financial journalism and offer insights 

into the factors that influence readers' trust, loyalty, and engagement with economic dailies. 
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INTRODUCTION 

 
Economic dailies hold a unique position in the media landscape, serving as key sources of financial 

information and analysis for individuals, businesses, and investors. These newspapers not only provide 

insights into economic trends but also shape readers' perceptions and understanding of financial matters. 

The way economic news is presented, the credibility of the information, and the overall reader experience 

contribute to the formation of brand perceptions associated with different publications. Understanding 

how readers perceive and engage with various economic dailies is essential in comprehending the impact 

of media on financial literacy and decision-making. This study aims to unveil and analyze brand 

perceptions across different economic dailies, shedding light on the factors that influence readers' 

attitudes, trust, and loyalty toward specific publications. 

METHOD 

To achieve the objectives of this study, a mixed-methods approach combining qualitative and quantitative 

analyses was employed. The study focused on a selection of prominent economic dailies from diverse 
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publications to ensure a comprehensive representation of the landscape. The research encompassed the 

following steps: 

Content Analysis:  

A qualitative analysis was conducted to examine the content of the selected economic dailies. This 

involved assessing the types of articles, tone of coverage, use of expert opinions, and overall editorial 

stance. The goal was to understand how different publications frame economic news and how these 

nuances might influence readers' perceptions. 

Design Analysis:  

The design elements of the economic dailies, including layout, typography, graphics, and visual 

consistency, were analyzed. Design plays a crucial role in conveying the publication's identity and 

professionalism, which can contribute to readers' perceptions of credibility. 

Survey Questionnaire:  

A survey questionnaire was developed to gather quantitative data on readers' perceptions of the various 

economic dailies. The survey included questions related to trust, reliability, quality of reporting, and 

overall satisfaction with the publication. Demographic information and reading habits were also collected 

to understand the audience profile. 

Sampling and Data Collection:  

The survey was distributed among a diverse group of readers who regularly engage with economic dailies. 

The sample included both print and digital readers to capture the evolving media consumption patterns. 

Data Analysis:  

Quantitative survey data were analyzed using statistical techniques to identify trends, correlations, and 

patterns in readers' responses. Qualitative findings from the content and design analyses were 

triangulated with the survey results to provide a comprehensive understanding of brand perceptions. 

By combining qualitative insights from content and design analyses with quantitative survey data, this 

study aimed to provide a holistic view of brand perceptions across different economic dailies. The findings 

contribute to the broader understanding of the role of media in shaping financial perceptions and offer 

valuable insights for both publishers and readers. 

RESULTS 

The study on brand perceptions across different economic dailies yielded intriguing insights into how 

readers engage with and perceive various publications. Through content analysis, it was evident that 

different publications adopted distinct editorial stances, resulting in variations in the framing of economic 
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news. Some newspapers prioritized in-depth analysis and expert opinions, while others focused on 

concise summaries of financial trends. Design analysis revealed that layout, typography, and visual 

consistency contributed to the overall professional appearance of each publication. 

The quantitative survey responses provided a comprehensive view of readers' perceptions. Trust emerged 

as a central factor influencing brand loyalty, with readers more inclined to rely on newspapers they 

perceived as objective and accurate. The content's reliability and quality of reporting were closely tied to 

readers' trust levels. Interestingly, the survey also highlighted that readers' perceptions were influenced 

not only by the content itself but also by the publication's design and visual appeal. 

DISCUSSION 

The findings suggest that readers' perceptions of economic dailies are multifaceted and influenced by a 

combination of content, design, and credibility. The diversity in editorial stances underscores the 

importance of providing a variety of perspectives to cater to different reader preferences. The study also 

emphasizes the significance of consistent design in enhancing a publication's professionalism and 

approachability. 

The alignment between content analysis and survey responses indicates that brand perceptions are 

shaped by a synergy between what is communicated and how it is presented. Publications that effectively 

balance credible reporting with appealing design tend to foster stronger reader engagement and loyalty. 

CONCLUSION 

In conclusion, this study's comprehensive approach to unveiling brand perceptions across different 

economic dailies provides valuable insights for publishers, readers, and researchers alike. The interplay 

between content, design, trust, and loyalty underscores the intricate relationship between media and 

reader perceptions. As economic dailies continue to shape financial literacy and decision-making, 

understanding the factors influencing brand perceptions becomes crucial. This study's findings emphasize 

the importance of maintaining a balance between informative content, professional design, and building 

reader trust to create a holistic brand perception that resonates with diverse audiences. 
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