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 The Telegram and Gazette building sits in the midst of the hustle and bustle of a 

downtown Tuesday afternoon.  The paper is housed at 20 Franklin Street, Worcester, directly 

across from City Hall and just a few blocks down the street from the Worcester Public Library.  

The Massachusetts College of Pharmacy and Health Sciences is within walking distance, and the 

street will be packed with people and cars on nights when the DCU Center is hosting an event. 

 Compared to its neighboring buildings, the Telegram office is actually quite modest.  In 

fact, the apartment buildings that sit above the White Hen Pantry on the corner of Franklin Street 

are more assuming than the newspaper building.  That is, until one walks through the double 

doors. 

 Just outside the building’s front door is a newspaper box, where both today’s newspaper 

and the past Sunday’s newspaper are available for purchase.  Inside the double doors stand three 

police officers, and to the right is a small check in desk.  After giving my name to the man 

behind the counter, he makes a quick phone call and leads me to the office of Bob Recore, the 

Telegram and Gazette’s advertising director. 

 On the phone, Recore sounds like someone who should be calling a Patriots or Red Sox 

game; he sounds a lot like famed Sox announcer Jerry Remmy.  With a head full of white hair 

and glasses that he seems to only use for reading, Recore greets me with a smile and handshake. 

Leading me into his office, he tells me to pick a seat at his round conference table, which is 

covered in newspapers: today’s Telegram, The Boston Globe, The Wall Street Journal and The 

�ew York Times. 

 “I read the ads,” he says. “And look at the news.” 



 This is when the real fun begins. 

 Born on October 12, 1945, Recore has framed front pages from both the morning and 

evening papers of the day he was born.  One of the headlines reads in part, “100 Dead in 

Okinawa.” 

 As a young man in the early 60s, Recore worked for a local theater company, writing 

advertisements for the different shows as they came to town.  The theater company was later 

bought by Disney owner Sumner Redstone, who wanted to introduce a rounded theater screen.  

The company then told Recore that this job was his life.  Unfortunately for them, Recore was 

only 21 years old at the time, so he quit.  Not feeling comfortable with the idea of having to go 

home and tell his father that he had just quit his job, Recore recalled working with a couple of 

people who were employed by the Telegram;  they had said he should come by if he ever needed 

a job.  So, he turned around and went to the newspaper.  Luckily, Jack Reeves told him that there 

was a trainee position open, so Recore took it.  It was here that he published the weekly paper, 

took pictures and wrote articles. 

 That was 39 and one half years ago. 

  “Now I’m here as the advertising director,” says Recore, smiling.  Today, he manages 

three offices in Worcester, Southern Worcester County and Fitchburg/Leominster.  He also has 

34 outside sales people, all responsible for different areas of the county. 

 The first few questions Recore decides to answer with a brief history lesson, shedding 

some light on why newspapers are still so prevalent, even with the advent of new technology, 

including the internet and wireless internet access. 

 “The newspaper industry is in a decline,” says Recore. “While the short answer is the 

internet, it’s really because there has been an entire lifestyle change over the past 20 years.” 



 Twenty years ago, there were no family distractions.  In fact, Recore used to carry rolls of 

nickels in his pocket, “to call and see if anyone was looking for me or if there was somewhere I 

had to go.”  Then, there were payphones on every corner.  Now, it can sometimes be hard to find 

one payphone on one corner.   

 Depending on the job market, the father would read one of two papers.  If he worked an 

11pm to 7am job, he was a Morning Telegram reader.  If he worked the 7am to 3pm shift, he 

read the Evening Gazette.  Though television was around, there were no DVD players or VCRs, 

and certainly no TiVo.  As a result, the biggest source of information was the newspaper. 

 When televisions came out and became popular, the “chicken littles” of the newspaper 

industry thought that people would no longer have to read the paper.  However, even broadcast 

journalist Walter Cronkite encouraged people to read the daily newspaper, citing that in his 18 

minutes of air time, he couldn’t even read the front page. 

 Then, when insert advertisements were introduced (these are the ads that make the 

Sunday paper so big), once again the chicken littles believed that the newspaper was going to 

become extinct.  After all, if all the ads are pre-printed, who’s going to pay to put something in 

the newspaper?  They were wrong again. 

 In the 1990s, the chicken littles of the newspaper world were once again proven wrong.  

Though the internet allows for quick, easy access of news, most internet news sources do not go 

into great depth about the story.  As Recore says, “telegram.com probably has news that’s not in 

today’s paper, but it’s not as in depth.  We’ll run the story in tomorrow’s paper and it will have a 

lot more information.” 

 In addition, family changes have also impacted the popularity of the newspaper.  Now 

that most families require two incomes just to pay the bills, when are mom and dad going to be 



able to read the newspaper?  As a result, the family began to suffer.  This is when retailers began 

to open on Sundays. 

 The end result?  Everyday is a shopping day. 

 While the free magazines and papers that are available at different retailers seem to 

specialize in sex-related advertisements (dancers, gentlemen’s clubs), advertising at the 

Telegram and Gazette is compartmentalized.  That is, there are different types of advertisements 

that will appear in the newspaper: national advertisements (like Ford Motor Company) that are 

recognized everywhere; zone advertisements (small retailers like mom and pop stores, local 

businesses); full run advertisements like Macy’s and Sears, and classifieds, which include real 

estate and help wanted.  Because of all this compartmentalization, the newspaper doesn’t just 

specialize in one type of advertisement.  In fact, Recore will accept advertisements from any 

legal business here in Massachusetts.  This includes “gentlemen’s clubs,” which Recore will 

occasionally have to edit.  All of these ads have to meet a strict set of standards, although even 

with all the regulation, there are still some parents who call up and complain about an 

advertisement being in the same sports’ section that their young sons like to read.  Apparently, 

Recore even has his own prayer group of sorts: “There’s actually a group that calls me every 

time I run one of those ads that says they’re praying for my salvation,” he says with a grin. 

 Though the newspaper will respond when someone complains about an advertisement, 

Recore acknowledges that he honestly can’t remember the last time they had one.  As the only 

newspaper in the market (while a regular publication, Worcester Magazine is not a newspaper), 

they have very strict standards and guidelines to follow.  Because of this, readers of the Telegram 

have to trust the medium to tell the truth, both in its advertising and news stories.  Clearly, the 

paper has succeeded: According to a 2004/2005, Gallup Poll of Media Usage and Consumer 



Behavior, the T&G and/or Sunday Telegram reaches 396,000 readers over the course of any 

given week.  That’s 66% of all the adults in Worcester County. 

 One point that Recore kept coming back to was that the newspaper is the most successful 

media out there; even more successful than television and the internet.  Again, because of the 

way advertisers are handled in the T&G, it was hard for Recore to specifically say, “these are the 

top advertisers.”  He was, however, quick to point out that the most successful businesses are the 

ones that advertise in newspapers.  Because advertising is so expensive, companies wouldn’t do 

it if it didn’t pay off.  For example, a company that agrees to spend $100,000 to $149,000 per 

year advertising with the T&G only ends up spending $60.95 per inch per day that the ad is run.  

As the Gallup Poll shows, in the last three months, 61% of all Worcester County adults visited a 

store because of an advertisement/insert they saw in the newspaper.  That’s almost all of the 

adults in Worcester County who read the newspaper.  Even further, 85% read ads, booklets, 

flyers or coupons contained in the newspaper at least some of the time.   

 Clearly, companies advertising in the T&G get the most “bang for your buck.” 

 Believe it or not, advertising is a two-way, easy to navigate street.  To advertise in the 

Telegram, clients can wait for the paper to call them, or they can all the paper, though Recore 

feels it’s better if the company is calling him.  New accounts typically have a one-day turnover, 

meaning that if a new business calls on Monday, chances are good that the ad will be in 

Tuesday’s paper.  The coolest part of advertising is what is referred to as “stand by” ads.  For 

instance, a rock salt company is not going to do business advertising rock salt in the middle of 

August.  So, they call up the newspaper and have the sales representative put the ad on hold.  

Then, just before a big snowstorm, the rock salt company will call the newspaper and tell them to 

run the ad.  This does two things: it lets the rock salt company advertise their product, while at 



the same time ensuring that they aren’t actually wasting money by advertising a product that can 

only be used under certain circumstances.   

 As far as new employees, Recore looks for the same qualifications as most jobs these 

days: college graduate, someone who likes people, self-motivated, and an easygoing/outgoing 

personality, because advertising is all about building relationships with people.  As Recore says, 

“We can teach you the specifics of advertising – that’s no problem.  But we can’t teach someone 

how to be a self-motivated worker.”  He then goes on to explain that without the “worker bees” 

of the world, nothing would be accomplished.  After all, “everything that’s built has to be sold.” 

 Competition also plays a big role in advertising.  “If there’s a dollar sitting on the table 

that can go to advertising,” says Recore.  “Everyone wants it.”  Unfortunately, the only way a 

company will make a lot of money is if they use the right advertising media.  Getting back to one 

of his favorite points, Recore says that this is the newspaper.  The logic is simple: “Newspapers 

are invited into the home.  The courier doesn’t just drive by and drop a newspaper on your 

doorstep every morning.  You have to ask him to.”  In fact, Telegram demographics show that 

96% of people who read the Worcester Magazine, a free publication found in most grocery 

stores, also read the T&G.   Recore believes that this is because usually, when people read the 

Worcester Magazine, it is because the paper is there and the person is killing time waiting for 

something, like at the doctor’s office or the pizza place.  Again, however, he reiterated that the 

magazine and Telegram are two entirely different entities. 

 Everyone knows that placing an advertisement in the paper costs money, but what many 

don’t know is that as of October 1, the T&G will also begin charging for obituaries, wedding and 

engagement announcements.  In the past, printing these has been free, but there was not a lot of 

leeway regarding what could and could not be said.  For example, an obituary could say that a 



husband passed away, leaving his wife, their three children’s names, and so many grandchildren.  

His sons-in-law would not be mentioned by name, and neither would the grandchildren.  This 

was because these announcements have previously been considered editorials, so the editor had 

the final say. 

 Now, however, obituaries, wedding and engagement announcements are going to be 

considered advertisements.  Since the people who are putting them into the paper will be paying 

for their space, they will get to say whatever they want.  As Recore says, “When I was little I 

could never understand why my parents would run right to the obits.  Now I know.  They’re fun 

to read.  You should start.”   

Summing up the power of newspaper advertising, Recore says, “The newspaper is a 

private thing.  You have a relationship with it…it’s always handy.  I can pick up the paper and 

start to read and have the phone ring.  When I’m done with my phone call, my paper is still there 

and I can go right back to where I was without missing anything.  The commercials are there, but 

I don’t have to read them.”    


