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Today’s Session: 

Media Audience Trend Snapshot 

Based on Nielsen Scarborough Research  USA+ Data Release 1, 2016 



 The past week newspaper media audience, print & digital combined, is 63% of total adults, down from 69% in 
Release 1, 2013. 
 

 Past week print readership is 49% is down ten points from 2013. Decline sharpest in 35-49 age group. 
 

 Millennial audience print/digital in the past week increased slightly (58% from 57%) from Release 2 2015, 
driven by increased mobile usage. 
 

 Just over half (52%) of the newspaper audience in                                                                                                           
the past week reads newspaper digital content.  
 

 More than three-fourths (77%) of the newspaper                                                                                                audience 
during the week reads a printed copy. 
 

 Nearly three in ten (29%) read both print and digital                                                                                               
newspaper content. 
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Today’s Session: 

Newspaper Media Audience – Past 7 Days 

Pure Print 
48% 

Print/Web 
10% 

Print/Mobile 
6% 

Print/Web/Mobile 
13% 

Web 
Exclusive 

6% 

Web/Mobile 
10% 

Mobile 
Exlusive 

7% 

Overall Print Total = 77% 

Overall Digital Total = 52% 

Print/Digital Overlap = 29% 



Marketing Digital is really three related objectives 
and sales strategies: 
1. Sell complete print/digital bundled subscriptions 

 

2. Drive current print subscribers to activate: 
I. The Value Statement 
II. Engagement = Retention 
III. Measurable and reportable 
(Building Audience and Reach) 
 

3. Sell digital subscriptions for profit and reach. 
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10 

10 Proven Ways to Drive Engagement from Email 

 
Debbie Tolman 

Sr Manager of Audience Engagement 

CMG Newspapers 
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Email is Powerful 

 A multi-market team of 5 email professionals 

strategize, implement, evaluate and optimize 

emails on a daily basis 

 Results 

 271,899 (57%) of our subscribers are 

registered for digital access 

 208,987 (77%) of those registered have 

consumed digital content at least 1 time 

in the last 30 days 

 79,933 (38%) of digital engaged 

subscribers have been actively engaged 

for 150 days or more 
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Assess your email readiness 

Subscribers 
 # of subscribers with a valid email 

address 

 Scrub your list 

 Is registration a part of your requirements 

Technology 
 Select an EMS 

 Select a deliverability partner 

 Establish KPI’s 
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What if you don’t have an email? 

Internal Email Acquisition 

 Direct Mail 

 FIT Call 

 Point of Sale 

 Customer Care 

Vendor Email Acquisition 

 3rd Party Email Matching to our subscriber 

lists 

 3rd Party targeting to find your customers in 

other places on the web 
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10 

Making every email count 
Value for the customer is the end game 
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Become part of your customer’s routine 

 Identify a habit that already exists for 

your customer 

 Use your email to compliment the 
actions your customer is already 

taking 

70,304 Subscriber Engagements per day 
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Mobile First 

 60% of our subscribers are 

reading their emails on a 

mobile device 

 Challenge designers to focus 

on the image frame not the 

whole email 

 Use images to keep the reader 

scrolling and interested 

Letter format  produced  479 unique clicks  

Stackable images with headlines produced 817 unique clicks 
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Serve a purpose 

 Zika started hitting news feeds and 

the air waves 

 Need for deeper information that 

fit perfectly into our brand 

 

5,315 unique clicks 
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Curate your way to site navigation 

 Help your reader consume your 

content 

 Old is new 

 Email can be a table of contents 

 

23% unique open rate 

4,546 unique clicks 
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Simple is Best 

 Balance between resource hours 

and results 

 Time on site is more important than 

time on email 

 

4077 vs 2707  

unique clicks 

<1 hour design time or >1 hours design time 
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Old is New 

 Fill the valleys between big news 

stories 

 Re-use content that resonated with 

your readers 

 Reaffirm complete and in-depth 

coverage  

12,048 site visits over 30 days 
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Local, local, local 

 Segmentation builds 

relevance 

 One highly relevant 

story is more 
powerful than a list 

of trending stories 

 

 

42.9% Open/12.5% CTO 

42.8% Open/18.3% CTO 

41.9% Open/24.1% CTO 
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Listen 

 Data will tell you what your readers want 

 High interest in travel content 

 Leverage the travel content from 1 

section into a year long engagement 

initiative 

 Food and Sports are also high interest 

areas  

 

52,824 entries across 5 promotions 
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Get out of the way 

 Don’t make your customer search 

for the action they should take 

 Email is just a point of entry 

 

28,942 unique opens  

549 unique clicks 
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Testing Never Stops 

 Leave nothing on the table 

 Even your best email can produce 

more  

+1,200 engagements per day 
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Questions? 



INSIDER PROGRAMS  
August 2016 
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OBJECTIVES 

TRADITIONAL 

SUBSCRIPTION 

BUSINESS 

THEN 

MEMBERSHIP-

BASED MODEL 

 

INSIDER 

NOW 
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KEY GOALS  
Enhance our product value proposition to:   

1 
IMPROVE RETENTION OF EXISTING 
SUBSCRIBERS 

2 DEEPEN ENGAGEMENT 
Increase digital activation, logins and repeat visits   

3 ATTRACT NEW CUSTOMERS 
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INSIDER WEBSITE –                                                                 

LOCAL PROGRAM 

• Members only program for local 

subscribers, giving them access to 

deals, events, and extra content  

 

• Standardized CMS-driven platform, 

populated with both local and national 

content  

 

 

 



27 

INSIDER CATEGORIES – LOCAL PROGRAM 
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BENEFITS FOR SUBSCRIBERS ONLY 

Not Logged In Logged In 
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MARKETS WITH “LOCAL” INSIDER PROGRAM • Appleton 

• Asbury Park 

• Asheville 

• Brevard 

• Burlington 

• Cincinnati 

• Des Moines 

• Detroit (both pubs) 

• Ft. Collins 

• Ft. Myers 

• Green Bay 

• Greenville 

• Indianapolis 

• Jackson, MS 

• Lafayette, LA 

• Lansing 

• Louisville 

• Montgomery  

• Nashville 

• Palm Springs 

• Pensacola 

• Phoenix 

• Reno 

• Rochester 

• Salem 

• Shreveport 

• Sioux Falls 

• Springfield  

• St. Cloud 

• Tallahassee 

• Westchester 

• Wilmington 

32 markets/33 pubs 
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TYPES OF ENGAGEMENT   
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EMAIL COMMUNICATION Newsletter  

Offer Email 
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HOMEPAGE PLACEMENT  
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SAMPLE PRINT AD & EDITORIAL  
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WHAT’S WORKING? WHAT RESONATES MOST? 

DEALS 

• Restaurant & retail offers 

• Discounted tickets to movies, live 

shows  

• Chances to win tickets to sporting 

events 

EVENTS 

• Dining experiences 

• Speaker series 

• Hikes, photo classes with staff   

• Unique, VIP experiences (backstage, behind the scenes) 

 
EXTRAS 

• Nostalgic content (photo galleries, etc.) 

• Free downloadables (eBooks, recipes) 

• Entertainment (quizzes, etc.) 
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ATTRACTING OUR MOST VALUED SUBSCRIBERS 

51% have a Mon-Sun FOD 

Higher % of 45-54             
year olds  

    More subscribed online and 
use EZPay  

More affluent & 
educated  

      Spend more time on site  Stay a subscriber  Return more frequently to site  
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• Website is now live on 58 additional sites  

• All offers are national 

• National deals (eg. Movies, Disney, Costco, 

etc.)  

• National sweepstakes   

• Digital events (eg. live video chats) 

• Content from around the USA TODAY 

Network 

• Completely managed on one front by central 

team; no local resources required 

• Login required 

 

• Launched on 8/17 
 

 

 

 

 
 

 

 

 

NEW! INSIDER NATIONAL 
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RESULTS TO DATE 
Since launching in early 2015, the Insider program has driven deepened engagement and retention across markets  

 



THANK YOU 
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Questions?  

Today’s Session: 
 

Debbie Tolman  Sr Manager of Audience Engagement, CMG Newspapers 
 

Renee Clark      VP Membership Experience, Gannett Co., Inc.  
 

Moderator:  
John Murray, NAA VP, Audience Development 
 



Presenters: 
 

Kerry Turner  Audience Development Director, Hearst Media 
Todd Petersen    Vice President Circulation at Times Union                       
Introduction: 

 Dan Williams, CEO/CTO LEAP Media Solutions  

Moderator:  
John Murray, NAA VP, Audience Development 
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Mark Your Calendars: Thursday Sept 22nd  
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Thank you!  
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The entire Webinar will be available Monday on naa.org  


