Cutting edge approaches
to driving subscriptions
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Why people subscribe and
what it saysabout the future
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3%

of all adults pay for news




4%

of payershave anewspaper subscription




Young people do pay for news

Contrary to myth...

37% of adultsunder 35 subscribe to news

46% of those get newspapers



And social Is a path to subscription

2 In 3 young payers get news on Facebook multipletimesa
day,4in 10 on YouTube

Many subscribe because noticed a source on social



Many non-payers could subscribe

52% of non-payersare “news seekers”

26% who follow a source for free say they are likely to pay



Why people subscribe to newspapers

1.Civicreasons: Stay informed, be a better citizen (55%)
2.5Subject expertise: Coverage of apassion topic (48%)

3.Social flow: Somethingto talk to family / friends about (39%)



Why people subscribe to newspapers

1.Civicreasons: Stay informed, be a better citizen (55%)
2.Subject expertise: Coverage of apassion topic (49%)
3.Social flow: Somethingto talk to family / friends about (39%)
4.Fun: It’sentertaining (36%)

5.Civicagain: Help decide where | stand (33%)



What triggered these subscriptions

1.Social flow: because friends and family do (46%)
2.Subject expertise: for coverage of passion area (42%)
3.Marketing: Saw adiscount promotion (37%)
4.Lifestyle change: New job, retired (25%)

5.The meter: kept hitting the content limit (19%)



Analytics

back this up Metrics
We tracked what fOF NEWS

subscribersread




Subscribers are civic-minded

More likely than othersto read civic information and commentary:
Local government coverage
Candidate endorsements
Editorial cartoons



Subscribers are franchise-driven

More likely than otherstoread...
Coverage of local sportsteams
Your longest & deepest reporting



3%

of subscriberscite
“franchise topic” coverage
asakey reason they pay

(Metricsfor Newssurveysin 9 markets)




Half of non-subscribers
would pay Iif the paper
got better at covering a
topic they care about



Implications for publishers



1 Quality is critical
even as Newsrooms
contract



Build your brand on
franchise topics



The top motivations
for paying include
reliable information,
subject expertise
and entertainment



2. Theyoung will pay
for news, but...



They'’re
different

These relationshipsbegin
through social mediaand friend
referral,then build through
frequent interaction

They feel good about
supporting your mission




3. Changes in life
situation are an
opportunity



First job or
last job (retiring)
=more likely to pay



4. Outlets may have
more price elasticity
online
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More price elasticity among digital subscribers

i

Very good value Fair value Somwhat or very
overpriced

Digital payers [l Print payers

What subscribers say about value



5. Mobile couponing
IS an opportunity



Coupons are major
motivator for print
subscribers, could be
In digital



Get the
full report

Email report@apnqrc.org
Visit www.mediainsight.org
Stop by the API booth
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Strategies for subscription growth
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THE BUZZ ENTHUSIAST
32

Buckhead

Project Manager

"Keeping up with news,
entertainment, and trends is

important - connecting with other
people is part of that."

DESCRIPTION
Buzz enthusiasts are just as

interested in what people are talking
about as they are about news.

GOALS

= Reading the most talked about
stories of the day

= Sharing information easily

= Staying ahead of the curve and
knowing trends before others

42

Smyrma

Claims Supervisor
*I often need to find things to do or
places to go. Anything that helps
me access information quickly, plan
ahead, or get ideas is appreciated."

DESCRIPTION
Planners often have a task in mind

when onling; typically they look for
information, guidance, or tools.

GOALS

= Planning for her family including
weekend activities

= Getting trustworthy guidance

= Finding something specific in the
news that support her interests
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THE PRINT STYLE READER
62

Alpharstta

Retired Nurse

"The AJC ePaper is a great way to
experience the newspaper,
especially when | don't have
access to the real thing "

DESCRIPTION

Print style readers are avid book and
magazine users. Organized, easy-to-
find topics are key needs online.

GOALS

= To enjoy the experience of
reading online as much as print

= Finding information quickly and
easily through topic organization

= Staying up to date on information
that enhances her everyday life
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THE DIVERSIONIST

33

Decatur

High School Teacher

*The internet is a way for me to take
a few minutes out of my day to just

breathe, catch up, or divert my
mind to something else for a while."

DESCRIPTION

Diversionists are looking for an
interesting or entertaining diversion
to their day or during downtime.

GOALS

= Relax and take a break in the day

= Get a sense of what's going on in
the world and with friends

= Get entertained

= Have fun during down time

Print
Phone app
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THE RESEARCHER
27

Midtown Atlanta
Graduate Student

"Looking for something specific to
a topic | care about takes time. The
easier to access and more
informative, the better "

DESCRIPTION

Researchers are goal oriented in
understanding a particular subject
or topic in depth.

GOALS

= Finding information on a specific
topic quickly and easily

= Get frequent updates on topics he
cares about

= Easily compile, organize or share
information
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THE NEWS MAVERICK

51

Roswsll

Consultant
"l like to know what's going on in the
world and get multiple i
on the news. | feel out of touch if I'm
not on top of current events_"

DESCRIPTION
MNews mawvericks have rituals for

tracking news across sources, and
seak stories they haven't seen.

GOALS

= Scan headlines and article excerpts
to get a sense of what's going on

= Check multiple sources to gain
perspective and context

= Read the news across a variety of
platforms
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Areas of Practice

Consumer (Free/Paid) Digital Behavior and Products

Print Operations

Reporting and ETL Layer
(Tableau, Alteryx, Biztalk)

R Models (Automated in

Alteryx)
$QL Database (Automated in
Alteryx)
AT PRSI T {H i i SERERRIEEEL
Raw Data Sources ata w Data Sources Data Sources
e EERNEE EENAEE EEREEE EERGOEE
*  Subscriber Pricing Model *  Meter Tracking and Optimization *  Omnichannel Marketing *  Performance-driven *  Targeted ad sales by consumer
* Customer 360 View * Content Personalization (on site * Sales Offer Targeting and Controls compensation demographics
*  Customer Assistance Portal and through marketing) *  Performance-driven * Geospatial analysis v. IBIDA * Integrated ad and consumer
* Consumer Revenue Budget * Digital forecasting and tracking compensation * Integrated view of newspaper and revenue tracking
Forecasting and Tracking *  Engagement Tracking and new product delivery

Optimization



Full-Cycle Data Practice

Reporting and Visualization Transactional Enrichment
-Tableau ricing Analytics
- Excel etc. ation engine for customer service:
- Distributed through ASAP - source and reporting platfol ign development
agnostic approach emaill personalization

Unifyjing data from multiple sources Tr ions into i i Ti jons into trend and time-based views

Customer master views Campaign target development Rat= tracking, revenus tracking
Customer valuation Campaign svalustion Subscription =pisode tracking:
Cmnichannal camgeign histary and results ENgAgEmEnt satus EngagEmEnt 2pisode rACking
Master wiew of digital traffic \Wish oick @ats inta custamer preference ranks

Raw Data Sources

Transactional Systems



Our Readers
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Thank You

Full Report: -

Email report@apnqrc.org
Visit www.mediainsight.org
Stop by the API booth
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