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A I\OTE FROM THE

CoMMrrrEE...
Just over a year ago, the NAA Circulation Federation began

looking at how consumers use print and online news sources

and how their choices affect our business. We began looking at

the challenses and opportunities both media would encounter

as this ne\M consumer channel developed. One of our first steps

was to get representatives of all newspaper disciplines together

at a facilitated meeting to identify issues. Frankly, the list was

overwhelming. We chose to focus on the issues rnost relevant to

circulation executives with the goal of providing findings that

could be actionable. This publication is the result.

e realize that having all the answers in one place is too much for this project.

First, there is still is a lot to learn about how the two media interact.

Second, each day more newspapers experiment with new programs that bring

clues on how to develop this new opportunity. Finally, we had to draw a line in the sand

and decide to publish what we had in hand, concentrating on proven success and accept-

ing that we still have a lot to learn. This means we have to immediately launch a sec-

ond phase of our work monitoring the progress of newspapers as they tinker with their

products. We are also commissioning additional research where we left questions par-

tially unanswered.

So please consider this document a work in progress. We've provided snapshot examples

of what is working and insight into how consumers use our newspapers and our sites.

There are specific recommendations for action in the three areas we focused on: leverag-

ing online for acquisition and retention of the print product; using the two media to

build customer relationships; and identifying what needs to accomplished technological-

ly for newspapers to effectively accomplish the first two objectives.



While we limited ourselves to circulation applications, the need to move forward and invest rn

technology goes beyond that. A truly interactive site has applications for advertising, finance and

human resources, among others.

As you consider the issues in this publication, please remember what our research confirms:

Online users and print readers make up largely the same group of consumers. They've just found

different roles and developed different expectations for the two products. Our customers do not

view the newspaper Web site and the printed version as competitors. Consumers who prefer

online sources for their information are going online. The question is whether they are going to

our Web sites.

Of course, from our vantage point, anything that competes for people's time can be viewed as a

competitor. But we are not going to get people who prefer information online to use our print

product. What we must do is attract those consumers to our newspaper Web sites so we can dom-

inate that local market.

Fortunately, we found that in some cases we can build interest in our print products among visi-

tors to our newspaper online sites. For our present readers, we have an opportunity to improve

our level of service, enhance our newspaper's value and build a stronger relationship. These side

benefits may help offset the number of consumers who purchase a newspaper less often now that

they can access newspaper content online.

The publication of Come Together is a result of the work of the NAA Circulation Federation Print

/Online Committee and consultants Finberg-Gentry. The entire committee, along with Howard

Finberg and Leah Gentry, should be commended for their efforts. They assembled the most cur-

rent research and crafted a practical, actionable guide. This also is an opportunity to thank all of

the newspaper executives who participated in the survey as well as those who provided informa-

tion about their individual marketing efforts. By the time this publication comes off the press, the

committee alreadv will have started work on additional research that we will be sharing with you.

There are many questions that remain to be answered, ideas to be tested and opportunities to

pursue. It is our commitment to keep you informed as we progress.

David Phillips (Co-Chair)

Rosemary Cassidy (Co-Chair)
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ewspaper marketing executives confront more

challenges and opportunities as the rnedia landscape

evolves at an ever-increasing pace. No longer can our

audj.ences hre solely identified as new$paper readership; online

also is becoming an irnportant path for customers to access ne\,ys

and information. As our customers select frorn an increasing

nurnber of routes to us, we conversely enjoy expanded

opportunities for marketj.ng to them through multiple routes

and for using each platform to strengthen its siblings.

INrnoDucrroN

This report delivers a set of strategies

to define, understand and improve

acquisition and retention of print
subscribers using newspapers' electronic

media products. Additionally, it explores

relationships between consumers and

the newspaper and examines ways to

leverage and strengthen joint efforts of
print and online staffs.

Our analysis contains cooperative

necessary technology. It was produced

against the backdrop of changing media

landscape and changing audience

patterns. This report will:

' Highlight examples of successful

online and offline complementary

marketing efforts from within and

outside the newspaper industry

. Describe the unique customer

attributes of each platform and how to

approaches for print and online marketing "Defining the Complementary Roles of

in the areas of reader acquisition, building Print and online" and additional research

customer relationships and identifying the by Finberg-Gentry' the Digital Futurist

build multi-platform habits in
customers

' Discuss the organizational and

technical issues facing publishers

' Raise questions about the future role

of print and online in relation to total
market share.

The study combines the work of the NAA

Circulation Federation's Committee on

Consultancy. The Newspaper Association

of America commissioned this project to

provide an overview and analysis of how

Iocal newspapers are integrating print and

online subscription marketing. Research

used: a review of current industrv
practices; an online survey; site reviews;

and more than 100 telephone, e-mail and

personal interviews. All information in the

study is believed to be accurate as ofthe
date of completion of this study.

' Describe the unique dynamics of print 
was conducted between April and June

and online between audiences 2001. several research methods were



ExncurrvE SunnMARY

hat we found is encouraging. While the obstacles are many,

several ne\Mspapers Lrave developed and tested successful

techniques for complementary marketing programs,

ultimately driving print suhscriptions. Success depends on the

ability of circulation and Web departments to work cooperatively to

seek solutions. The challenge that we face as an industry is to buiid

a broader understanding and acceptance of the attributes and

opportunities of each medium, so that we can deveiop

a next generation of productive pr:ograms.

State of Subscription Acquisition
There are successful models that confirm the opportunity to acquire print subscribers through

online. However, most U.S. newspapers are not contributing to subscription growth in a
significant way through their Web sites. Although online cannot be expected to be a primary

source of subscription sales, we found enough successful newspaper marketing efforts to be

confident that online can become an important channel for subscription acquisition, cost-

effectively reaching a market insulated from other sales efforts.

There is little or no evidence of circulation erosion os o direct result of putting newspaper content

online, nor is there is any hard data that support the fear that customers are leaving newspapers

because all of their information needs are being met online. While the increasing number of media

types has the potential to correspondingly fragment readers'media time, we believe that you

cannot point to online as the single cause ofcirculation erosion.

Challenges:
' The relatively low proffle that circulation areas have on many newspapers'Web sites:

For example, customers presently have a difficult time trying to find the SUBSCRIBE link.

. Deffnitionof "customer:" Customers who use both print and online are more valuable than
customers who use only print or only online. These "multi-channel customers" are prime
consumers and a group that needs to be more strongly wooed and rewarded through the
joint efforts of print circulation and online groups.

' The complexity of the customer group: Consumers in this group expect a high level of
sophistication when ordering subscriptions electronically - namely, secure transactions,
competitive pricing, convenience and ease ofbuying. They expect to be able to complete an
entire transaction (i.e., new subscription order) without having to talk to a person;

conversely, they want a person available, just in case.
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' Understandingwhatworks' Online subscription acquisition depends on so many
factors - 

placement, marketing, underlying technology, e-commerce - that it's
usually difficult to understand why something is working. As an industry, we need

to more stringently track the various factors to understand what is happening.

. Alackoftechnology to support electronic transaction needs and to tie Web and
circulation systems together.

' Expense: Developing business methods and technologies, and funding the
manpower to achieve these objectives costs money.

Re sponse sAMhat's Workin g:
. The Austin (Tbxas) American-Statesman is successfully utilizing their site for

subscription renewals. They recently proved this type of promotion is important by
using a bill stuffer, a relatively simple piece of marketing, to double their weekly
online subscription renewal orders.

' Tlae Spokane (Wash.) Spohesman-Reuiew p\t SUBSCRIBE links on both the top
and bottom of their home page and boosted online orders.

. T}ne Allentown (Pa.) Morning Call developed an effective method of tracking online
subscription efforts using a simple Excel spreadsheet.

' T}ne Poughheepsie (N.Y.)Journal tracks retention of Web starts against new

subscriptions from other sales methods. Web starts rank among the highest in
terms of retention rates, as well as among the lowest in terms of costs.

State of Customer Re[ationships

Some newspapers use the interactive aspects of their Web sites to further solidify existing

customer relationships, and, at the same time, build bridges to new customers. However,

these examples tend to be isolated. For the most part, U.S. newspapers have not yet

seized the Web's opportunity to extend and strengthen customer relationships.

Challenges:
. The expectations ofthe customer group, Customers who seek customer service through

the Web expect "always on" service - seven days a week, 24 hours a day. They
increasingly expect service in a variety of formats: e-mail, fax, telephone, connect-

to-chat (where users follow a link to go into a real-time chat session with a
customer-service representative), menu-driven help (where users choose from lists
to narrow down and finally resolve their problem).

' Achieving "circular push" - a constant flow of traffic among all the newspapers'
products, both print and online. Exacerbating this is a general lack of cross-

promotion between print and online.

. Developingsuccessfulmu.lti-platformloyaltyprograms that make customers, especially
multi-channel customers, feel valued and rewarded.

' Extendingrelationships without invading privacy.

' Cross-promotion is occasional, not ubiquitous.

Sub scriber Acquisition
Aetion ltems: (Circulation
and online nxa.nagers nxust
worh cooperatioely to achieue
these action items),

Ensure the SUBSCBIBE link is "above

the fold," on the Web hone page (on

the top half of the Web page, before the

user has to scroll d,own) . It should be

repeated on the lower half of the page.

Discuss prime positions with the Web

team.

Ensure the SUBSCBIBE and. CUS-

TOMEE SEBWCElinks are also part of

all regular site navigation.

Ensure that someone "owns" the cir-

culation Web area. If dedicated, Web

staff is not available. consider t rain -

ing a part-time person on your staff to

be responsible for ensuring that circu -

lation pages are always up-to-d'ate

and, working.

Collect and anal|ze custonter d,ata

and, usage pattems.

freview and, d,iscuss customer feed-
bach. Feed,back shouldbe digested, and'

routed, to staff in both circulation and,

online, and also to appropriate tech-

nologr staff mernbers , as it relates to

pro gramming and functionality.

Track Web - d,riven subscnptions weekly

and monthly. Note the effects of con'

tests, discounts, promotion and, mar'

keting fficts, changes in d,esign, etc.

When analyzing your sales mir and,

retention rates. match Web stdrts

against other sales Wes to see holn

your market fares.
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Action ltems:
(Circulation and online
nxanagers must utorh
cooperatiuely to achieoe
these action items.)

7 Ensure that aLL the basic

ffiine customer seruice

functions - start, renew,

hold, Late/no paper,

donation, gi,ft subsciption -
are apailable online as well

as ofiline. Assuming a, stop

callbach system is in place, it
is dfficwlt to d,eny customers

the opti,on to stop.

I Ensure that aLL online

customer serpice queries dre

respond,ed to in a timely

fashi,on. lf 24,/7 is not an

optt on, consider either

matching your print
new sp ap er cu st omer serpice

hours or else etpandinginto
hours currently not serued by

print customer senice. (ln

ord,er for this to be effective

the response would, rueetl to

come uithin that etpanded-

hour range.)

L-) Provide and, promote

cust omer s ereic e through

marimum number of rowtes,

telephone, e mai,L far, Web

p age menu - driv en, connect -

to chat, etc.

Z hovid,eboth online and'

ffiine reward,s for customers

and, better and multtple

rew ard s for multi' channel

custoTneTs,

Z Ailow customers control oeer

p articip ation in loyalty
pro7Tams. where appropriate.

l)-To *o* fro occasionalto

ubiquitous cro s s - prom otion,

we need, to run each new

content piece and, each new

promotion agairust a

checklist'
. can a customer wse thi,s

content / promotion

through the medium of his

or her choice?

. Does this content /
promotion strengthen

customers' ties to our

brand, across repenue

channeLs?

. Doesthiscontent/

prom oti on push customers

through add,iti,onal

reverute charunels?

Responses/ What's Working:
. Lands'End, a direct clothing merchant that sells offline through catalogs and stores and

online through its Web site exemplifies strong multi-platform customer service. With its
help in-any-medium-at-any-time philosophy, Lands'End sends a clear message to its
customers: We value you, we value your intelligence, we value your time and we value your

business.

. The Houston (Texas) Chronicle's In.Touch online customer service center walks customers

through each of the most common customer service needs, making the system idiot-proof
without making the customer feel like an idiot. As customers are guided through the most

frequently asked questions, In.Touch provides multiple-choice answers in pull-down

menus. Customers who don't know their account numbers can also search for them online.

. Essex County (Mass.) Newspapers rewards its print subscribers with an online "Plus

Edition," which c6ntains expanded content and customized local news searches. Essex'

program is more remarkable because it not only achieves circular push, but also

simultaneously uses the expanded content to reward existing customers, converting single-

channel customers to multi-channel customers.

. The St. Petersburg Tl.mes conducts about 12 free classes monthly on how to use the

Internet, using its Web site [www.stpetersburgtimes.com] as part of the classes.

Participants become comfortable with the newspaper's site during the classes, which offer

both beginning and intermediate levels. The classes also serve as an effective tool for
turning single-channel customers into multi-channel ones, and for introducing new

customers to the Times'brand.

. The Orlando (Fla.) Sentinel collects subscribers' e-mail addresses and sends a twice-

monthly newsletter promoting upcoming features and contests in the print edition.

Subscribers can opt to be excluded from the mailing, but the dropout rate is very low.
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State of Technology

System incompatibility is the heavy anchor holding back many newspapers: Most newspaper

circulation systems do not talk to Web e-commerce systems, making information-sharing and

online order-taking awkward.

Challenges:
. Most newspapers rely on a "kludge" of systems that includes e-mails to either the

circulation or online department, or that requires a customer to call a phone number listed
on the Web site.

. Many circulation management systems are "home-grown." It will take resources to either
upgrade or build new systems to allow for more dynamic connections between circulation
and Web systems.

. Solutions are needed now but most vendor solutions are still in development.



Going Forward

The complementary roles of print and online are gradually taking shape as newspaper

Web sites grow out of their childhood. Evidence shows that digital media can promote print

readership and subscriptions just as print can generate traffic for the online products.

A newspaper can seize the opportunity to lead its customers to its products on multiple

platforms, guiding customers among platforms and maximizing customer relationships.

This can be accomplished through inter-departmental cooperative efforts and by learning

from successful examples of other newspapers and other industries. While the number of

newspapers successfully pursuing subscriptions and managing customer relationships

online is limited, those newspapers have lessons to share. But before those isolated success

stories can be confirmed as transferable, the majority of newspapers must deal with

significant systems integration issues.

Circulation executives and publishers need to understand the unique attributes and

opportunities of each medium. This will enable them to take an active role to shape the

internal collaboration needed to deal with the myriad issues. They also need to understand

system integration challenges and the likelihood that quick solutions will be transitory and

incomplete.

Next Steps:

What you, the circulation executive, should do:

E Read this report, then share it with your publisher and your online and technical

counterparts.

I tate a leadership role in promoting and cooperatively working to overcome

system limitations.

E no u triage of your newspaper's online circulation-driving and customer service

efforts. Use the "action items" checklists throughout this report to help you.

E Confirm that there is a consensus that the company goal is to capture and gain
overall market share. The best route to this goal is building a broad base using a
multi-channel approach.

E fi.ra out what data is being collected at your newspaper to track the success of
various online circulation efforts.

E Determine benchmarks with your counterparts and your publisher'

E S"t goals and a plan to reach them.

E Develop a tracking program to chart your successes.

E .loin the NAA Circulation listserv - call (703) gO2-7777 to enroll - and share
your newspaper's successes.

Action ltems:

7 Currrnt ord neltr systems must be

integrdted to sewe both pri,nt and Web

customer channels. The abilityto
pass d,ata among systents ond

d,epartments is critical to success.

Z Circulation erecutipes should, work

with their Web and technical coun-

terparts to maloe information integra-

tion needs clear to all system vend,ors,

for both current and future purchases.

Z Whil" tlrere are erperiments und,er

way that might affect hou newspa-

pers are d,elioered,, it is unclear

whether these ffirts will be success

ful. Circulation erecutives should

erplore new m,ethod,s, but be prepared

for slow er - th an - de sire d, chonge.

Z Circulation erecutipes should work

with their Web and technical coun-

terparts to establish meaningful

return on ineestment fiiod,els to con-

eince corporate management that an

integrated approach will pay for
itself.



MANKET PNRSPECTIVE

he development of a new med"ium always rai.ses fear in estal:-

trished players. This was true when radio entered the market-

place and when television hecame a mass ntedir.rm.

Nevertheless, the sound h:i.te "no new med,ium has replaced an exist-

ing medium" misses a critical point.
New media affect their predecessors'economic foundations. Each of the established [old media]

players has had to evolve its business to meet the challenge of the newer media. For example,

radio changed its content and advertising models with the arrival oftelevision. Today, newspapers

- a mass media for more than a century - will, once again, have to adjust how they reach their

audiences and with what kind of content.

The NAA study "Leveraging Newspaper Assets: A Study of Changing American Media Usage

Habits" released in 2000 paints a more ominous picture:

"We find that there is some evidence that weekday newspaper readership has declined more

sharply among those 'who used the Internet in the past week'than among the public at large.

'Yesterday readership'declined 12 percentage points among Internet users between 1997 and

2000 but only 4 percentage points among those ' who did not use'the Internet."

While newspapers remain the dominant information medium for local and community news, high

school sports, entertainment and television information and religion and faith issues, they still

face a slew of competitors.

TRTNO II'I WEEKSAY }NEWs MTOIA USAGE

Percent used regularly; 4-5 times per week...

Study Year: 1997 Change

Local TV News

Daily Newspaper

World/National TV News

Radio News

lnternet For News

Source: Newspaper Association of America, 2000

However, there also is evidence those Internet users - and by extension digital consumers - are

not totally running away from newspapers. AYankee Group survey shows the average monthly

spending for newspapers among Internet users is the same versus all households, raising a
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question ofhow newspapers can position themselves as providing value that goes

beyond delivering the "news."

Ii\{TNRNTT HOI"'sEHOI.D VERSUs NON.Ii\{TENNET

HOUSTHOLO sPENElN6 BY MEBII.'M
Average monthly spending by...

lntelnet
Households

Non-lnternet
Households

Movies

CDs/Tapes

Concerts/Plays

Sporting Events

Video Rentals

Books

Magazines

Video Purchases

Newspapers

$L2.40

$L7.78

$L1,.77

$10.05

$11.31

$74.22

$10.93

$8.45

$11.40

$8.14

$11.81

$8.08

$6.93

$8.09

$71.22

$9.58

$7.55

$i-1,.42

L52

!51
!46
1_45

t40
L27

L!5
LL2

100

Source: The Yankee Group, 1999

In fact, compared to "total adults," a greater percentage of Internet users read daily and

Sunday print newspapers. This also is true of consumers who visit newspaper Web sites.

They are more likely than the population as a whole to read a printed newspaper. This

1999 study by Scarborough Custom Research for NAA also documented that 74 percent

of Web users that read online newspapers continue to read print newspapers as often as

they had prior to reading the online versions. Fifteen (15) percent reported spending less

time with the printed newspaper, but 8 percent reported spending more time with the

newspaper.

A more recent study by Belden Associates further examined the media habits of online

users and specifically the dynamics between the print and online versions of

newspapers. This study, conducted in 2001, used pop-up boxes online and confirmed that

online news viewers are heavy consumers of all media, particularly print newspapers.

Participants read or looked into a local daily newspaper 3.6 days per week (mean), less

often than they used AM radio and cable TV, but more frequently than various TV news

programming.

The study also pursued the big questions: Does the Web edition hurt print readership?

How does it affect home delivery print subscriptions and single-copy sales? The Belden

Associates survey indicates that 84 percent of participants who read the affiliated paper

during the past seven days said their visits to the site had no effect on their subscription

purchase habits. Site usage did not affect the single-copy purchase habits of 70 percent

of respondents. A smaller number, 55 percent, said site visits had no effect on their

reading habits (base of 4,917 respondents). This data point tells us that a sizeable

number of readers are changing their habits.



But one would expect print readership patterns to change somewhat if viewers are calling up

segments of the newspaper's articles on the Web. Forty-one (41) percent of the newspaper site

visitors were print subscribers, 24 percent were single copy buyers and 35 percent were pass

along readers. Specifically, when asked about changes in their home delivery status since they

started visiting the site, 7 percent had started a subscription, 4 percent had stopped a print

subscription and 89 percent had made no change. Regarding

single-copy, 15 percent said they bought more print editions since visiting the newspaper site, 7

percent have bought less often and 78 percent expressed no change in their buying frequency.

The study also gauged the change in reading habits. Among those who read the paper in the past

seven days and had been visiting the newspaper site during the past week, 29 percent said they

are reading the newspaper more often since they first started visiting the site and 9 percent said

they are reading less. Almost two-thirds said there has been no change.

That brings the larger question back to the forefront. Has the decline in newspaper readership

paralleled a greater availability of news and information from other media? The answer is yes

and the decline in newspaper readership has been greater in the demographic segment that is

most likely to use the Internet. Some newspaper readers are reading less frequently since they

added online to their list of media choices, but there is little evidence that newspaper sites are

preying on print readers to the point of causing a net decline in print newspaper readership.

Looking at the longer term trends, the decline in overall newspaper readership has not

accelerated at a time of an explosion in online usage. Consumers continue to use multiple

channels, including newspapers, for news and information and there is every reason to believe

that this will continue.

The bad news is that newspaper sales are flat or trending downward. Few media companies have

found effective ways to capitalize on the Web to drive new customers. Anecdotal evidence - 
per-

haps urban legend - argues that single-copy sales have suffered the most because ofthe digital

delivery of news via a variety of devices. Unfortunately, there is little hard evidence to provide

guidance to circulation managers.

This report provides more specific evidence regarding how newspapers are using online and other

digital media to attract and retain customers to either the core newspaper or to new products.

Among the opportunities:

E tfr" Hst of digital devices delivering news and information gets longer ever year. New

entrants include the PDA, the Web-enabled cell phone, audio delivery of textl and other
printed material, the e-book [electronic book] and Web tablets or pads.

I fnu emerging Web tablets and e-books should interest traditional publishers, as the

technology is much closer to the current consumer experience of reading on paper. With
lightweight screens and more readable type and resolution,'the e-book will display
content beyond the latest Tom Clancy thriller. First to be affected will be the textbook
industry; next might be the publishers of academic works or trade books. Not far behind
will be books requiring frequent updates, such as travel guides. Ultimately, this will be

just another device, wirelessly, to receive information and news.
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I fn" Audit Bureau of Circulation recently clarified its rules regarding online
subscriptions and the bottom line is that editorial delivered online can be

included as paid circulation, assuming the reader pays at least 25 percent

of the basic print rate.

E Historical organizational models also challenge newspapers. Most early online

efforts were independent of the newspapers' marketing efforts. Developing a

cohesive consumer message about the value of both print and online requires

time, internal agreement on a multi-platform strategy and a better
understanding of the value of branding.

I N"*.pupers need to rethink not only how they view customers but also

the importance of a collective effort that views the audience as a whole.

Even at their simplest, online efforts have the potential to affect their print

counterparts. AOL Time Warner has written one million new magazine subscriptions

through its AOL platform. And because these new customers sign up using credit cards,

half of those subscriptions are self-renewing. Signing up online not only provides new

revenue, but also reduces renewal costs. Currently, six percent of all magazine

subscriptions are generated online.

Understanding and meeting these kinds of challenges are paramount if the newspaper

industry is to leverage its strength in both old and new media.
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"To understand is

hard.}n,ce on,e

understand,s,

action is easy."

* SunYat-sen,

Ch,inese

statesman

0 866-1 9z).
No medium is an island.

trtr media types are connected and bound together by comrnon

heritage, customers and content. While the form of delivery,

)rushed trees and smeared ink ver$us silicon wafers and ener-

gr pr"rlses - only matter$ as it affects the r.ature of content, the foun-

d,ations of hoth newspaper and online are very similar. Both senre

information*hungry consumers: Each depends on a variety of revenue

source s; each is struggling to find the right comhination of business

models in tough econornic times.

Understanding those premises is important to understanding the

strengths and weaknesses of each mediurn and why newspaper execu-

tives need to take a more active role in shaping collaboration between

print and online in securing and retaining customers.

News in Print: What Works Best [and Why]

Newspapers have been buffeted by a series of technologies and lifestyle changes during the past

20 years. Publishers, editors, advertising directors and circulation executives have been

struggling to meet the challenge of declining circulation / readership with a variety of efforts.

In broad, sweeping terms the newspaper consumer's media choices and lifestyle activities have

expanded and shifted. Several studies point out that printed news has become less relevant to

consumers.

One such effort was the 1997 NAA / ASNE study titled, "So Many Choices, So Little Time," by

Clark, Martire & Bartolomeo, Inc., one of the most complete studies of media use ever conducted

in the U.S. by the newspaper industry. Its mission was to find out how Americans approach

newspapers in the context of the other media. The report warned: "At the present time, releuance

is NOT a strength of newspapers. It should be."
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Even earlier, the industry was exploring these issues with a series of roundtable

discussions in 1989, sponsored by New Directions for News. These sessions, "Reaching

Tomorrow's Readers," looked at ways to attract new readers and retain existing

customers by changing content focus and presentation.

Even further back in the last century's industry archives is a 7974 internal report on the

Chicago Tfibune, titled "Proposals for Improving the Chicago Tlibune and Attracting

Younger Readers." It was one of the catalysts that changed that newspaper.

Throughout all of this turmoil, however, newspapers have maintained and built upon

several major advantages:

. Mass Medium. With the increasing fragmentation of broadcasting, newspapers

hold a very powerful position as a mass medium, especially in the regional and

local marketplaces.

' Easier to Use. Newspapers are "instant on," with no waiting for news' even

when compared with the cable's all-news channels, which often have lots of
material that isn't news. Newspapers are more portable than current interactive
media devices - whether wired or wireless.

. Local, Local. One of the key strengths of newspapers is their ability to reach the

local consumer. However, what is relevant to this group is still the key issue and

that applies even more so to online sites. What works well at the local level for
print does not guarantee that it will work well on a Web site.

. Price. Newspapers are still one of the most economic information purchases

available.

. Tactile Experience. Readers relate to an item they are holding in a unique way.

. Serendipity. Readers find stories in adjacencies and on facing pages that they
might not have otherwise read. Because many Web pages contain only one or two

stories, the serendipity factor is minimized.

' Brand. Newspapers have a trusted brand in the local market which, done

properly, can be leveraged across a different medium.

. Brand Credibility. It will be increasingly important for customers to identify
sources of credible information online. The old famous joke by Peter Steiner,

"On the Internet, nobody knows you are a dog," is especially telling when it
comes to news and other local information. Tlusted sources will become

increasingly important and online newspaper sites can leverage their print
companion's brands.

Does online do as well or better than newspapers?



News 0nline
There are several areas where online news [newspaper] sites excel over their print companions'

However, we need to keep in mind that success in one medium is as much about technology - the

ability to do certain functions - as unique editing talents or customer base. Some of the

strengths of online newspapers include:

. Interactivity and customization. Newspapers have the ability to establish a dialog with
the customer and allow the consumer to contribute to the content of the site. Some of this
interaction is obvious, such as chat sessions, message board, polls, etc. More important are

interactive features that allow consumers to find and customize information that is
uniquely important to them. Online auto and housing sections are examples of that kind of

interaction. Personalization of news content is another form of interactivity. Interactivity
has proven to add to a positive customer experience online.

. Communities. Users have the ability to sort by communities of interest as well as by

geographic communities.

. Deep and deeper. AII the news and information that couldn't fit in the printed product

can find an organized and structured home online, We emphasize the words organized and

structured because too many sites simply dump unused wire service copy on to a site under

the guise of "more information." Sometimes more is less if you can't find what you are

looking for. Part ofthe challenge will be for online newspaper sites to develop relevant

additional content to what has already appeared in print.

. New and cool. New kinds of information will emerge from traditional journalist styles

and in multimedia formats, such as video and audio.

. Youth segment. The medium is familiar to the younger segments of the market. They are

acquiring a comfort level with online, and judging other media with this yardstick.

. Immediacy. Online can deliver news as it is happening. Live television and radio raise the

bar for the instaneous dissemination of news and events.
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Trusted name brands
to adapt to online customer

Long tradition of serving local
communities and extensive local presence

Experience in adapting to
"new" media revolutions

Backing of multimillion-dollar companies
(for newspapers with chain ownership)
development projects

Ability to adapt to ebbs and
flows of markets

Understand the needs of their readership

N rwspAprRS 0htLiN r
Strengths Weaknesses

Perception of being too slow

lnternet business models
still unproven

Fear of potential cannibalization
of customers and content

Little interest in taking risks
or sustaining research and

Reliance on online
advertising revenues

Expensive technology upkeep;
antiquated technical
systems

Sources: Newspaper Association of America, Yankee Group

The strengths ofthese two media provide unprecedented opportunities for newspaper
executives in acquisition, retention and customer relationship management. To seize
these opportunities, it is vital that the circulation executives understand the inherent
value ofprint and online and use different approaches for acquisition, retention and
customer service depending on the customer's preference. As online becomes much more
of a medium where "the customer is in control," circulation departments will need to
develop programs that currently may seem to be counter-intuitive. [See Acquisition
section of this report, page 25.]

Who Are the Audiences?

The september 2000 NAA report,"Leveraging Newspaper Assets: A study of changing
American Media Usage Habits," prepared by clark, Matire & Bartolomeo, Inc., depicts a

mixed picture about whether newspapers will remain a viable medium. The study
contends that while all Internet usage is up from 1997, use of all other media has
declined, at least in frequency. Newspaper readership among young adults aged 1g to 24
years has taken a significant drop and is tied with online as a regularly used medium.



MEDIA CONSUMPTION BY AGE GROUP

Use / Read Regularly - 4/5 Days Out of 5 Days

Daily
Newspaper

Local
TV News

World
Natlonal

TV News

lntemet
for

News
Radio
News

Study Year; 1997 2000 L997 2OOO

Base; 3005 4003 3005 4003

%%Yoo/o
Total: 51 46 63 55

Age

78-24 33 24 44 36

t8-34 36 28 49 40

35-49 49 43 62 53

50-64 63 60 73 64

65 or older 70 66 81 75

1-997 2000

3005 4003
o/o %

42 37

t7 16

24 22

37 33

53 49

73 58

L997 2000

3005 4003
o/o o/o

774

7

8

8

6

3

Source: Newspaper Association of America

Although less slippage has occurred within older groups, for the most part, the audience for news

is being split between media types and the generations. In other words, the younger the customer,

the more important the Internet is.

The NAA report asked this critical question for the newspaper industry: Do these young people

represent the wave of the future?

Here is the response from the report:

"We find that there is some euidence that weehd,ay newspqper readership has declined more sharply

ctmong those who used the Internet in the past week than dnxong the general public at large.

Yesterday readership declined 12 percentage points anxong Internet users between 1997 and 2000

but only 4 percentage points among those who did not use the Internet."

This premise gets slightly more worrisome when we look at customer satisfaction levels among

the various media types. While newspapers have fared well, the Internet is playing an

increasingly important role in meeting the information needs of consumers.
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23

23

20

18

7

1-997 2000

3005 4003
o/o %

49 43

37 25

43 36

55 54

54 45

46 36
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Here's what the NAA study showed:

CUSTOMER SATISTACTION AMONG MEDTA TYPE5

Content area Who dominates

Newspapers dominate.

TV leads followed closely by newspapers and the lnternet.

lntelnet leads. The lnternet dominates for personal finance,
natlonal business news and science and technology,
followed by newspapers and magazines.

Newspapers dominate.

Magazines dominate and/or share the lead.

Magazines share the lead with the lnternet.

Newspapers and TV lead but the lnternet makes a very
strong showing.

Source: Newspaper Association of America

Comparing strengths and weaknesses of newspapers and online is an important topic
that should increasingly interest newspaper executives ifthere is going to be a great

sense of collaboration between media.

One form of collaboration might be the opportunity to induce new print subscriptions by
highlighting local content information within general interest or national / international
news pages on the newspaper's Web site. If you can identify those Web customers who
are more likely to subscribe based on their online habits, there is an opportunity to
target acquisition messages.

Conversely, print executives need to find ways to provide credible and well-organized
general interest news within their local sites and promote those features within the
newspaper pages. This means that newspapers and their online operations need to take
a look at two types of customers and their interests: the print reader and the online
consumer. It will be increasingly important to define where and how the groups overlap.
Where they are unique, we need to understand the information needs of both groups in
order to cross-promote and cross-sell effectively. Our goal is to turn the two groups into
one, wherever possible.

How 0nline Users Use News Sites

Because of the unique way Web sites can track customer behavior patterns [see

measurement discussion that follows], we know more about those behaviors while, in
addition, acquiring a rich collection of data about how those sites are used. Most Web

sites should be able to easily identify which areas of content 
- news, sports or

classifieds - receive the most traffic. By themselves, however, those measurements can

be misleading, as traffic numbers at some sites are more a reflection of the number of
"pages turned" rather than content viewed or even read. Searching for a home or auto

Local news

General news coverage

Business, technology news

Entertainment

Fashion and clothes

Health and fltness

Sports
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can generate a large number of page views, versus a single page that displays a news or sports

story.

It is, therefore, important that other measures are taken into account. For example, Jupiter
Media Metrix performs consumer research using a panel of online users. Here are the top 25

activities of online customers during a typical month:

TOP ACTIVITIES OT ONLINE USERS

Onllne Activities Total Online Activities Total

--SS"/o
E-mail

Use search engine

Research products
and services

Local content

Electronic greeling/
post cards

Contests or sweepstakes

lnstant messaging

Daily news

Online directory

Download free software

Health sites

Travel research

93o/o

79%

78o/o

59o/o

57o/o

57o/o

5Oo/o

49o/o

49o/o

49o/o

48%

43o/o

Check stocks and quotes 34o/o

Chat online

View jobs in classifieds

Play board, card
or trivia games

Music sites

Online coupons

Newspaper Web site

Message boards

Listen to audio online

Online banking

Play action, fantasy games 27o/o

View personal web pages 27o/o

32o/o

3to/o

37o/o

3t%

29%

28o/o

260/o

26%

Source: Jupiter/Media Metrix

We have highlighted topics or areas where newspapers have or could have a strategic advantage

(see page 14) based on their content and publishing experiences. This is not to suggest that
newspaper Web sites pare down other material. Rather, we urge a better understanding of how

customers are using the Web, in much the same way the newspaper industry has developed

methods for better understanding what kind of content is popular, regardless of whether there is

revenue support for such material.

In addition, this needs to be looked at from a holistic viewpoint, understanding the strengths of

print and online together. It makes little sense to look at online in a vacuum or as an R&D

project. Online is its own news / information channel that newspaper companies have been given

the opportunity to own. How companies take advantage of this opportunity will depend on how

well they understand the needs of both audiences and find ways to move customers between each

platform.

What Gets Measured and Why

Unlike print, online has little in the way of standardized measurements. Because of the very

nature ofhow the Internet communication protocols were developed, the foundation for tracking

involves individual or groups of computers rather than users or consumers.
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T)rpically, when a consumer visits a Web site, the computers delivering the content,

which are called "servers," open a session and take note of the Internet Protocol (IP)

address of the visiting computer.

While this might sound like a way to track customers, the Internet does not work that

easily. Many consumels do not have a "fixed IP" address, because the service provider

they use (e.g., AOL or Earthlink) assigns a temporary address for the time the consumer

is online. Therefore, only the service provider is tracked, not the customer.

Businesses do the same thing - using other servers to automatically assign an IP

address to an employee as needed. The value to businesses and online service providers

is an easier way to provide IP addresses without worrying about updating records of

individuals and their IP addresses. It also makes upgrading computers easier'

This issue of IP addresses gets even more complicated for Web publishers. For example,

AOL, the largest online service provider with 30 million subscribers, uses computers to

"cache" popular Web sites. A cache is a copy of the most popular pages on a site. When a

consumer using the AOL service visits a cached site, AOL is actually displaying this

content from its own "caching servers." There is no record ofthat visit on the publisher's

Web site, only a visit from one of AOL cache servers.

In the print world, this would be like a distributor making copies of the newspaper and

giving those to subscribers rather than the printed original. Caching does not endear

AOL to various Web sites, and some sites add codes to prevent any caching of sites.

While a Web site is cached, the site loses traffic and the potential to make money from

that traffic.

Knowledge of these fundamental issues is necessary to understanding why Web sites do

not count consumers the same way as newspapers count subscribers.

Web sites do have some advantages in understanding their customers: tracking is

immediate and almost real-time'; Web sites can track more specific information, such as

popular areas or features; Web sites also can track the time spent during an average

visit to a site.

Here are some of the measurements used by Web sitess :

. Page Views. Accessing of a Web page is often used to measure traffic. A page

view differs from a "hit" by counting only the number of times a page has been

accessed, whereas a hit counts the number of times that each of the elements in a
page, including graphics, have been accessed.

. Visits and Visitors. This measurement refers to a person [or computer] who

visits a Web site more than once within a specified period of time, usually 15 to

30 minutes, but sometimes 24 hours. Software that tracks and counts Web site

traffic can distinguish between visitors who only visit the site once and unique
visitors who return to the site. Some Web measurement firms extrapolate this
number from the overall page view number, using a proprietary algorithm.



Cookies. Some sites write a small file to the customer's computer called a "cookie," which
helps track visits by that computer user. Without registration, the computer user cannot be

determined to be either male or female, young or old.

Unique Visitors. These visitors are measured according to their unique IP addresses,
which are like online addresses, and are counted only once no matter how many times they
visit the site. There are some service providers that use "dynamic host configuration
protocol," such as AOL and cable modem providers, which use different IPs for every file
requested, making one visitor look like many. In this case, a single IP address does not
indicate a unique visitor.

Duration. This term refers to the time a visitor spends on a page or within a site. Web
sites increasingly look at this measurement as a test of customer loyalty.

% Reach
YAHOO.COMx 55.6
ACCESSATUNIA.COM 23.2
cNN.COt\4 16.4
CITYSEARCH* 7.3
t\tsNBc.cot\4 6.2
HOI\4ESTORE SITESX 6,2

% Reach
t\4sN.cot\4 47.8
BOSTON.COM 77.6
cNN.COt\4 14.0
IVSNBC.COI\4 13,5
DtG|TALCtTY.COtvt 12.1
NYTIMES.COI\,,I 4.1

% Reach
t\4sN.cot\1 60.6
cHRON.COM 14.2
cNN.COt\.4 11.2
CLICK2HOUSTON.COM 9,2
DtG|TALCTTY.COT\4 7.7
tvtsNBc.cotM 7.7
CITYSEARCH* 7.1

hansas (;[y Home/woiK
Local Reach
N4sN.c0r\,r 62.4
DIGITALCITY.COM 14.6
KANSASCITY.COM 73.4
KCSTAR.COM a3.4
t\4sNBC.COt\1 12.4

Norto-ik Ho-m-frolE-
% Reach
YAHOO.COTV* 53.5
HAMPTONROADS.COM T4.2
PILOTONLINE,COM L7.3
DIGITALCITY.COI\4 9.6

% Reach

YAHOO.COtVI* 52.9
AZCENTRAL,COM L3,3
cNN.COt\l 10.5
t\4sNBC.COt\1 6.4
DIGITALCITY.COI\4 5.0

Sacramento Home/Wolk
Local Reach
YAHOO.COt\4* 68.9
SAcBEE.COM 23.4
r\4sNBC.COt\l 14.8

san t]anctsco Home/worK
% Reach
YAHOO.COMx 68.8
N4sNBC.COr\4 16.3
cNN.COM 15.9
CITYSEARCH* 15.4
SFGATE* 11.4
BAYAREA.COM 70.7
NYTil\lES.COt\l 9.7
MERCURYCENTER.COM 8,6

ra-fiEmme/wo-;-
% Reach
YAHOO.COTV* 59.8
DtG|TALCtry.COt\4 13.5
cNN.C0tv 11.2
r\,1sNBC.COM 10.3
TBO.COM 4.5
r\40NSTER.COt\4 7.3

Chicago Home/Work
% Reach
YAHOO.COtvt* 56.3
Chicago Tribune Sites* 13.7
DIG|TALCtry_COtV 13.7
t\4SNBC.COM 13.2
cNN.COM 12.1
CHICAGOTRIBUNE.COM 77.7
NYTII\1ES,COM 7,1

cln-cin-n=iiE'fr7Wol[.-
% Reach
YAHOO_COM* 67.9
ctNctNNATI.coM 77.3
ENQUIRER.COM 73.4
tllsNBC.COt\4 12.3
ctNctNow.coM 10.8
DIGITALCITY,COM 10.O
cNN.Cotvt 9.7

Los Angeles Home/Work
% Reach
YAHOO.COM* 61.5
LA TIMES* 75.7
cNN.COtvl 13.0
MSNBC.COT\4 12.2
DIGITALCITY.COM 9.5
CITYSEARCH* 8.9

Home/Work
% Reach
YAHOO.COt\4x 58.7
t\1sNBC.C0rvr 14.2
JSONLTNE.COM t2.5
cNN.COt\,1 10.O

Minneapolis€t, Paul
Home/Work
% Reach
YAHOO.COtvt* 56.9
STARTRIBUNE,COM TO,A
PIONEERPLr'.NET.COM 9,2
cHANNEL4000.COt\4 8.9
cNN.CO|V 7.7
MSNBC.COIVI 6.8
DIGITALCITY.COI\4 5.8

% Reach
YAHOO.C0tVI* 59.5
cNN.COtvl 12.0
DALLASNEWS,COM lO.5
I\,4SNBC.COVI 4.9
CITYSEARCH* 7.6
DIGITALCITY,COM 6.1

wasnrngton u.u. Home/wolK
% Reach
YAHOO.COtvt* 61.0
WASH I NGTO N PO ST. CO M 24.7
cNN.CorM 14.1
t\4sNBC.C0tvt 10.9
NYTil\lES.COtvt 9.0
DIGITALCITY.COI\4 7.5

Denver Home/Wolk
% Reach
r\4sN.cotvl 52.4
DENVERPAST.COM 70,6
t\4sNBC.C0t\4 9.5

% Reach

YAH00.C0Mx 60.4
tvlsNBc.cor\4 12.5
NYT|MES.C0T\4 10.5
DtG|TALCtTY.COt\4 9.1
cNN.C0r\4 8.1

120 C0N'IE ToCllTFl EH., Drrrxrnc rNl Couprrulrrrnv ManrrrrNc Rorls or Pnrxr lito Onlrur
I

LocaI Market Advantages, Opportunities
The good news is that many local

marhet. Newspaper Web sites

generally have more *affic I
visitors than other local sites.

What they do not have is total
leadership in the marketplace,

which is generally held by the

major players: Yahoo, AOL and

MSN. These portal sites, which

attempt to provide breadth of

content by creating it, licensing

it or by pointing to it elsewhere

on the Internet, have

significantly more "reach." Reach

is the percentage

of projected individuals within
a designated market that
accessed the Web content of a

specific site among the

total number

of projected individuals

using the Web.

While the top sites in all local

markets are the large Internet
portals such as AOL and Yahoo,

there are some markets where a

national news site, such as

MSNBC, has a better local reach

newspaper online sites are the top local sites in their local
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than the local newspaper or local television site, according to Jupiter Media Metrix, a
Web-tracking company. These national news sites even have some local news sections to
appeal to those consumers who want a complete news experience. More often than not,
the local portions of these sites are more about the "illusion of local news" rather than
the in-depth report a newspaper can bring online.

This is both a challenge and opportunity for print and online departments. Immediate
goals should be to ensure that the newspaper's local Web presence is the top news site in
the local market. According to a review of Jupiter Media Metrix, in only half of the
largest U.S. markets are the local newspaper Web sites the leaders in the news site
category. other measurement services, The Media Audit and NFo/worldGroup, show
similar rankings for local newspaper Web sites. In a January press release, The Media
Audit reported that daily newspaper Web sites are out performing all other local media
in 51 of 81 markets.

Regardless of what measurements are used, the local newspaper Web site faces much
more competition for time and attention within its medium than its print version. This
is bad news not only for those newspaper web sites but also for the newspapers
themselves, as they try to market the value of the printed newspaper to a smaller group
of Web customers than do their competitors.

Cannibalization and Erosion

When newspaper Web sites emerged, many newspaper executives asked some

fundamental questions. "will online impact my subscription numbers?" and "If we give
away our content, will people stop subscribing?"

Available research provides little evidence ofnet circulation erosion as a direct result of
putting newspaper content online, nor is there any hard data that supports the fear that
customers are leaving newspapers because all of their information needs are being met
online. We believe that you cannot point to online as the single cause of circulation
erosion.

In a survey of 290 circulation executives conducted for this report, only 11 percent saw
the Internet as a major cause in the decline of their circulation. Lack of time by the
reader was identified by 65 percent as the greatest challenge to maintaining customers.

Newspapers do not exist in a marketplace vacuum. Many of the challenges facing
newspapers (lack of time, Iack of relevance) existed long before the first online services
emerged. A more important question to explore is whether online news sites, not just
newspaper sites, help to accelerate any trends.

A fundamental shift has occurred in the information habits of the American news
consumer. News is consumed differently than via the complete packages offered by
newspapers, magazines or the SO-minute nightlv news broadcast. News consumers can

{im,,
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"slice and dice" their news and information from a buffet of sources using a variety of delivery

methods.

While this opportunity might have existed prior to the development of the Internet, today's online

market has significantly reshaped the way consumers access news. Expectations are different

across all media, not just newspapers, making print-online collaboration even more essential.

However, consumers are spending significant amounts of time online. According to Nielsen /

NetRatings, another tracking service, the average Internet consumer spent more than 16 hours

online in May 2001.

Average lnternet Use in May 2OO1

Time spent per month

Time spent during surfing session

Source: Nielsen//NetRatings

From where did that almost full day of activity
come? A snapshot of today's consumer behavior

highlights subtle shifts in the way people get their
news and information.

The most recent study, conducted by Scarborough

Research in 64 U.S. markets, is based on 2,000

online interviews of adults 18 and older who

accessed the Internet during the past 30 days. That

study shows that the vast majority, or 75 percent, of

consumers have not changed their media

consumption habits. Of those that did change,

television suffered the greatest erosion [23 percent

using TV less oftenl, followed by magazines [20

percent], newspapers [15 percent] and radio [9

percent].

This survey was a more optimistic view of

cannibalization as reported in a series of studies by

Jupiter Research starting in spring 1998. While

television suffered the greatest consumption shift
due to the Internet, newspapers in 2000 saw a startling jump in erosion, 21 percent up from 16

percent6 the previous year.

Bob Cohen, president of Scarborough Research, put it best when he said "...while the majority of

online users report no change in their traditional media habits, the fact that substantial

percentages report altered behavior is evidence ofthe continuing evolution ofconsumer habits."

There are two key points to consider when thinking about what we know of erosion today:
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' Most of the survey work concerns shifting from eri,sti,ng media consumption. We

know little about the media consumption habits of those who do not use any
traditional media. This is especially true for teenagers who are growing up with
the Internet.

. Because this is an evolutionary process, it is reasonable to expect further shifts in
behavior going forward. The longer consumers have been online [i.e.,number of
years], the longer they use the medium. Those who have been online for less than
a year, spend only about 7 hours a week using an online service. When a consumer
has been online for more than two years that weekly usage pattern doubles.

Charging for Content

The above discussions come around to the $64 million question: "Will general newspaper

Web sites ever be able to charge for content?" Or put another way: Once you can get it
for free, why would you ever pay for it?

So far there is little evidence or research to suggest that getting newspaper Web site

consumers to pay will be easy. There are, however, opportunities to adjust the economic

models of newspaper Web sites to include "pay for content" if material is perceived as

having high value.

Research indicates that consumers are not opposed to paying for content. A recent Web-

based study by Lyra Research [Mass.] of 1,000 respondents indicated that almost 20

percent of Web customers have paid for content sometime during their Internet

experience. The bad news is that 80 percent have not. Further bad news: Almost half of

that paid content was adult in nature. Other content that sold included material from

"industry-specific business sites," or premium news, music and video sites.

The second quarter 2001 Belden Interactive Report indicated that less than 10 percent

are willing to pay for newspaper content.

1IISITORS APPEAR 50M EWHAT WIL'.IN6

Get Login/Password

Complete Short Registration

Reg. in Exchange for Complete Articles

Reg. for Special Site Access

Pay for Premium Content Access

Pay for Complete Articles

Pay for Access to Classifieds

Pay for e-mail Updates/Headlines

Pay for Searchable Newspaper Content

TO RE6I5TTA. BiJT NOT PAY

63%

53%

ot /o

42%

5%

- o/i) /o

oo/

nO/

Source: Belden lnteractive, 2001



Wy Consumers Visit "Pay for
Content" Web Sites

Percentage in Group

Respond,ingwho Have Paid for
Veb Content

In our view, there were two very significant findings from this research that directly impact

whether newspapers can charge for online content.

The greatest motivating factor in purchasing content points to the phrase, "the only place I can

get what I need." More than 40 percent of those who purchase content cited this reason as the

major decision driver. However, other drivers include "curiosity about the content" and a "desire

to get content in an electronic format."

The longer a consumer has been on the Internet, the

more likely he or she is willing to pay for content.

According to Lyra Research, only 9 percent of new

Internet users have paid for content. For consumers who

have been online for six or more years, that purchase

number jumps to 24 percent. As the Internet market

matures and publishers provide more valuable content

and services, it is more likely a "pay for content" model

will succeed.

The online media industry has not been without its
pioneers when it comes to trying to get consumers to pay.

The poster site of these efforts is WSJ.com, The Wq.ll

Street Journol's online effort, which launched in 1996,

and is the largest newspaper Web site to require paid

subscriptions. As of March 31, 2001, the site had 574,000

paid subscribers. The site's subscription's fee structure is

simple: The Wall Street Journal print subscribers pay an

additional $29 annually; non-subscribers pay $59.

All that being said, having more than a half-million

subscribers is no guarantee of success. The WSJ.com site

is not yet profitable and Dow Jones, the parent company

of WSJ.com, is considering a price increase.

Other newspapers also are looking at ways to get

consumers to pay for content. BoLh The New York Times

and The Dallas Morning.ly'ezos have announced plans to

put some of their content in a "pay'' mode.

It is important to note that paying for content does not

always mean a financial transaction. In some cases,

getting accurate customer data is a form of payment' A

customer is asked to provide information in exchange for

additional products or services. The danger, as The New

Yorh Tirnes knows with its current registration method,

is that there needs to be some method to validate that
customer data.
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Wanted informationl
in electronic form i

Curious about
the content

(3e%)
The paid site is the i

only ptace I can get
what I wanted
(42"t")

PEREENTAGE II! GROUP RESPONOlN6
WHO IIAVE PAIO FOR THE WEB CONTENT

3 0o/o

25ak

2Aak

15%

10%

5Ya

0%

Less than 0nce a day 24 times 150 times 10*times
once a day (n*17) a day a day a day

(n*13) (n=77) (n*3e) (n*48)

Frequency of Web A.ecess {n*tr.030}
Sourcer Contert Inteliegenae
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1l circulation executives know one thing very well'

Acquire new customers or the game is over. The great

circulation machinery needs to be fed with new cus-

tomers and renewals, all at a greater rate than cancellations.

That's the obvious.

What seems less obvious is why there has yet to be a greater use of newspaper Web sites

to drive print subscriptions. In a survey of 290 NAA Circulation Federation members,

almost all respondents [90 percent] said their company's Web site home page has a link
to a subscription area. T\cue enough, but we found that many of these links were hard-

to-find text links buried near the bottom of the page. If a customer went to the site to

subscribe, he or she would have a difficult time.

In addition, a review of 100 Web sites undertaken by Finberg-Gentry [see Appendix E]

indicates that more than half of those circulation links were "buried" below the "fold" on

the screen, which means the customer has to scroll down a number of times to find the

link.'

When looking at the most fundamental statistic regarding acquisition - how many new

customers are being generated weekly via the Web - the numbers tell a less than rosy

picture. Almost 60 percent of circulation executives surveyed indicate they are getting

fewer than 10 subscribers a week. This percentage held true regardless of circulation

size, showing that large newspapers do not have any inherent advantage.

NUMBER OF 'START" ORDERS GENERATET} WEEKLY VIA TI.IE WEB

Responses Response Ratio

0-10
L7-25

26-50

51-100

lo!-200
More than 200

Total

155

56

25

15

3

6

260

60%

22o/o

tOo/o

6%

ao/o

2o/o

700%

Source: Nielsen/NetRatings

When we probed the topic of acquisition with a different question, we found that 85

percent of these Web's subscription offers were not unique to the Web and perhaps had

Iess of a call to action to potential online shoppers or subscribers.
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It is important that circulation executives understand that the Internet consumer is driven by

several factors that must work together in any print-online acquisition strategy. Early researcht

shows that several key factors are important for the online shopper:

. Security of transaction

Competitive price

Convenience

Ease of buying.

All of these factors are within the control of newspaper Web site managers, although they might

not have the financial resources to accomplish the necessary technology infrastructure. Again,

this is an area where circulation, online managers and all newspaper executives must work

together to establish meaningful return-on-investment models to convince corporate management

that an integrated approach will pay for itself.

Another driver is the online consumer's tendency to research a potential purchase. Jupiter

estimates that online research for offline purchasing will dwarf online shopping by 2005.

When it comes to online subscriber acquisition, the Internet is merely a tactic and cannot be a

strategy in itself.

For newspapers to thrive, they need to look at developing a strategy that establishes the print

product as a key information product [although not the only one] in the minds of potential

customers. This is a strategy that retailers use. For example, Target.com lets online customers

browse through its weekly in-store advertisements. But, for every $1 these consumers spend

online, they spend $7 offline because of information they find at Target's Web site.

It is a lesson the newspaper industry should learn.

Using 0nline for Subscriber Acquisition

To further probe these issues, we conducted an informal review of 100 newspaper Web sites,

testing Web users'ability to easily subscribe and address common customer service needs'

The review occurred across two weeks in April 2001. We distributed site testing among small,

medium and large newspaper circulation, across private and publicly-owned companies and sites

with a range of online sophistication. Despite examination of a wide range of sites, results of this

review should not be construed to be statistically applicable.

Testing included whether sites contain subscription links or SUBSCRIBE calls to action. The survey

also examined how prominently and frequently those links and calls to action were displayed.

In particular, we examined whether e-commerce was enabled at a level that met reasonable e-

commerce expectations of Web consumers, i.e., the e-commerce "standard' set by the most-

trafficked sites such as Amazon.com:
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Fully-executable transactions, enabled by secure server connections. Fully-
executable means that a user can move completely through the purchasing cycle

from inquiry selection, purchase, electronic payment, payment-pending

notification to Web site and e-mail confirmation of order.

Fallback to fax for consumers reluctant to provide credit card information
through the Internet. All pages also will have telephone numbers for customer

service.

Various payment options: credit card, automatic debil', EZPay, etc.

Full customer service functionality, including both automated processes

(e.g. vacation holds) and access to a live person.

A clear call to action to subscribe or renew a subscription.

In our review, 77 of t]ne sites had a clear SUBSCRIBE call to action on the home page of

their newspaper Web site. Of those, 48 were "above the fold," placed on the page so that

they could be seen without making the user scroll down.

This indicates that those newspapers committed to gaining subscriptions through the

Web understand that the SUBSCRIBE call to action will be more successful when placed

in an easy-to-find location on the home page.

While this might seem obvious at first glance, this statistic quickly becomes more

remarkable. Consider the path that must be followed to get a standing commitment for

above-the-fold placement of a SUBSCRIBE link on the home page: No sites in our research

were controlled by the circulation departments of their newspapers; most were managed

by independent Web departments or were run by some combination of newspaper

departments such as marketing and editorial with representatives from each. However,

many Web departments had no standing circulation / marketing representative.

Additionally, several departments were set up as companies separate from the

newspaper, with their own profit-and-loss responsibilities.

Most importantly, many Web departments / companies have had few obvious incentives

to push print circulation, which makes the existence of above-the-fold SUBSCRIBE calls

both a success story and a baseline from which to improve.

While the importance of above-the-fold placement decreases as consumers become more

comfortable with scrolling on a page, placement is still very important. Usability tests

show that the longer the page, the more likely a customer will "faII off' or stop scrolling.

Jakob Nielsen, a Web site usability consultant, puts it this way:

"Keep the visual Limits of the browser wLnd,ow in mind, when d,ecid,ing what the user will see

when they first enter your page. Like the fold in a newspaper, the bottom edge of the browser

wind,ow will stop some people from reading further. If critical d,ata is buried two or three

screens d,eep, some read,ers nxa,y never see it at all. If the important information is relegated to

the first browser wind,ow, read,ers will be sure to drink it in within the first visual gulp ."

For newspapers to thrive, they

need to look at devetoping a

strategy that estabtishes the

print product as a key

information product [atthough

not the onty one] in the minds

of potential customers.



For 29 percent, the SUBSCRIBE link was below the fold. On many of those, it was at the very
bottom of the Web page, lowering its chances of being seen. In 22 percent, the SUBSCRIBE link
could not be found on the page.

E-Commerce Gap

There is a gap between newspapers and consumers in the online subscription process. In fact, this
is true regarding not only circulation transactions, but also every form ofbusiness a consumer or

the advertiser may have with the newspaper.

Our most valuable online customers are those who come to us wanting to purchase a print
subscription through the paper's Web site. As people willing to transact through the Internet,
they have a set of e-commerce expectations.

As an industry, newspaper Web sites frustrate them by failing to have breadth and depth of
functionality and service.

The reasons for these shortcomings are generally justifiable and understandable. They stem from

outmoded technologies, budgetary constraints and sales thinking that has not adapted to include

the evolutionary changes brought on by e-commerce. Newspapers already are working on

solutions in a number of areas:

' Web sites do not have the technological capability to conduct e-commerce.

. Web sites have the capability, but the Web databases can't interact with their circulation
department's subscriber database.

. Databases can interact, but a decision has been made that the opportunity to up-sell is too
good to miss, so the transaction is pushed offline to a human who attempts to upgrade the
sale.

. Web sites possess the ability to conduct e-commerce, but not the ability to conduct
customer service.

' Web sites may have some or all of these capabilities, but only to a limited degree.

. Papers have outsourced some or all ofthese capabilities, but their vendors do not
completely meet their needs.

. Papers have correctly identified how to address these needs, but have not been able to get

the money to do so.

Internal politics between Web site and print circulation and./or other parts of the company

is impeding progress on these goals.

The corporate Web arm has mandated a policy, procedure or technology that fails to
facilitate online driving of subscriptions for individual newspapers.
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Tracking Success

Interestingly, few companies interviewed tracked the success of various Web

subscription efforts.

Those that did, however, were able to tweak efforts to maximize success. Consider the

efforts of The Allentown (Pa.) Morning Call fwww.mccall.coml: Online efforts to drive

print subscriptions began inAugust 1999 and were tracked from the beginning.

Valerie Hayes, circulation operations manager for The Morning Col1, developed a

straiShtforward Excel spreadsheet to chart successes and identify potential problem

Yearly E-Mail Totals
By Tribune Calendar Months

Year 1999 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov
(2weeks) (3weeks)

Dec Yeady Total

Subscription Requests

Subscription Stops

Vacations

Service Complaints

DMD Requests

Miscellaneous
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Monthly Total 47 52 50 45 67 729 7159 700 83 62 725 874

E-Mail Addresses Collected

E-Mail Addresses To Date

o 27 94 51 189 169 138

o 27 Lts 166 355 524 662

738 732 108 158 138 1336

800 932 1040 1198 1336 1336

YeaF2OO1 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec YearlyTotal

Subscription Requests

Subscription Stops
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67 43
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30 35

778
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32 39
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51 60

64
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Monthly Total 773 96 703 708 o 420

E-Mail Addresses Collected 175 754

E-lMail AddressesTo Date 12t51 1605

134 726
1739 1865 1865 1865 1865 1865 1865 1865 1865 1865

529
1865

We mainly offet coplbiLit! to stlft a subscription or request a vocltian stop on our Web site. Numbers in the "Subsciption stops" reflect

stops of orders that were initi1ted via out Web site. Since 2000 all Web orders ore fuLl rate; no discount offers. MIy 2001 reftects portiot numbers.



She tracks, along with other information, subscription requests, subscription stops, vacation

stops, service complaints and the number of e-mail addresses collected through a variety of offline

and online programs. Hayes also watches the number of page views to the SUBSCRIBE page,

especially as page views relate to design changes and promotions in other parts ofthe site.

She notes potential causes of significant aberrations. For example, her team believes the

particularly malignant "lovebug virus" might have been partially responsible for a drop in the

timeframe around May 2000, when the virus was most active.

By tracking and analyzing Allentown's numbers, and by looking for successes and trends, Hayes

can maximize success and understand fledgling challenges before they grow into full-blown
problems.
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Promote the Print Product

lientown markets its print edition to avid Web users

with good response. Its "This Just In" feature send,s a

aily e-mail update to alert Wbb users to stories coming
in the next day's print edition. So far, r,3oo users have signed
up. Each update contains a "subscribe to The Morning Call"
Iink; Allentown is tracking these results to gauge user follow-up.

Ihis Just In. . .
HEWS BY E*MATL!

Check me inJor ruy personal E-mailJraw The Morning Call newsroom

f 'TIIIS ruST iN . . ."ftilews on weekday afternoons, plus breaking stories from around the Lehigh Valley any
time)

l- pl*"," do noiuse !nypeEqnrllyidentifi!ble inlormation I provide onlhislorm(nBme, email addres.snait mril addre$.ielephone numbeI)io !ilowrny
party i0 cammunicstE dilectly wiih me olhet lhan when I !m visiting mcill.com or ar affiliaied sile. lnlormrlion submitted here may be used by mcall.com es d



Understand the Value of Different Types of Sales

The Poughheepsie (N.Y.) Journal [www.poughkeepsiejournal.com] confirmed the value

of its Web-driven subscriptions by examining retention rates of different types of starts.

Poughkeepsie has two offers on its site: a straight subscription and a 30-day sample. Response to the

Web offers is good: 6 to 10 samples and 8 to 12 regular subscriptions

per week. While the subscription offer runs at only about 20 percent of what telemarketing sells, and

only 10 percent ofwhat Poughkeepsie's crew operation sells, the retention rates ofthe Web starts are

much higher, says Patrick Daugherty, circulation director.

"We're getting more and more away from telemarketing because it's getting to be a

hard sell."

A Littte Marketing Can Go a
Long Way

Shanee Kirk, special projects

coordinator for the Austin American-

States man's [www. statesman.com]

circulation department, had the task of

redesigning the paper's subscription

site:

"When they handed me the

project there had already been

discussions around the

functionalities they uanted and

the content/offers that they

wanted. I had a clear direction

of where we needed to go.

'We took that to the

program,nTers. They worked up

the pages which are similar to

how they look now, although we

continually euolue the pages

based on customer feedbach. We

worhed on the forms and

mahing the credit cards secure.

The programmers implemented our changes and got it designed and we immediately

got a jump in our number of sells per day and per week."

The redesign launched in March 2001.

"When we did the redesign, not only did we change it to be more clear and concise, but

we also added a place for subscribers to renew online. Once we started offering it, we
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started getting

renewals

imrnediately."

But the true turning
point for the

Statesman came in
May, when a relatively
simple piece of

marketing, a bill
stuffer, put a spotlight

on the new "Renew

Online" function. Says

Kirk: "In early May we

got 13 renewals the

first week, then 17, 22,

52, 62 (weeh ouer

week). Now we get

more than 50 weekly

and consistently."

Interestingly, when

the redesign launched

in March, it started with a 35 percent discount off the regular subscription rate. But in
May, when the bill stuffers went out, ttle Statesma;n ended the discount and renewals

soared anyway.

Does this mean that Web renewals and subscriptions are less price-sensitive? This
question needs additional tracking across the industry before we can draw solid

conclusions. However, we do know that Web starts and renewals are for the most part
voluntary and carry no commission costs. If renewals / subscriptions prove to be

consistently supportable full-price starts, then they truly should be categorized as ideal

circulation.

Listen to Your Customers

Kirk says the paper's evolution of its Web subscription site did not stop with the launch

of the redesign:

"We get constqnt customer feedback and we respond and try to take action to correct

problems quickly 
- usually within a couple of weelzs. We donl want any barriers to a

uoluntary subscription, It needs to be as easy as possible."

One Statesmon customer questioned why a work phone number was required on the

start form. "I don't work," she said. The Statesman team made that field non-mandatorv.

Austin Arnorimn-Statesman
statesman,com
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Subscribe to the Ventura CountY
Star and get the print editi0n
delivered to your home. Or, You can
place vacation stops, submit
changes to your address or
telephone number and tell us about
your service.

Our customer seruice
representatives are waiting to

HOURS
Mon- 64,m,-6
Fri! F, m,

Set! 6'10a,m,
gunr 7 - 11 E,m.

answer any questions you may have. Questions can be

submitted by filling out the form on the customer s*rui ce

naue, bV email or by calling our oftice (800-221-7827J.

Another customer called because he wanted to renew for a year, not just 13 weeks; however, 13

weeks was aII that was available on the Web site. The Statesman team immediately began

working on longer-term subscription offer for the site.

Keep It Simple
When the team from the Ventura County (Ca.) Star [www.insidevc.com] needed to rework its

online circulation area, they identified their areas of concern and then paired experts from each

department to provide solutions.

Steven A. Smith, vice president of circulation and marketing, and Stephen Dana, director of new

media, put the retention manager who was responsible for customer service together with key

Web designers.

The result: a clean interface that is easy to use and requires no deciphering.

Says Smith: "I'm a big belieuer in making euery-

thing simple. You haue to thinh about the first
time people are loohing at the screen. Are they

going to get it? The other issue is how long it
ta,hes them to get to it. It needs to be conuenient

and quich or it's no good."

You Don't Have to Be a Rocket
Scientist to Launch a Rocket

Darla Zimmerman, single copy manger of The

Spohane (Wash.) Spohesman -Reuiew

[www.spokesmanreview.com{ faced a quandary.

She had no circulation Web site and nothing

with which to drive online orders. But she

needed that subscription path. So she got

herself an off-the-shelf WYSIWYG (what-vou-

see-is-what-you-get) Web page program and got

to work.

"It's uery simple." says Zimmerrnan.'We simply

didnl haue anything online and I created this

myself. After the fact, we hired, a progranxn'Ler to put sonxe functionality in the form: Based on your

ZIp cod.e you get d.ifferent screens and, it searches throughout the text for the ZIP language; it

d.oesn't haue to be in a special field. It doesnl tahe rochet science to do this. I'm not a progranxmer,

but you d.on't haue to haue a complicated. thing to get this basically going. The nice thing is that the

majority are seuen-day orders."
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If renewals / subscriptions prove to

be consistently supportable full-
price starts, then they truly should,

be categorized, as ideal circulation.http //wM..poke.m.n,ovi.{.m/
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THE SPAKANE {WA.) SPO,{SSMAN rEVIEW
Year 1999 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Yearly Total

Subscription Requests

Subscription Stops

Vacations

L3 22 30 t4 20

3

77

99

3

2

Monthly Total 13 23 30 18 20 LO4

YeaI-2OOO

Subscription Requests A 72 9

Subscription Stops

Vacations

7 t2LOLL26L3 15t7
t
3

8

t
L48

2

7

Monthly Total aL29 7 L2 LO LL 26 L3 21, 19 L57

Year-2001

Subscription Requests26 L8 29 34 29* 136

3

2t
Subscription Stops

Vacations

t L7x
731052"

Monthly Total 27 21, 40 40 32* 160

It1fES: Mainty offer capobility to stort a subsciption ar request o vacotion stop on Web site. Numbers in the "Subsciption 
'tops" 

reled stops of

orders that were initiated vis Web site. Since 200A all web orders are fu{L rote; no discount offers.
*May 2001 refLects portilL nunbers

"If you notice on that chart, there was a time when they dropped off to single digits. We had just a

text linh from the home page and it was getting moued further and further down the page. The

further down it moued, the lower the numbers got. We also added the bottom button in the gray box

in late fall, September of 2000. See how the number pops? The numbers haue held up pretty well."

Zimmerman's lesson of the numbers: Have your link on the home page prominent and on top.

Always have something in front of the user's eyes no matter where they are on ttre page. The

Spokesman-Reuiew accomplished this by putting the button on the bottom of the page so users

would see something when they scrolled down.

"You canl get a better order than the ones you get on the 'net," says Zimmerman, "Retention is close

to 90 percent...uery high because it's a uoluntary order. Our costs on this order are zero, no

commission, you're not paying anybody. This is as close as you can get to zero cost per order. Euen

if you only get a handful, you cant do any better."

Relationships Also Are Built 0n Solid Business Goals

At the Norfolh (Va.) Pilot, circulation director Pamela Smith-Rodden has been working closely

with Michael Alston, the online manager, to drive new subscriptions. One of the unique aspects of

the relationship is its formal nature. The online department [www.pilotonline.com] has specific

goals regarding new starts via its Web site.

"We pay our online department for a seruice. We tell them what we dre willing to offer (new

subscribers) and they tahe it from there," say Smith-Rodden. "The whole issue is inuisible to us; we

donl need to worry about how they do it, since they haue sales goals."
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The online department sales

goal is 50 new subscribers a

week from the Web site.

In June 2001, Pilot Online

generated 116 seven-day

starts with total starts much

higher. This was up slightly
from May's 90 new seven-day

subscribers.

At this point, however, the

company does not have a

good way of tracking the

retention or value ofthose

customers. Ultimately, Smith-

Rodden says, the Pilot Online

wants to have a fully
functional Web-enabled

business.

While each department at the

newspaper is charged to meet

their specific metrics, "we all
know thctt we need to be

steering the whole boat. We

understand why the other

guys are the way they are and

we respect them for ll," says

Smith-Rodden.

That kind of respect is the first step towards full collaboration.

Lessons We Are Learning

Throughout the industry's interactive sites, we see lessons learned, lessons still to be

learned and a huge gulfbetween. Vaughn Jacobsen, circulation director at the

Standard-Examiner in Ogden, Utah, recently served on the NAA Circulation

Federation's Print-Online Collaboration Committee, interviewing dozens of circulation

managers nationwide.

"When I distill euerything down, my general feeling is we'ue talked too much and put

forth too little effort promoting ourselues on the Web," says Jacobsen. "Most newspapers

haue Web representation, but few promote themselues, specifically the circulation

department, through the Web. Newspapers haue not attacked this opportunity coruectly."
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Common Mistakes Found in the 100-site Review
. Demanding out-of-context personal information (e.g. age, marital status) before

allowing someone to subscribe or register has a high potential to thwart the sale. Instead,

try in-context information gathering, (e.g. asking for a birth date to send a customized

horoscope via e-mail).

' Letting your print brand get sublimated,
Part I: If your company Web site has been

mandated to fall under a geography-based URL,
ensure a SUBSCRIBE link on the top page of
whatever brand is most promoted by your
company.

' Letting your print brand get sublimated,
Part II: If you have been mandated to fall under
a geography-based brand, make sure readers can

still find you by typing in the URL,
www.newspaper-brandname-here.com. That page

can automatically direct the consumer to the
geography or portal-based brand.

' Not keeping your circulation pages up to
date. Nothing looks worse to a reader than
clicking to the "subscribe FAQ" (frequently asked

questions) page and getting back to "Page Not
Found." This reflects on your brand the same as

a horrible trim or a two-hour late edition, or a
message about happy holidays in July'

' Over-engineering your efforts. Chip

Danneker, consumer acquisition and retention
manager for the Orlando Sentinel

[www.orlandosentinel.com], tells how Orlando
once sent out a cutting-edge e-mail to its
subscribers containing a Flash animation of a

delivery truck tossing a newspaper. The project

backfired because the animation was

incompatible with AOL, the most widely used

method of connecting to the Internet. Says

Danneker ruefully, "You kind of outsmart yourself

sofiietim,es."

' Not making sure e-circulation is included
in the basic navigation, even if there is
another promo on the home page. If the purpose

of navigation is to tell users how to find basic
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areas of the site, that promo should include the word SUBSCRIBE, not just the
words CUSTOMER SERVICE.

Forgetting to have "pop-up windows" link back to the circulation section
of your site, in case subscribers want to investigate other offers. Many pop-ups

and special offers take users directly to a unique form, without links to general
information areas. Never underestimate a reader's desire for more information.

The Model Acquisition Site

Online subscription managers have tough choices to make based on available resources

and corporate mandates. Based on our site review and extensive interviews with
circulation managers, we recommend the following functionalities on subscription sites,

Must-Haves Should-Haves Nice-to-Haves
General

E sugscRtge tint< on
home page

f suescntes tint< in
navigation bar or box

E suBscRrBE tink
throughout site; e.g.
main news page, main
sports page

E suBscRtBE tink above
"the fold"

E suBscRtBE tink above
"the fold" in navigation
bar or box

E SUBSCR|BE tink throughout
site and above fold on all
relevant pages

E suBscRlBE link is a graphic
element, distinct from text

E suescRtge linx is a
graphic element, distinct
from text and is above the
fold

I suBscRlBE link is graphic
element throughout site and
above fold on all relevant
pages

SUBSCRIBE Functlons

Ll start

f stop

! Hoto

! Renew

E Arrange for payment

I Bill-me option

! Tracking of success,
usage

EDonate ffi

! E-commerce: secure credit
card transactions

I Electronic funds transfer

E Fax form

E Online-only offer

E View my account

Customer Servlce

E E-mail comments,
complaints

E Automation of comments;
pulldown menus

E customer service
representative call back
customer

E Customer service to
answer technical and
subscriptions questions

Connect-to-person via Web-
calling system

7 x 24 support for all
customer service functions

L_.1

tr



Regardless of whether a customer is saved or not, an integrated, fully functional Web subscription

system would allow for instant customer feedback by requesting or demanding that a customer

complete a short "Reasons Why I Want to Cancel" form before going to the next step. Such an

interactive method would also allow circulation departments to spot trends or editorial
departments to see coverage areas that could be improved.

STOP-SAVE PERCENTA6E

Median Clrculatlon

lndustrywide

Under 25,000

25,001-50,000

50,001-100,000

100,001-200,000

200,001-400,000

4O0,OO1+

22%

25o/o

25o/o

2!o/o

t5o/o

22o/o

75o/o

Source: Newspaper Association of America, 2001

There are other opportunities that newspaper

circulation departments are missing by not
providing full online customer support. Slightly
more than half or 54 percent of those Federation

members surveyed for this report allow for the

temporary "hold'or "vacation stop" via the Web.

Even more disappointing are the results in the

area called "leaving money on the table," such

as gift or student subscriptions: Less than one-

third surveyed, or 29 percent, provide such

services. Other opportunities in this area might
include the purchase of a single copy of the
paper. Only 6 percent allow for that option

online, although it might have the potential to

be a subscription sales lead that could provide

further revenue opportunities. Such an online

request for a single issue could also trigger a
"sample" program.

Customer relationships online are different than
those currently enjoyed between subscriber and

newspaper. In much the same way, editorial
departments are working hard to provide news

and information any time and via any device,
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the circulation department must extend its relationships via the Web. Today's customers

want it. Tomorrow's customers will demand it.

"If you'd like to subscribe to The Chronicle, make a change to your subscription or just
ask a question about your account, you'ue conxe to the right place," says the copy on

In.Touch's first page, and The Chronicle delivers on that promise. In.Touch walks
customers step-by-step through each of the most common customer service needs,

making the system idiot-proof without making the customer feel like an idiot.

As customers are guided through the most frequently-asked questions, In.Touch
provides multiple'choice answers in a pull-down menu format. Customers who don't
remember or don't know their account number can look it up online.

Turning Away Voluntary Renewals

Surprisingly, in the 10O-site review, only seven

of the 39 Web sites with online payment enabled

had a special RENEW function on their sites.

While the overall small number of sites with
online payment (39) could largely be attributed
to a lack of advanced technology, the same

cannot be said for the smallness of the subset

with a RENEW function. Customers who can

voluntarily subscribe online have a reasonable

expectation to be able to electronically renew.

Yet, in our review, the majority of sites with e-

payment enabled weren't able to do this.

Of the sites that had no electronic payment

function, only one had a provision to allow users

to download a mail-in form to renew their
subscriptions.

Rewarding Customers

While the newspaper industry struggles with
customer service online, there are bright spots in
strengthening overall customer relationships.

The Web is ripe with opportunities to build and

more closely manage relationships with both

existing and new customers.

One of the most successful examples of customer

relationship building is that of Lands' End

This fear of not being able to " saee a stop"

will be a major hurd,le for some

new sp ap ers when d.ev eloping full
custom,er seruice on the Web.



[www.landsend.com], a direct clothing merchant. Lands'End meets the customer at every level,

ready to guide, help, advise, demonstrate or just listen.

The customer service page contains these features and functions: Users may:

' Talk to a live person online,7x24

' Talk to a live person on the telephone, 7x24

. Access all customer services functions, including an 800-telephone number outside the U.S.

' Fax a question or complaint

' Receive customer service via e-mail or send a suggestion

' Tfack accounts and orders

' Order catalogs

. Receive a thank-you message from the company for the customer's contribution to the

product.

The thank-you is probably one of the more critical pieces of customer service. The text on the

Lands'End site says:

Here at Land.s'End., we'ue always sold our products directly, so talhing with customers is old hat.

(And. it's a rare Lands'End product that doesn't owe sonte improuement - or improuements - to

customer feed,back!) If you haue a conxm,ent or suggestion, please feel free to contact us in the

nlanner that is most conuenient for you.

The customer message that Lands'End sends is clear: We value you, we value your intelligence,

we value your time and we value your business.

It's a message that the newspaper industry still struggles with as it extends its brands through

the Web.

Customer Mix

In order to tackle this issue, let's examine our overall customer mix against our revenue channels'

Offline customers add to our revenue through the purchase of subscriptions and classified ads;

through circulation-based print advertising; direct mail and assorted offline revenue sources.

Online, customers add to our revenue through page-view (traffic)-based banner advertising

revenues; online marketing, e-commerce and additional classified revenues; and miscellaneous

other sources.

Channel revenues are cumulative. Customers who use your paper both online and offline become

multi-channel customers. They give you multiple channels through which to derive revenue.

Customers who use your paper in only one channel, either online or offline, give you only a single

channel through which to derive revenue.
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We believe multi-channel customers are your most valuable customer base. Therefore,

subscribing customers who visit the Web site are worth the most per person. This

customer groups deserves rewards because they drive revenue through both online and

offline channels.

Print-only customers drive revenues only through the offline channel. They are, at the

present time, worth more than the Web-only customers because Web revenues must still
make enormous gains to catch up to print. Unless a Web site is charging for access or

getting extraordinary traffic and subsequent revenues, this group of customers is worth

less per unit.

The trick for newspapers is to identify ways in both interactive and print to reward

these multi-channel customers and to recognize them for what they are: valuable and

special.

The following cases illustrate various reward techniques. In each case, the successful

approach was tailored specifically to the market situation by undergoing considerable

evaluation and evolution.

Subscriber-0n1y
Content
Essex County (Mass.)

Newspapers faced a

critical decision: To

follow the Web trend

of free content and

potentially undercut

its own subscriber

base or to charge for

content on its
interactive sites.

But Essex, publisher

of the Salem Euening

News, t}ae Gloucester

Daily Times and Daily
News of Newburyport,

chose neither of those

options. Instead, says

Brad Koltz, director of
production and

systems / webmaster,
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Essex County Newspapers moved gradually over two years to a third option, Salem's "PIus

Edition."

While Salem's Web site [www.salemnews.com] offers the full contents of the newspaper, the "Plus

Edition" expands on aspects valued highly by local news readers. The "Plus Edition" is available

only to print subscribers.

In the "Plus Edition," not only do subscribers get a keyword search ofthe entire day's paper, they

also can opt to use a feature called "My Town," which plays to the regional characteristics of the

market.

What makes "My Town" unique is the way it searches across the company's news of the region,

highlighting all items with references to a town, even if that town is not the main subject of a

story. This feature is important in an area where towns frequently make decisions and take

actions affecting one another. Other "Plus Edition" features include:

' Full obituaries (as opposed to extracts on the regular site)

. Expanded content (fu1l text of speeches, expanded sports coverage, extended calendar

information, etc.)

. Early posting - the "PIus Edition" is posted by 8 a.m.; the regular edition is posted

at 2 p.m.

Koltz further describes the "Plus Edition" evolution:

"We did, d, uery, uery slow rollout about two years ago. At the tirne it was an opt-in program. But ue

changed that a few months ago.

"Up until the change, our subscribers had to come to the site, clich through a series of information

screens, fitl out a form, then wait for us to assign them password and dccess nan'le." (That

password and access nl,nxe wds entered in a box on the home page.)

'We took a look at what appeared to be a uery strong retention rate with that (user) group' We

ashed, ourselues, 'is this because it's opt-in or does this really support print?'

"We d.id, a lot of thinleing about that and now we automatically enroll new subscribers. The 'Plus

Ed,ition'password goes out with the new subscriber welcome hit; itb now part of the new

subscriptions."

"Plus Edition" subscribers who want the expanded Web site but don't want a print copy are

offered the option of either donating their paper to the Newspaper In Education program or to

local senior citizens' groups.

Salem has now sent out nearly 6,000 passwords for the site, roughly equal to 15 percent of its

35,712 print subscriber base, although some 10 percent of the "Plus Edition" passwords belong to

users outside Salem's geographic circulation area.

By using the "Plus Edition's" bonus content to drive new print subscriptions, Essex County

Newspapers has developed a template for monetizing its site that offers its subscribers highly

local additional content. The strategy simultaneously addresses the deeper local news desires of
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its market while driving print subscriptions. Offerings continue to evolve based on user

feedback.

0nline Loyalty Programs

The Houston Chronicle [houstonchronicle.com] rewards its print subscribers through a

program dubbed SubscribersADVANTAGE. Half of the rewards are accessed through the

Chronicle's Web site, the other half offline, making SubscribersADVANTAGE a unique

tool for turning single-channel users into multi-channel users.

Online rewards require subscribers to enter their Chronicle account number as a user

ID. That number is easily looked up online (a functionality elegantly featured
throughout the Chronicle site). The beauty is that by using the Chronicle account

number for all features, it becomes easier to understand subscriber behavior.

On the Web site, print subscribers have free access to searchable Chronicle archives

back to 1985, as well as articles published intt,e Houston Post between 1985 and 1995.

They also have access to "My Portfolio" an investment-tracking tool that lets users

watch as many as 12 stocks and mutual funds, while receiving market indexes, news

and information. It also enables online trades.

For offline use, print subscribers receive The

Chronicle Gusto Card, which gets them 20-25
percent savings at participating area restaurants,

They also receive a printed subscriber newsletter,

"Behind the Bylines," six times a year. The

newsletter features profiles of The Chronicle's

writers and editors. Selected archives of "Behind
the Bylines" are available on the Web site.

By using its program to drive users back and

forth between print and interactive, The

Chronicle not only rewards its subscribers, it also

helps build that critical pool: the multi-channel

customer.

Getting and Using E-mail
Addresses

The Orlando Sentinel [www.orlandosentinel.com]
sends out a semimonthly e-mail to more than
22,OOO subscribers.

The e-mails, which go out every other Thursday,

serve two main purposes, says Chip Danneker,

THE TRICK IOR

NEWSPAPERS I5 TO

IDENTIFY WAYS IN BOTH

INTERACTIVE AND PRINT

TO REWARD THESE MULTI-

CHANNEL CUSTOMERS AND

TO RECOGNIZE THEM TOR

WHAI THEY ARE: VALUABLE

AN D SPECIAL.

tly Portfouo
As far as fnancial news is concerned, this piece of info is purely blue
chip. lvlv Portfolio is the latest SubscribersADVANTAGE from The
Chronicle. And it allows you to track up t0 'l 2 of your personal
investments (stocks and mutual funds), plus market indexes each and
every trading dey. Best 0f all, this flnancial news is updated continuously,
and is available at the touch 0f a butt0n via The Chronicle's lnfoSource
audiotext lrnel

OnlarB Arrlriuor
Through The Chronicle's Web site you'll receivp FREE access to our
online searchable arpllives. This SubscribersADVANTAGE fealure gives
you extensive p0wer to access news articles and informative features
published in the H0ust0n Chronicle frDm the pres8nt back to 1985, as well
as articles published in the Houst0n Post between 1985 and 1995.

Ih. Chronirlc Guilo C.rd
Dellnitely the most appetizing feature 0fThe Chronicle's
SubscribersADVANTAGE program is The Chronicle Gusio Card. A unique
dining and entedainment cerd oferBd exclusively t0 Chronicle subscribers,
The Chronicle Gusto card provides the cerdholder 20.25% savings at
hundreds of Houston-area rostaurants.

Brhind thc Bylirxr
Anothor SubscribBrSADVANTAGE featurs is homB dBlivery ofIXe
Chr0nicle's offlcial subscribBr nswsl8tter wlth subscriberonly special offars
and writer prollles Bvery other month. AppropriatBly named, Eehind the
Bylines brings y0u fece.to'face (Behind the Bylines) wilh some of The
Chrnninln's mnst nnnlrler and intprpslinfi writnts and cdilnrs ln thn nest
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the Sentinel's acquisition and

retention manager. They promote

upcoming weekend print edition
features and serve as a thank-you
to subscribers by offering
contests, giveaways or freebies.

Initially, the Sentinel collected

e-mail addresses through the

interaction with Web users on

subscription starts or other
service functions. But about 18

months ago, Danneker started
pushing in earnest to get more.

At that point, the Sentinel lnad

collected under 3,000 addresses.

They began collecting addresses

in the print edition's quarterly

reader awards program contests,

and at drawings and signups at

community events.

Next, the Sentinel began asking

for e-mail addresses as part of all
new starts, creating contests to

encourage customer service

representatives to make sure they
received the e-mail information.

By the end of March 2001, their
list built to about 12,000. At that
point, Danneker decided to try to
buy e-mail addresses from an

outside vendor, matching them

against the physical addresses of
actual subscribers. That netted another 10,000.

The Sentinel tested opt-in e-mail, where users elect to receive certain types of e-mail, against opt-
out e-mail where users are given the choice to request to be taken off an e-mail list only after they
begin receiving certain types of e-mail.

Orlando selected opt-out. Says Danneker, "Only 2 percent opted out during the test, and 40
percent opted in, so we felt the negative response wasn't significant enough to scare us off." But,
he noted, Orlando does not use the e-mail as an upsell vehicle, rather only as a communication

and loyalty-building tool.
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The Orlando Sentinel Reader Rewards E-mail Update

Another benefit ofsubscribing to the Orlando Sentinel.

Hello Sentinel Subscriber!
As part of your subscription to the Orlando Sentinel, you are receiving our Reader Rewards E-mail
Update. We received your e-mail address when you signed up for service, participated in one of our
contests or interacted with us online.

IN THIS ISSUE:
*Reader Rewards Offers
*Upcoming Highlights

New "Working" section
U.S. Open Coverage
NBA Finals Coverage

*PARADE Preview
*E-Mail Update Services

Ifyou do not wish to receive future updates, you can unsubscribe by going to the following address:
hltp:llorlandosentinel.netpass.comlreaderewatds/irnsubscribe"cfin From there simply enter your e-mail
address and press submit.

READERREWARDS offer

Cet your skin ready for summer! Save 10% on a facial from the Herb Shoppe ofClermont! Each facial
includes a skin analysis, deep pore cleansing, gentle exfoliation, customized mask and rnoisture
ffeaknent. Also, receive a cornplimentary skincare consultatioa from a skilled esthetician who will assess
the tone, texture and overall condjtion of your skin and make recommendations on ways to improve
your skincare regimen.

Located in Historic Downtown Clermont, the Herb Shoppe is easily accessible from the Tumpike, Hwy
50, East-West Expressway or Hwy 27. Appointments are necessary. Please bring a copy of this email
to your appointment to receive 1 0% off your facial. Offer expires 813l/2001.

Store Hours: M-F lOam-5pm, Sat 10am-3pm and on the first Friday of the month 10am-9pm For
more information and directions visit http:l/www.hcrbpantry.corn or call l-888-568-HERB.

READER REWARDS offer

IO LUCKY WINNERS WILL RECEIVE A FAMILY FOUR.PACK OF TICKETS TO BUSCH
CARDENS!!!

Enter to win a family four-pack of tickcts to Busch Gardeas Tampa Bay and experience the world's
boldest off-road safari and wiid river adventure, Rhino Rally.
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Enhancing the Entire Communication Process

The St. Petersburg Times takes yet another tack: It uses the average citizen's combined

fascination with and fear of the Internet to connect with potential customers and

strengthen relationships with existing customers.

Tlne Times conducts free classes on how to use the Internet, about 12 a month, using its

Web site [wwwstpetersburgtimes.com/] as instructional material. Participants become

comfortable with the newspaper's Web site during the classes, which are offered on both

beginning and intermediate levels. The classes also serve as an effective tool for turning

single-channel customers into multi-channel ones, and for introducing new customers to

the Times'brand.

Ronald Dupont Jr., the Times' general manager of Web publishing, pioneered the idea of

the classes at his previous paper, the Charlotte (Fla.) Sun-Herald [www.sun-herald.com].
He explains how he introduced the idea to the St. Petersburg Times:

"We brought the classes here. We did test runs last year last for three months and we

aueraged 300 to 500 per class; we taught two or three a month. But that was just during

the test. We had 570 attendees the other night.

"You're not just wooing them to the Internet; you're showing them how to use your Web

site. We say,'Letb teach you how to

do e-mail'and then we teach them

how to send q letter to the editor.

"The intermediate classes teach

how to download and install, and

we show how to download things

off our site. But we also show other

sites. Itb great: For 90 minutes

you're saying 'St. Pete Times.'

"We houe a subscriplion person in

the back of the room who offers a

special Internet rale. You can sign

up on the spot or you can tahe the

card and get the special Internet

rate."

The classes net a substantial haul

of e-mail addresses, says Dupont.

"Most of our e-mail addresses

come through the classes. Ninety-

nine percent of the people who go

will give us their e-mail address."
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Those people get e-mail updates written by Dupont on changes to the Web site. And Web site

users can also sign up for weekly news in review e-mail, popular with sunbirds and locals alike.

Soon, the Ttmes wlll implement coupons and special e-mail alerts, as well as a new feature which

will mail a Web page to users each morning. While Dupont says he runs a short-term risk of

losing page views, he believes that click-throughs on links will compensate. He also hopes the

e-mail program will strengthen the overall customer relationship.

St. Pete's wooing works: Those who were already print subscribers are on their way to becoming

multi-channel customers. Those who are not print subscribers start on the road to becoming

single-channel customers via the company's Web site.
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CONNECTING IT TOGETHER

hat is the biggest challenge ahead for newspapers

and print-online collahoration? Beyond the strate-

gic thinking, beyond the marketing, beyond coliab-

oration efforts between departrnents, circulation systern tech-

nology is a heavy anchor holding back many newspapers'

Most of the customer service features discussed in this report are easily accomplished'

web commerce tools can be purchased in pieces or with a turnkey e-commerce

integrator. But that easy solution misses a fundamental disconnect: Most newspaper

circulation systems do not talk to Web e-commerce systems'

Our survey of the 290 circulation managers illuminated this gapping hole: Only 7% of

those responding (21 executives) said their online and print subscriptions systems are

Iinked together.

Instead, most newspapers rely on a "kludge" of systems that include e-mails to either

the circulation department, the online department or require a customer to call a phone

number listed on the Web site.

This lack of connected technology wastes time, money and potential sales. The Web

purchase shopping experience is about acting upon a decision while you have time and

while you are online. If a customer likes the content he or she is reading, then the

Connectiotts Betureen Circulation systen* and Web E-comrneree System

Question: Are lr{eb-based services "tinked directly to your cireulation nnangernent systern"?

By circulation Under 25,000 25,000 50.000
100,000

J
663

100,001 200,001 400,001
200,000 400,000 Plus

size; number of
newspapers

Yes [tinked] I
No [not linked] I J

347
J
353

JJ{
340236319

Source: Finberg-Gentry the Oigital Futurist Consultan{y survey of 290 circulation executives; ?001
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newspaper must allow for a "sign up now" process in much the same way as a book lover can read

a review and click over to Amazon and purchase the book.

This technical challenge-the lack of connection between systems-is shared across all circulation
categories, from the smallest newspapers to the largest.

There is little reason to expect that without focused efforts that this problem will be solved soon.

The dilemma is two-fold:

' There seems little demand to have a fully integrated customer service solution. If there is
no demand, system suppliers won't spend the resources to add such functionality to
existing products.

' The majority of newspaper circulation management systems are "home grown." It will take
resources to either upgrade to allow for more dynamic connection between systems and the
newspaper's Web systems. Or it will take resources-time and money-to replace or build
a new system.

While some of the technology suppliers have developed an integrated approach, this does not

mean newspapers will deploy their solution. For example, Baseview, a technology vendor at many
newspapers, offers much of the core subscription management functionality via the Web.

However, they have yet to have a customer deploy the technology on a newspaper Web site. In
conversations with NAA Print-Online Collaboration Committee member Anthony Veit (Booth

Newspapers), Baseview reported that deployment is difficult because "circulation usually has no

connection with Web administrators." Veit noted that Baseview has communicated with the Web

team to keep the deployment moving forward.

Even the most recent software development effort in this area, the Circ2000 system created by

The Arizona Republic and the now defunct Central Newspapers, Inc., has yet to complete its Web

interface. The technology is willing [and built] but the focus is elsewhere, not only for current
Circ2000 users, but also for those looking to purchase new systems.

One exception is Publishing Business Systems'MediaPlus Online, which provides for integration
into the company's circulation management system and even its advertising management. The

New York Times Regional Newspaper Group has announced it would install PBS'circulation
solution, including its Web application. The Boulder (Co.) Daily Camera is also using the

MediaPlus Online system.

Many of the circulation system vendors have a good understanding of the security issues around

such a deployment and are looking at standard solutions, such as secure servers that take
replicated lcopied] information from a newspapers circulation system. In this manner, a Web

customer would not be able to directly access his or her account, but rather a copy that would be

updated automatically in the master system.

Some managers seem content with a less automatic approach, with circulation staff members

having to verify each Web-based entry to "pull out the pranks" entered by customers and "errors

caused by the Web server."
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.,,s13F"i
-,:.'*&.1.'l'

. ]ht
s\4. ; .

d];lE'

No system is perfect, but to manually check data seems to defeat the purpose of an
integrated, collaborative system. With the proper e-commerce approach and technolog5r,
those pranks and errors would never get through. Use of Web-based real-time systems
that verify credit cards or other forms of payment would take away the fun for
pranksters who request subscriptions. or at least would make it very expensive, as
credit card numbers would be validated and charged as part of the order entry process.

As for errors caused by a Web entry, circulation systems purchasers should demand
technology that has robust business rules built into the package. Customer entries in
certain fields can be checked against what is expected and prevent an incomplete or
inaccurate Web order. These rules should look for certain ZIP codes, proper telephone
exchanges, perform address verification or even check existing subscriber lists to see if
the customer is eligible for a special offer.

Beyond the collaboration needed between circulation and online departments, there
needs to be better communication between the newspaper and its technology supplier.
The suppliers should look at this an opportunity to help the newspaper understand why
a fully integrated effort is in the customer's best interest and to develop tools and
solutions that are Web-based. In many respects, these vendors need to re-engineer their
systems to get away from the legacy technology ofthe past and begin using the Internet
as their platform. We should look toward such companies as Cisco, AT&T and others
who have put more control in the hands of their customers via the web.

efrcular Push

classic cross-promotion strengthens each product, driving reader/users
between platforms and building overall customer loyalty.

while newspapers understand single-direction push relatively we]l (i.e. print
pushing to Web or Web pushing to print), "circular push,, has eluded the
industry.

we define "circular push" as a successful customer trip through a suite of
products. It can begin at any point and does not have to use all of the
products on an equal basis. However, each product should build in
dependencies on its siblings so that users naturally and readily flow among
them. Some circular push paths might look like:
. print to interactive back to print;

' interactive to print back to interactive;

' print news to print sports to web to e-mail to print news.

Television has been the most successful medium at tackling circular push,
with the success of sibling shows and sites like CNN,s .,Talkback Live,,
[www.cnn.com/CNN/Programs/TalkBack/ ] "Burden of proof,

Circular Push

i"--*l

$ Online
' in-depth

' Immediate
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[www.cnn.com/CNN/Programs/burden.of.proof/] and "News Site"

[www.cnn.com/CNN/Programs/news.site/] and MTV's "TRL." [www.mtv.com/mtv/tubescan/trl/ ],
MTV site users determine and comment on the selection and order of the video hit parade

broadcast of the day.

In magazines, Fast Company magazine [www.fastcompany.com] does one of most tightly knit
circular pushes on the Web. No magazine article appears on the Web site without interactivity. No

interactivity appears without input from writers and editors, which drives users back to the next

magazine issue. Possibly the most important element of Fast Company's strategy is to suck its
users into "membership"-linking them to potential business

networks and other reader benefits.

Fast Company's programs attempt to exemplify its name,

make readers and users part of "the company" of smart, fast

people they read about.

In each medium, every piece contributing to cross-promotion

stands well on its own, but you must visit all the pieces to:

' Get the full story/information update

' Maintain your status place in the community of interest

' Feel good about yourself in terms of the vertical subject
matter.

VerticaI Approach

The St. Petersburg Times

around a specific vertical
interest.

has successfully tackled this issue

with a strong community of

Its wrestling site www.ringfury.com consistently pushes

users to read the Times'wrestling columnist in the print
edition and to interact with him online.

Ry encouraging customers across channels, St. Petersburg

strengthens their ties to the overall brand and improves

revenue opportunities in all channels.
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associetion. loin a Company of Friends cell in your region today
and beqin tradinq adyice and resour€s for leeders, sharing stones of
t€ambuilding triumphs and manaqement niqhtma€s, tsnd honing your
leadership skills in Se new economy

Enter Company of Friends

Get started: An Introduction
Step oner Reqi*er with company of Friends below.

Step Twor lom a qroup rn your reqion.

step Thrcei loin an online discussron wrth ofrer local €ll members dnd
!b.d a livE CEmpany of Friends meetinq rn your area.

Step Four: Check out the members{nly database of enh€preneurs, idea
merchanE, and leaders who shar€ your rnterests, hve in your city, or work
rn yourfield. Introdue yourself and make qlobal €nnedions hit
transcend business,
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Take a momentto regislerdhlhe Fast Company click here

Nelmrk Sign in I

irI ,\j1 'l {1{;ilill!l DrrtvrrctnrCollrLrrrrrrrnyMenryrrrcRor,r:sorPnrureuoONl.rll



UBIQUITOUS CROSS.

PROMOTION BETWEEN

WEB AND ONLINE IS

THE SUREST METHOD OF

DRIVING GROWTH OF

OUR MOST VALUABLE

CUSTOMER BASE_

THE MULTI-CHANNEL

CUSTOMTR GROUP.

Resetting Expectations and Defi nitions

Ubiquitous cross-promotion between Web and online is the surest method of driving

growth of our most valuable customer base-the multi-channel customer group. But our

industry must make significant strides to achieve this.

An examination of 2000 and 2001 ACME (NAA Federation Advertising Marketing

Circulation Excellence awards) winners and finalists reveals little, if any, serious cross-

promotion efforts between Web and online outside of the Web promotion category.

However, cross-promotion efforts did increase between 2000 and 2001, albeit only by a

small amount.

Finberg-Gentry examined the following ACME categories related to circulation growth:

Subscription Sales/Promotion; Single-Copy Sales/Consumer; Retention. In 2000, 1 of 31

finalists, or 3.2 percent, cross-promoted. In 2001,3 of28 or 10.7 percent did.

To move from occasional to ubiquitous cross-promotion, we need to run each new content

piece and each new promotion against a checklist:

. Can a customer use this content/promotion through the medium of his choice?

. Does this content/promotion strengthen customers'ties to our brand across

revenue channels?

. Does this content/promotion push customers through additional revenue

channels?



WarcHrNG THE HorirzoN
There will be no "next big thing" for online. Or for newspapers.

do not believe in the "big bang" theory of technology.

Rather, how we get information, and how publishers
gather, produce and distribute information will evoive in a

series of small- and medium-sized advances. Even when pundits and

soothsayers proclaim a 'onext big thing," careful analysis shows a

foundation buiit upon existing technologies or extensions of current
business models. We evoive from our history.
Having dampened enthusiasm for "something great on the horizon," it is important to note that
there will be changes in the technology landscape that will affect how newspapers are displayed
and delivered.

The Promise of Broadband

One of the most hyped "next big things" is the adoption of high-speed Internet access or
broadband services. The promise of an "always on, always fast" online experience is very
appealing both to service companies that sell access and to publishers who seek new ways to sell
content and services.

The promise of broadband in the mass market, however, is just that, a promise. We believe this
promise will remain unfulfilled because of the difficultly and expense in getting this equipment
installed. Because of this, only a relatively small number of consumers have started to embrace

the benefits ofhigh-speed access.

What we do believe is that broadband adoption will continue nationwide and will take on many
forms. The four major types of broadband services are:

Digital Subscriber Line (DSL) services, which are delivered over existing phone lines.
The technology challenge with DSL is the equipment upgrades the phone company must
make to their equipment, the nature of the wires going into a house or neighborhood and
the distance the connection is from the phone company's switching station.

Cable modem services, which are delivered via the cable television system into a home
or business. Technology challenges involve the upgrades the cable company needs to make
to the equipment and wires in its service area or an entire city. Also, service may degrade
as more subscribers are added.
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Satellite services, especially with two-way connection, still are relatively new.
These early systems allow a faster download connection, but the consumer will
still need to have a phone line to request information. Newer services now allow
for two-way connections, but with the cost of a special satellite dish and
installation, in addition to monthly fees.

Wireless Local Area Network (LAN) or Fixed Wireless services. The fixed
wireless services use a point-to-point antenna to send a radio signal and require
a "clear line of sight" to the receiving / sending tower. Wireless LANs are being
deployed in public places such as airports, hotels and coffee houses. The wireless
LAN solution requires a special card for the consumer's laptop computer.

Th{T HI6I"I SPETD REALITY AND FI.'TURT PROMiSE

ln millions of users 1999 2000 200L 200s

LO.t

6.8

0.8

0.8
Source: Jupiter Research

Beyond the technology deployment challenges, there are other issues ahead for
newspaper-based online services. Broadband consumers, who, for example, focus more

on entertainment or gaming applications, use the Internet for different reasons than
dial-up consumers. While this trend might be a result of the "newness" of broadband

services, it is unclear whether these consumers will become more mainstream over time

As of early 2001, fewer than 10 percent of the top 50 online sites as measured by Media

Metrix offer a broadband version of their content. This may be a chicken-and-egg

dilemma for both high-speed service providers who want robust content that shows well
and publishers who do not want to invest in such content until there is more of a mass

market.

Whatever happens, the implications for publishers in a broadband mass market are

significant. Newspaper publishers wili need to invest in several areas to capture these

consumers:

' More video and audio content that is married with textual material.

' More animation for storytelling and advertising.

' More infrastructure costs to serve broadband content or to outsource the deliverv
of video and audio content.

Broadband roliout also could be a double-edged sword for newspaper companies, if more

consumers want access to the full electronic version of a newspaper. Several different
experiments are under way that circulation executives and publishers are watching
carefully.
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What's on the Newsstand?

The most notable is from NewsStand, an online technology company based in Austin. NewsStand

has entered into several agreements with newspaper publishers, including The New York Times,

to provide Internet distribution of the print version of the paper.

This version allows online customers to see The Times on their computers in its actual printed

version, which includes: all advertisements, headlines, photographs, charts, maps and stories.

This electronic version will be sold either as a single-copy or via a subscription. Because it will be

a subscription product and will contain exactly what appears in print, The Times will be able to

count such circulation along with all ofits other subscriptions.

The potential for newspapers like The New York Times, which wants to reach a larger audience

than it can easily provide with home delivery, is significant. Stuart Garner, NewsStand chairman

and CEO, claims that The Times turns away 50,000 subscribers annually because it cannot

provide reliable delivery in their area.

Regional publishers who find "out-of-state" circulation

expensive, might see NewsStand as an attractive solution.

Other markets NewsStand believes to be ripe for its
product include travelers, students, researchers and those

living in a different country [such as 10 million Britons who

live overseas].

Since NewsStand takes a publisher's complete output-
either in PDFs or Quark Xpress files-and converts them to

its own reader, it is hard to predict how long it would take

to download a typical newspaper. The expansion of

broadband adoption would be a gteat benefit to Newsstand

and its partners. Also unknown, so far, about the

NewsStand product is how the consumer will respond to a

product that is designed for one medium but is being

displayed on another.

A similar project is ttre Ahron (Ohio.) Beacon Journal's CD

newspaper. Using off-the-shelf technology, Adobe's Acrobat,

and their paginated newspaper pages, the Beacon Journal
adds additional content and active hyperlinks to the

existing print product and puts this expanded version of the

paper onto a CD.

This test market project, which started in June 2001, is

neither a substitute for the company's online efforts

[www.ohio.com] nor for its printed newspaper. Rather, as

described by Mike Needs, director of Bectcon Journal

Interactive, this is a product that sits between the static
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paper and the always-changing Web site. "This gives us a way to use the content of the

traditional newspaper with the power of online," Needs said.

Akron's CD interactive newspaper carries a day's entire newspaper in PDF format as

well as additional material and live links in news and feature stories.

The Interactive Beacon Journal is produced nightly for distribution in 32 convenience

stores. About 250 CDs are "pressed," and the company has seen a steady increase in

sales weekly. The CD costs the same as the printed newspaper, 35 cents in outlying

areas and 25 cents in its core circulation area. Again, because this is a complete product,

it meets the Audit Bureau of Circulation rules for counting circulation. In October 2001,

tlae Beacon Journal suspended publication of their CD interactive newspaper.

Next on the Beacon Journal's testing horizon is an interactive version available online

via a subscription. According to Needs, their project team headed by Terry Whitney, vice

president of production and circulation, aims to significantly discount this version of the

Interactive Beacon Journal. Currently, subscription pricing for the printed newspaper is

$3.50 for seven-day-home delivery service.

The Beacon Journal sees other opportunities for its Interactive project. One idea is to

provide a week's worth of newspapers to those subscribers who have gone on vacation.

There also might be opportunities around bulk sales to companies or other

organizations. The ability to send out a CD version of the newspaper might be very

attractive to those currently getting a mailed copy of the newspaper. The cost of mailing

out an Itrteractive Beacon Journal on CD using first class postage is cheaper than

mailing out the printed product via third class bulk rates, according to Needs.

It is too early to say how all of this testing will turn out. The use of the current version

of Acrobat for online delivery of a newspaper is problematic. The file sizes of a typical

weekday publication range from 15 to 20 megabytes of data. without high-speed

Internet access only the very patient, and those with lots of time on their hands, will
find this kind of reading enjoyable.

Ultimately, technology will evolve, in small steps, to solve these problems. The most

significant aspect of the Akron experiment may be the view from the newsroom' Says

Needs, "Circulation is truly driving this."

Other Devices

Any look into the near future would be incomplete without a gaze at the murky issue of

new devices that newspapers might use to display their content. The most interesting

type of device is a cross between a personal digital assistant [PDA] and a personal

computer [PC]. Sometimes called a Web tablet or Web pad, this device is a hybrid of the

electronic book readers already are using.

Consumer electronic manufacturers and software companies like Microsoft are betting

that a lightweight device, about the size of a magazine and with a wireless connection to



the Internet, would be a success in the marketplace. While newspapers should generally be device-

agnostic and provide content and serwices across multiple tl,pes of machines, we believe the

traditional publishing industry should be encouraged if the Web pad-tablet is successful. Because of

their larger, color screens and more robust computing power, these new devices would be an

opportunity for newspapers to deliver their printed product electronically or develop a new product

that takes advantage of such devices.

Microsoft reportedly has spent millions of dollars developing its Tablet PC, which it hopes other

companies will license to manufacture. Microsoft sees the Tablet PC as a companion to the desktop PC

and another opportunity to seIl its operating system software and applications.

Whether we see these devices in the home within the next three years is questionable. What we do

predict is the use of Web pads at all businesses,

from offices to hotels to cruise ships. One

restaurant is planning to display its wine menu via

a Web pad that is wirelessly connected to its

database ofdrinking choices. The health care

industry is already a big customer ofthese portable

devices, especially at hospitals.

If Web pads do become another popular delivery

format for newspapers, additional technological

and user-interface challenges will surface. Most of

these devices do not have a keyboard, or the

keyboard is an add-on attachment. Hence, the user

needs to touch the screen with a finger, stylus or

other pointing device.

Newspaper designers will need to think about the

implications of reading a product where the

consumer would be pointing to stories and other

materials. It means finding ways to organize and

hyperlink content so it is easily accessible and

doesn't force the consumer to turn everv single

page looking for a specific feature or story. Looking

even further into the future, speech might become

the input for searching on such devices.

Whatever the future brings, the world will be a

more complicated place for circulation executives

and their colleagues in the newsroom.

Collaboration will be a must in this new world.

Maekup af a tablet PC shawing th* front page of
an s-nswspaper prctotype develaped 6t Kent

Stste U niversity's Institute for Cyberlnformation.
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e have learned a great deatr on this project. The big

Iesson, There is a great need for the coliaboration

between online and of{line departments, and we stiil

have far to go"

A truly collaborative effort among all newspaper departments cannot be mandated nor

forced from the outside. It needs to be lived, day in and day out. That job belongs to the

readers of this report.

The 1st Next Step Belongs to the Circulation Executive:
E K.ro* where you are today.

E C"t an extra copy of this report and send it to your online counterpart. Ask him
or her to read it and give you ideas and impressions of the situation.

E Work with your Web and technical teams to benchmark where your newspaper

Web site is in e-commerce, customer service and subscription-driving.

E If you don't already have a tracking system, develop one so that progress and
pitfalls are more readily understood.

The 2nd Next Step is for Us as an Industry:
E Stry aware of the technological forces shaping our world. This job is difficult for

anyone on the print side of the newspaper business, because we are challenged

daily by too many operational and strategic issues. We should be aware of

evolving technologies and new ways to deliver news and information. It also

means staying aware of what others are doing online.

The 3rd Next Step for Readers of This Report is:
E f irra online examples of success and failure. Tly subscribing to a magazine that

offers full customer service. If you haven't done so already, order a book online to
experience e-commerce firsthand. And as you go through the process, think
about your customer's experience.

I Wtrut worked and what did not? How could that reflect back to your newspaper?



Finalty, Most Important, the 4th Next Step is:
I Commit to learning more about what your customers want online and how both print and

the Web can work to benefit one another.

Our research is only a starting point of these discussions. Because of the timeframe in which this

project operated, we can only highlight some of major points of print-online collaboration. Our

focus mostly concentrates on how online sites can drive print subscriptions.

We urge additional research into the following:

' What kinds of subscription offers are most successful on the Web?

' How much does pricing matter? For new subscribers? For renewals?

. Does it matter where the offer is placed? Is the home page better? Do banners or pop-up

windows work?

' Is there a way to test whether the Web can drive single-copy sales?

. What types of customers purchase subscriptions via the Web? What is the retention rate

for the online customer?

' Will charging for content work at the local newspaper level?

. What are the implications when newspapers offer full-service online, including allowing
the customer to place a "stop order?" What programs can we develop and test that use the

Web to "save" those customers?

. What works best in driving print subscribers to the newspaper's Web site? What kinds of
promotion or what links in stories?

. Which is more vulnerable to the Web, the mail or single-copy category? Are there ways to

combat that? Is cannibalization a significant threat or an urban myth?

. Are there other kinds of collaborative promotional efforts that could benefit both media?

These questions illustrate the large amount of work remaining to be done between circulation,

marketing and editorial sides of online and print. During the past five years, the newspaper

industry has focused its efforts and energy on developing online content. Little effort was spent

understanding the synergies of print and online.

Although we have presented several case studies of newspapers that are doing it "right," this

report only touches upon a few ofthe many in existence. There needs to be a systematic way of

capturing more success stories and research so that this kind ofreport becomes the foundation of

learning. That means that there also needs to be a new level of collaboration among all

newspapers to learn from others who have had success online.

What the future of newspapers must hold are new measurements of success and new ways of

working together. Our continued success, perhaps our survival, demands nothing less.
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Appendix A
NAA Print-0ntine
Co[[aboration SurveY

In a May 2001 survey, 278 Circulation Federation members responded to a question

asking whether their online subscription services are directly linked to their circulation

management systems. cross tabulation of the answers with the average daily

circulation of each newspaper, shows that overall only 7%o of the newspaper surveyed

directly link the two systems.

Question: Are online subscription services at your newspaper directly linked

to your circulation management system?

Under 25,001- 50,001- 100,001- 200,001-

25,000 50,000 100,000 200,000 400,000 400'001+

YESS63323
NO 47 53 63 40 36 19

Total 50 59 66 43 38 22

Appendix B

finberg-Gentry Web SurueY Matrix

Here are the survey questions:

Circulation of newspaPer?

Is the "subscribe" link on the front? Y or N

If there is a subscribe link on the front, is it above the fold? Y or N

Is this link an icon, button or other graphic element that is distinct from text? Y or N

Is there a "subscribe" Iink on first news or local news page? Y or N

Is this link an icon, button or other graphic element that is distinct from text? Y or N

Once at the subscription page, can you Start? Y or N

Stop? Y or N

Hold? Y or N

Renew? Y or N

Pay? Y or N

E-mail comments or complaints? Y or N

Is there a special online-only discount that is clear to the user? Y or N

Is there credit card PaYment? Y or N

Is there a bill me option? Y or N

EFT? Y or N

Student plan? Y or N

TOTALS

20

258

278



Appendix C

Pop-Up Window Heaven

Many circulation departments struggle to gain significant presence on the home pages

of their newspapers'Web sites. Attempts come in many flavors. For some papers, the5, gn1.,

through effective use of pop-ups.

During April 2001, we examined 100 newspaper Web sites, distributing site testing among small,
medium and large newspaper circulation, across private and publicly-owned companies and sites
with a range of online sophistication. Included below are some of the many pop-ups we found

during that review. Success rates were not available on these ads, but they provide interesting
ideas as we consider the most effective ways to drive print circulation with our Web sites.

i. Waterburv (Ct.) RenubLi:an-American
( http : / / w w-w. ie p i b b c b n - a m e ri c a n. c o m )
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trJll'whatr Eelated

Updakd 5t 4;25 p.n,.
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Iro0s. l]*ilt*s alld ears
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ll$-llqa?1qse.r

dav rller winds topp ng h!iflcane
-H-es speeds belted Lubbock and W!]florth

?nd storms dumped !p to 5 irches Dl

rarn and hail on pans ol..
. May 3U. 21t01 Thilnder$orm gallery
. ilnil llqljirF inr'li,rlllqlt 4!iq!!il
. l'ri:f t!itil,:.! j|j.!t,i!11 r.1x.fir i,1i!:.i.5
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2. Lubbcek {Tx"} Avalanche'Jaurna!

{ h ttp : / / w ww" lu b b a c ko n li n e. ca rn )

3.tonway {Ar.)
Loq tabin Dernacrat
( http : / / wrt; vt.th eca bi n. n et )



jA. Conway (Ar.)
Log Cabin Democrat

( http :// www.th eca bi n. n et)

4. Danbury (eL) News Times

{ h ttp : / / w ww.j o u rn a lsta r. co m )

r
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5. Baxter BulLetin of
Northeast Arkansos
( http :// b axterb u LLeti n o n Li n e. co m )

Ghe Eaxter Eulletin
onlln-

Cllckher8 t0 r8tum home. Local,opinion, Sporls Your area 9uld8

Keller family during Thursday night's
at Keller Park.
. Mor€ bcnlNiwt

The Hospital Development Found
Area lawns and
gardens were
gladly playing the
role of the sponge
Thursday, soaking
up the rain.
. Mor.Ir(alN.rvt

A€EEEFT( >E

Eullellfi

tournament was held June 9-10 at
Mountain Home, rai6ing a reeord
Bax:er Regional Medical Center.
. Mor. Srods

ffiSq*
fi'mffiT m meurffii,$

For a limited time, you can rcceive a free 24"x36"
print of the miracle catch that allowed Nebraska to go
undefeated and claim its national championship.
Each print will be autographed by former Huskers
Scott Frost and Matt Davison. To receive this exciting
piece of Nebraska football history by U.S. mail, just
stad, renew or upgrade yourJournal Star newspaper
subscription at our regular great rates for 13 weeks
using the Form helow.

(t Start a 13week 7-day subscription ofthe LincolnJournal Star.

c Renewmy current 7-day for another 13 weeks.

C Upgrade myweekend subscriptionto a 7-day subscriptionforthe
next 13 weks.

Nm", I

if diffarenl &om

Phor.,[-
T5tre ofCreditCtrd: li Vise f Masiercild (- Discover C Amex

Ercpiraiion Daie (month,ry.*;, l--

$ubmit I Res* |

art 
'

sute: l-- zip, l--

6. LincoLn (Ne.) Journal Star
( http : // www.j o u rn a Lsta r. co m )
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Appendix D

Looking at the Future

A Scenario for 2020
In late 1998, the American Press Institute (API) inuited 25 newspaper executiues and. journalists to

attend the annual J. Montgomery Curtis Memorial Seminar. The topic was the future of
newspapers. Each participant d,esigned a news product [some on print, sonxe online only and some

a combination of bothl for the year 2020. Howard Finberg, a former uice president at Central

Neuspapers, Inc. and co-

author of this report,

shares the uision he

presented at API. We

present it below to giue you

d sense of one possible

future scenario.

The Southwest Republic of
2020 is built on two
principles. The first is the

concept ofcustom
publishing a newspaper

through one-on-one

marketing. This provides

our customers with a
newspaper tailored to

their personal needs and

delivered either in the

traditional form of ink on

paper or through a

seemingly futuristic
electronic ink version. The

second is the highly
collaborative staffing
process that production of
customized newspapers

demands. The

development of this
prototype demonstrates

the evolution of staffing
bhat must accompany the

news organizations.



0ne-on-0ne Marketing
The vision of the one-on-one design of the Southwest Republic is based on the potential

for the newspaper [or any other information company which publishes the product] to

retain and strengthen its role as the "trusted agent" in its diverse communities of

customers/consumers/readers. These communities could be geographic [a neighborhood]

or virtual ffiellow National League baseball fans].

By 2020, our readers will look for solutions-not more data-in their hectic lives.

Consumers will find a trusted information agent to help them make choices and, in

general, make their lives less stressful. One-on-one marketing will allow the Southwest

Republic to meet these expanded customer demands. Providing such services will

expand its definition of journalism. It will strike a balance between organizing personal

information crafted to the needs of a reader while still providing the unpredictable mix

of breaking news and articles which enrich a customer's reading experience.

Digitat Ink versus. Rea[ Ink
The Southwest Republic meets such expanded product needs-in both its print and

electronic format. In 20 years, physical formats will converge: Electronic or digital ink is

already being used for simple communications, such as digital signs. It is not a great

leap of faith to envision a truly portable, always up-to-date newspaper printed on a

material that feels like paper but is actually an electronic display material.

Digital ink technology will give newspapers incredible flexibility to display information

without regards to page limitations. This format will also allow the integration of new

forms of visuals-animation and full-motion video. The prototype Southwest Republic

has buttons for the reader to push for more information, as well as the familiar "visit

our Web site for more informatiorl' references. The ability to quickly navigate this new

reading medium will be essential.

There is, however, an underlying technology assumption: a widespread, high-bandwidth

wireless network will be deployed. The economic model is another challenge. Strhere does

display advertising fit in a world where the consumer has a large degree of product

control? How much will customers pay?

Smalter Pages, Fewer Pages

Those challenges are why the printed form of newspapels will not disappear by 2020.

Emerging technologies like digital ink wilt no more eliminate paper than radio finished

off newspapers and television made radio obsolete. The printed newspaper, like every

other communications medium, will adjust and adapt to the changing marketplace.

The way newspapers are printed wiU differ: In the next 5 to 10 years, the last of the

"large iron" presses will be installed at newspapers. Given the cost of newsprint and the

environmental disposal issues, it is likely that the physical size of a newspaper will be

smaller than the present 54" or S0" printing web width.



Hi, Bob! Here's Your News

Every morning our customer, Bob Jones, finds his very personal content on the right-hand rail.

The Southwest Republic supplies him with information about an upcoming trip, family plans and

reminders about birthdays and other events. In addition to the printed version of such information,

Jones also will get alerts and reminders via several other devices: wireless phone, a beeper or a

home-computing device [which may be the entertainment display screen once called a television

set]. The Southwest Republic's motto is 'Your News, When You Want It, How You Want It."

By 2020 computer-to-press technology will be widely adopted throughout the industry. Such

technology is at the heart of what allows us to physically give Bob his individually targeted

newspaper. For this example, we show only one customer at this house; it is possible to design one

newspaper to supply individualized information for multiple customers within one household.

0h, No. More Staffing Changes

Of course, letting the customer select the delivery time and place will bring profound changes for

the way we hire, train and organize newsrooms. Always "on" for the consumer means that the

newsroom needs to be always staffed and "always publishing." One part of that newsroom

challenge revolves around job duties and how work is organized. Our changing business might

finally push newsrooms into truly collaborative work environments. Not only would there be an

increased need for journalists to collaborate within their own department but also with other

departments.

SW Republic + Bob = Trust

In order to remain a vital information source for our readers in all our communities, the

Southwest Republic has to offer more than the journalistic trust it has today [assuming it does

have that trust]. A consumer like Bob Jones needs to have a trust-based relationship with his

newspaper before he will share personal information. This is more likely a higher hurdle than any

technical challenges.

It may mean changing the way we write news. TIle Southwest Republicb Page One does not have

any jumps. It will mean guarding privacy as closely as your bank [may be even closer]. It also

mean paying more attention to the forces around the world that affect all of us and putting that

information is usable and understandable context.

To achieve ot:ir 2O2O vision will require new communication methods built upon our most solid

foundation-j ournalistic inte grity.
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Appendix E

Howard Finberg Biography

Howard I. Finberg specializes in helping newspapers and emerging companies with
online strategies, content and revenue development, and publishing technologies. He co-

founded Finberg-Gentry, The Digital Futurist Consultancy [www.digitalfuturist.com] to

provide senior-level executives with strategic guidance and a better understanding of

the technological changes that effect businesses online and offline. Previously, he was a

corporate vice president at Central Newspapers Inc., managing the company's Internet

and technology investments and providing strategic direction for CNI's print and

electronic businesses.

Finberg serves on the boards of directors ofWaveShift, a company that creates

community publishing and Web-based calendar tools, Legacy.com, an online memorial

company and Jumptech, a technology company linking print and online. He provides

strategic guidance to Involve Technology, an application service provider to Web sites,

and leads the company's advisory board. He is also on the advisory boards of

Adaptivelnfo, a wireless personalization company and MetaCarta, a software company

that enables location-specific services.

Finberg also is co-director of a yearlong study on Digital Journalism Credibility by the

Online News Association, a multi-industry consortium of leading news professionals.

A frequent speaker at international conferences and events, Finberg was honored as the

Newspaper Association of America "New Media Pioneer" in 2000. This award recognizes

his work in developing online and other new media products and for mentoring others in

the media industry. He was a founding board member of the NAAs New Media

Federation and served as that group's president. He also served a chairman of the

newspaper consortium, PAFET [Partners Affiliated for Exploring Technology].

Before joining CNI, Finberg was a director at Phoenix Newspapers, Inc., publisher of

The Arizona Republic. At The Republic, Finberg led the creation and launch of the

award-winning online service, Atizona Central [www.azcentral.com] on the Web and

America Online in early 1995. He also held senior newsroom management positions at

The Republic.

Finberg has held senior management positions at the San Francisco Chronicle and the

Chicago Tfibune and has worked at the San Jose Mercury News, San Francisco

Examiner arrd The New York Tl.mes. A former professor at Northwestern lJniversity and

San Francisco State University, he is the co-author of "Vsual Editing-A Graphic Guide

for Journalisls" (Wadsworth Publishing, Belmont, Calif.), a college-level textbook about

newspaper design, informational graphics, illustrations and photography.



Leah Gentry Biography

Leah Gentry is a managing director of Finberg-Gentry, the Digital Futurist Consultancy, working

with media organizations and emerging companies to develop successful strategies in an evolving

digital business landscape.

Gentry developed the bedrock thinking for nonlinear content on the Web. She has led

development of digital product at the tros Angeles Tl.mes, the Chicago Tbibune and the search

engine company Excite.

After two decades as a writer and editor with the New York fimes Regional Group, Freedom

Newspapers and Howard Publications, Gentry moved to the digital realm in the early 1990s,

launching Web sites for The Orange County Register in 1995 and the Chicago lTibune in 1996.

She served as managing editor of Excite before accepting a position as editorial director, new

media at the .Los Angeles Times in L997.

Gentry is a past board member of the New Media Federation of the Newspaper Association of

America. She has spoken before diverse groups, including: the New York New Media Association;

the International Women's Media Federation; Internet Content West and East, 2001; Netmedia

2000 in London; the Seybold Seminars; Editor and Publisher's Interactive Newspapers U.S.;

Interactive Newspapers Europe; the Society for Newspaper Design; the Society for Professional

Journalists; California Conference on Women; Northwestern University Medill School of

Journalism; University of Southern California; and the Society of Environmental Journalists. She

is a graduate of Northwestern University's Medill School of Journalism.

Endnotes
Page 10 'For an example, visit Audible at www.audible.com'

Page 10 'Look at the efforts of Microsoft and Adobe in this area, especially with the
development of their "reader" products, Microsoft Reader and Adobe Acrobat.

Page 13 'This is not to suggest that only the newspaper branded site can be credible. Nor do we suggest

that media companies only support a newspaper-based Web site. To the contrary, there is a great

need for media companies to establish multiple sites as part of their online strategies. These sites

might include a regional portal, a travel-tourism site, a site for entertainment, in addition to a site

based on the newspaper's content.

Page 19 *With third-party software, some Iarger Web sites can actually look at consumer activity in real-

time. However, these systems can be costly and difficult to install and maintain.

Page 19 uMore specific definitions can be found at www.pcwebopedia.com/.

Page 22 oThe Jupiter / NFO Consumer Survey had 2,200 participants.

Page 25 TEarIy Internet consumers did not scroll below "the screen fold," which is the first screen of
information. While scrolling is a more accepted behavior, there is no doubt that customers are lost

the longer you make them hunt for links or information'

Page 26 "Jupiter/NFO Consumer Survey. 1998.

Page 40 'Jupiter/NFO Consumer Survey. 1998.

Page 40 'oFinberg-Gentry survey of 290 Circulation Federation members, May, 2001.
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Item #41019
$14.95 Federation Members
$24.95 NAA Members
$59.95 Nonmembers

Publication date: November 2001

Related Products lrom NAA:
Distribution Strategies: A Blueprint lor Meeting Customer Needs
This publication examines the needs of both readers and advertisers from the
perspective of distribution, with the ultimate goal of building and protecting newspapers'
local franchises. lt combines the work of distribution consultants with actual solutions
developed by newspaper executives to address the increasing demand from advertisers
for more granular zoning and the desire of readers for an earlier delivery.
Distribution Strategies provides a guide to process-mapping techniques and
to establishing "flow-balanced" and "rationalized" systems to improve
delivery performance.
Item #41018
$14.95 Federation Members
$24.95 NAA Members
$59.95 Nonmembers

Newspaper Retailing: Lessons Learned in Single'Copy Sales
This informative 1S-chapter book highlights successful practices in single-copy marketing
techniques from newspapers across the United States. lt demonstrates the use of the
latest, most innovative merchandising methods to create additional sales in any market
without breaking the budget. This publication will be useful to circulation directors/managers,
single-copy managers, single-copy district managers, retail merchandisers and even front-
line delivery personnel.
Item #41003
$19.95 Federation Members
$25.95 NAA Members
$55.95 Nonmembers

2001 Circulation Facts, Figures & Logic
This booklet reports the results of NAA's biannual Circulation Survey and gives you the
standardized performance measures and trend analysis you need for your strategic planning.
ldeal for circulation, marketing and research executives.
Item #41010
$24.95 Federation Members
$29.95 NAA Members
$59.95 Nonmembers

Horizon Watching
This report with CD-ROM is an indispensable tool to help newspapers plan for the future.
The report identifies major market trends, summarizes a scenario-planning process, deJines
possibie "future states," and describes six strategic imperatives for the industry. The CD
contains more than 1,400 pages of research on advertiser, consumer, competitor, technological,
economic and regulatory trends.
Item #50220
$24.95 Federation Members
$29.95 NAA Members
$99.95 Nonmembers

Strategic Essentials
The latest tool from NAA's Horizon Watching lnitiative is a step-by-step guide to developing a
long{erm planning process at your newspaper. This guide offers two approaches so.that a 

.

newspaper of any size or means can begin to develop strategies for a rapidly changing media market.

Strat6gib Essenti'als provides details on how to build a planning team, what questions to ask and answer
in developing a plan, and worksheets to fill in the critical data you'll need to understand how your
customers are changing and the resources you'll need to serve them in the future.
Item #51001
$24.95 Federation Members
$29.95 NAA Members
$99.95 Nonmembers

To order by phone, call (800) 651-4NAA or (703) 902-1803 and mention code RPCB. To order online or download an order
form, please visit wwwnaa.org/products/lorm.html.
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