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Developing a 21st century definition

of “community newspapers,” based
on mission not circulation:
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What Does the Future Hold?




The Key Question:

What must community

NEeEWS

——

—

-

-

remailn releva

napers do to

Nt (and

nerefore profitable) in
ne digital age?




FERLLRRL NURE ANLA

Why It is Critical that Community
Newspapers Survive

Historically, community newspapers in
the U.S. have:

» Set the agenda for debate of public policy issues
* Encouraged regional economic growth and development
» Fostered a sense of geographic identity



What Do Your Key
Stakeholders Expect?

The Pt 1y Produabity

Readers expect newspapers to:

» |dentify the main issues
* Help them navigate daily life efficiently (i.e. spend money wisely)
* Give them a sense of social and political identity

Advertisers expect newspapers to:

 Help them connect with consumers
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What We Know From
Our Surveys
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* Current readers remain loyal, but their habits are
changing VERY quickly

» Advertisers are confused and searching
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Checking In with an “8 Ball”

The Pt 1y Produabity

You know the challenges your newspaper is facing
but do your readers know?

Probably not.
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Newspapers must respond with a
three-pronged strategy approach:

Shed legacy costs associated

Destroyed barriers to entry with print-only era

Siphoned off readers Rebuild community on many platforms

Aggressively pursue new

Decimated advertising revenue opportunities



Key Questions:
Shedding Legacy Costs

» What do you know about how fast your readers’
media habits are changing?

* What are you doing to prepare your readers for the
day when their daily paper is only printed three
times a week?
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What we know about shedding
legacy costs

* Internet attacks distribution costs directly
* Value comes from content creation and aggregation
* Cost drivers should be value drivers

Implications:
* Print/Distribution Schedule
« Staffing/Outsourcing
* Content

Shedding costs frees up funds for investment.



What we are learning about consumer
behavior during this period of transition

« Technology is a behavior, not an audience
* The news cycle is asynchronous, not continuous

—Tom Rosenstiel, AP/



Key Questions:
Building Loyal Community Online

* How many of your current readers are loyal?

* Why are they loyal?

* What do they care about?
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What we know about building
community on many platforms

* Our customer habits are changing rapidly
* We must not alienate our loyal readers during the
transition.

Implications:
* Newspapers must cover geographic
communities and build communities based on
special interests.

Building community on many platforms is key to pursuing
new revenue.
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The editor is the critical link to:

Shedding legacy costs, which allows investment in ...

Building vibrant communities across many platforms, which then
allows newspapers to

Pursue new revenue profitably

“It’s the journalism, stupid”
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Key Questions:
Pursuing New Revenue

» What is the story your advertising sales reps
are telling about your readers?

* How well is your advertising serving the
needs of the advertisers?

» How well can your sales team sell across
muliple platforms?
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What we know about pursuing
new revenue

* QOur advertisers are confused and look to us for answers.

* Local newspapers still best advertising mediums for
most local businesses.

* By combining two or more mediums, advertisers
significantly increase reach and effectiveness.

Implications:

* There needs to be a new sales strategy built around the
segmenting of audiences and that captures the true
value of multiplatform distribution.

Newspapers need to position themselves as a multi-platform
medium by revamping rates, compensation, sales strategy and
training.



The Various Uses of Advertising
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« Create awareness of the need
 Create demand for a product

* Introduce a product

 Encourage purchase

 Put consumer and seller together

« Encourage re-purchase

« Differentiate an existing product

« Attribute more value to a product

« Reinforce loyalty with existing clients
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Merger of Marketing & Advertising
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Promoted
Brand

Paid Media Skt

Traditional Ads

Converged

Media

Sponsored Brands that
Customer ask for shared

— J.Chaffey, - 7
“A definition of paid, ' Earned Media ‘
earned and owned media” Organic 4 P |'



SAVING
JOURNALISM
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Whiteville Case Study
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Staying Up-to-Date

BLOG
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Conclusions:

It’s tough keeping three plates
spinning simultaneously.
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SUCCESSFUL NEWSPAPERS ASKED THE QUESTION:
If we were building this paper today, how would we do it?

* How would we look to our customers, employees and shareholders?
* At what processes and procedures would we excel?
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The big guestion:
Who Wil Save
Community
Journalism?



N the end, It's
still albout story
telling ... And
hewspapers do
that well.
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