


Today’s TV Guidance PROBLEM



If I had only one hour to save the world,  
I would spend fifty-five minutes defining  

the problem, and only five minutes  
finding the solution. 

 

– Albert Einstein –



TV Book Printer
(1982 – Present)

TV Book R&D
(1982 – Present)

Ad Sales
(1987 – 2007)

5,000,000 
TV books 

produced per 
week

More than 
300 

newspapers

TV Book/Tab Readership

$200,000,000+
in sales

2009
8% - 15%

Today
5% - 12%

1982
85% - 90%







YOUR READERS
WATCH

5 HOURS
OF TV PER DAY	

YOUR READERS
HAVE

194 
CHANNELS

1,000+ 
CHOICES
IN PRIMETIME

ALONE	

90% 
OF YOUR
READERS

ARE BEING 
UNDERSERVED BY

WHAT YOU ARE 
OFFERING THEM 

NOW!	

Newspaper Reader & TV



Now

One household watching 
the same show together. 
Serving collective 
preference. 

 

In TV’s first Golden Age:
▪ Collective decision based  
  on ‘when’ (day and time) 
▪ Everyone watched the same show 
▪ Listings grids provide‘when’ 

Now

Then Newspaper listings solved the problem, 
providing a time-based grid of when 
shows were on. 



Now
In today’s Golden Age of TV:
▪ ︎Multiple screens 
▪ ︎Individual selections based on what's  
  available and when 
▪ ︎Everyone watching something different 
▪ ︎Guidance provides‘what’ 

One household all  
watching different 
programming. Serving 
individual preferences. 

 

Now What’s new is a 1,700% increase in  
programming, but TV listings grids are  
even smaller. 



WHEN AND WHERE?
VS.

WHAT’S WORTH 
WATCHING



WHAT’S 
WORTH

WATCHING

2008 
 
 
 
Record number of  
Fall TV shows 
86

2019 

1600
NEW SHOWS

EVERY NIGHT
60% OF PEOPLE SAY THEY  
CAN’T FIND SOMETHING  
GOOD TO WATCH 



The fix for the 
guidance problem 

in the new 
Golden Age of TV

We have examples of these solutions and a whitepaper back at the booth 
	

▪ Magazine 
 

	
	
	

How Newspapers Can Benefit From 
Today’s Guidance Problem

 Three solutions : 	 ▪ Digital 	▪ In-paper 	



Who they are:  
  

▪ ︎Generally younger  
  

▪ Grew up “tech” 
  

▪ Cord-nevers and  
  cord-cutters 

   
▪ Digital first, print second 
	

DIGITAL



DIGITAL
 

How to solve the 
guidance problem for 
the digital audience:  
 
▪ ︎Tech-driven guidance  
  and recommendations 
 
▪ ︎ Notifications, alerts 
 
▪ ︎Video, voice, social 

Daily recommendations 

Set  
reminders,  

get alerts 



DIGITAL
 

How to solve the 
guidance problem for 
the digital audience:  
 
▪ ︎Tech-driven guidance  
  and recommendations 
 
▪ ︎Notifications, alerts 
 
▪ ︎Video, voice, social 



 
▪ ︎ Core subscribers:  
   A wide range of people,   
   interests, age ranges 
 
▪  They move back-and-forth  
   between print and digital.  
   Print first, digital second. 
 
 
	

Who they are:  

IN-PAPER



How to solve the in-paper 
TV guidance problem:  
 
▪ Replace grids with editorial guidance 
 
▪ Partner with a publisher that can 
  provide recommendations across  
  the 1,600 available shows 
 
▪ Include descriptions that help 
  people select what to watch 
 
▪ Provide in print and digital  
  versions of the newspaper 

IN-PAPER



A	

Who they are:
    
▪ ︎ Most loyal, highest-paying    
   segment 
▪  TV ‘planners’ want a 7-day look  
   at their entertainment options   
▪  Opinionated (ask call center) 
▪  ︎Listings magazine first, print 
   guidance second 
▪  Technologically challenged 

MAGAZINE



A	

How to solve their TV 
guidance problem:
 

 ▪ Provide the best possible product:    
   robust listings in a high-quality 
   format that helps them to plan their  
   TV viewing 
 
▪ Keep it simple and familiar 
 
▪ Position it as a subscriber loyalty 
  reward (lifetime value) vs. thinking 
  it’s a big profit opportunity (variable 
  pricing) 
 

MAGAZINE



KEEP IT
Tech can be confusing

SIMPLE



Keeping it simple for loyal subscribers 
CABLE AND SATELLITE 
COMPANIES INVEST MILLIONS 
IN DIGITAL DISCOVERY
 
Yet, many of the biggest rely on us to provide an important 
niche of their customers with a print publication 



The	opportunity	is	enormous	and	growing	and	newspapers	
can	profit	by	solving	it	
	
 ▪ Protect	rela:onships	with	your	subscribers	by	solving		
				the	widespread	and	growing	TV	guidance	problem	
	
 ▪ Content	is	king!	A?ract	new	subscribers	by	providing		
				the	types	of	content	that	readers	will	value	
	
 ▪ Each	TV-viewing	audience	segment	can	be	mone:zed		
				through	subscrip:ons	
	
 ▪ It's	turn-key,	easy	to	implement	and	it'll	give	your		
				newspaper	a	quick	win	
 
 
 

Why prioritize this now?
 

 



Today, your readers will average 5 hours watching 
TV with more than 1,000 choices. 

60% will be frustrated looking for something 
good to watch.

What’s your plan to help them?



IDEAS THAT WORK


