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We must change the way we think about, define and
quantify our audience.



“All our companies are building an impressive portfolio comprised of many different 
products. In almost any market across this country, our products can frequently reach virtually 
any audience an advertiser desires. 

How vitally important it is that we get our message out about what a substantive 
footprint each of us has in our markets.

How important it is to understand our customers' needs and to develop solutions across 
multiple platforms.”

2007-2008 NAA Chairwoman Susan Clark-Johnson, President, 
Newspaper Division of Gannett Co., Inc. 



Agenda

• Brief Scarborough overview

• Why readership/audience?

• Context

• Audience Aggregation Research

• Case Study:  The Ft. Myers News-Press

• Case Study:  The Arizona Republic

• Summary/implications for newspapers



Scarborough Research

• Comprehensive, syndicated annual survey of 81 U.S. markets 

• Annual sample of 220,000+ Adults (18+)
4Average local market samples -- 2,000 and 13,000

• Measures demographics, shopping/retail behavior, product consumption, 
entertainment/leisure, media usage

• Newspaper audience ratings service in the U.S. for 34 years

• Partnership between The Nielsen Company and Arbitron, Inc.

• Accredited by the Media Rating Council (MRC)



From Circulation to Readership to Audience

•Audit Bureau of Circulations (ABC) established 
in 1914

•For 94 years, circulation has been the key metric 
used by advertisers to evaluate newspapers



Why talk about Readership/Audience?

• Circulation
8Number of newspapers sold

8Audited by the Audit Bureau of Circulations (ABC)

• Readership/audience
8Number of adults who read the newspaper

8Measured by survey research, like Scarborough



Why talk about Readership/Audience?

iMore accurate measure of newspaper reach
8 People reached, not papers delivered

iAllows for the qualitative evaluation of the target audience
8 Demographic, psychographic, consumer behavior, lifestyle, media usage

i Comparable to the way other media are evaluated
8 TV and radio are bought and sold based on their audiences (not on 

the number of TVs and radios out there)

iMajor emphasis of the newspaper industry to shift the focus to 
readership



• New initiative that launched in November 2007
• Integrates newspaper readership and online audience 

information into ABC circulation reports
• Circulation statements will show:

8Print readership
8Online readership
8Net Combined Audience
8Web Site Usage

i Provides advertisers and agencies with a more 
complete picture of a newspaper’s full presence and 
total market coverage

Scarborough-ABC-NAA Audience-FAX Initiative



Publisher’s Statement Prototype
Paragraph 1 data remains unchanged.



Publisher’s Statement Prototype
Additions to bottom of page one.



Average-Issue Print Newspaper Readership
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Established Media Are Experiencing Challenges 
of Shifting Audience Dynamics
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Newspaper Ad Revenue Down 7.9%
in 2007

• Revenue from ads in printed 
newspapers dropped 9.4%  
for the year, the biggest 
drop in any year since 
1950. 

• Internet ad revenue on 
newspaper sites rose 
18.8%.

• Online ads accounted for 
just 7.5 percent of all 
newspaper ad revenue in 
2007. -20.00%
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Where is the Growth?
2008 Forecasts (% Change Over 2007 Estimates)
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Advertising Focus Is Shifting 
From Mass Reach

To Audience Value



Why Audience Aggregation?

hGrow our audience 

hProvide advertising solutions across multiple platforms

hQuantify the reach of the entire portfolio of products (mass)

hUnderstand the reach of specific products within the portfolio as well as 
demographics and consumer behavior (targeting)

hProvide reach & frequency capability to develop media schedules

hDevelop advertising solutions based on audience
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The Ft. Myers Study Audience Aggregation Study

h20+ minute telephone interviews

hRandom Digit Dial (RDD) sample 

hGeography: Lee County, Florida 

hInterviewing: February – March 2007 

hStatistical weighting to achieve proper balance for: 

4Geography, age/sex, household size, education, race, 
Hispanic origin 



Lehigh News-Star (Wednesday & Saturday) is a 
community publication with strong emphasis on local 
news and high school sports. It also features a real 
estate/business section and classifieds. It is 
distributed to Lehigh Acres and its surrounding 
areas. 

Gaceta Tropical (Friday), a specialty publication 
targeted to the lifestyles of adults who speak Spanish in 
their homes. 



Grandeur is a valuable guide to the area’s shopping, dining, 
arts, entertainment and recreation options with its signature 
emphasis on the art of living well and its glossy magazine 
format 

Southwest Florida Parent & Child a regional 
magazine dedicated to the children, parents and 
grandparents of Lee, Charlotte, and Collier 
counties.



Aggregated Audience
Fort Myers News-Press NDM (Lee County, FL)
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Audience Profile
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The News-Press - (past 5 day daily readership) by target groups



Audience Profile
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Furniture Store Example

Who is their audience?

Boomers

Affluent:  HHI $75,000+

Homeowners

Working Women



Furniture Store Example
Of adults who plan to purchase furniture in the next 12 months
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Arizona Republic

• Acquired and launched more than 20 new products in past 
few years

• Aggregation and target audience penetration 

• Measurable target reader objectives with 100% customer 
focus:

8Better serve the fast-growing Hispanic market

8Serve the information and entertainment needs of the tech-savvy 
young market

8Leverage the strength of boomers

8Take advantage of hyper-local focus



11 Product 
Lines

The Arizona Republic Daily Newspaper Preprinted Inserts

Solo/Targeted Direct Mail Hispanic Products

Free Distribution Products Custom Products

Shared/Saturated Mail Events

Online – azcentral.com Magazines

Community Newspapers



Rethinking what “core” means by target group
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Serve the fast 
growing Hispanic 
market

Target: Spanish-dominant 
Hispanics. 

Core Product: La Voz 

Secondary Products:
TvYMas, Classificados, 
Mercado, LaVoz.com



Serve the information 
and entertainment 
needs of tech-savvy 
young market

Target: 18 – 39 year olds

Core Product: azcentral.com 

Secondary Products:
Community Republics, The 
Arizona Republic, Hispanic 
Products



“Part of our opportunity is having multiple platforms to reach the 
audience in our market.

One at a time, they can be niche target opportunities; together they 
can form the new definition of mass.”

Hyde Post, Vice President, Internet
The Atlanta Journal-Constitution



Implications for Newspapers

• Readership of the core printed paper is likely to continue to 
decline 

• Develop targeted niche products and specialty Web sites

• Position your products as part of a multi-media, multi-platform 
buy

• The daily printed product may no longer be the core product 
for some advertisers

• Leverage the power of the portfolio by developing advertising 
solutions based on audience



It is not necessary to change. Survival is not 
mandatory. ~W. Edwards Deming



Contact:
Gary Meo

512-250-2206

gmeo@scarborough.com


