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Benchmarking the
New Business Model:

Focus on Audience
and

New Revenue
w
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Building the Sustainable Business Model

New Revenue Streams:

The Value of Content
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Focus on Audience
and New Revenue:

What’s Working...

« Today’s Newspaper Audience - Where the new reader’s are
 New Revenue: Marketing the Total Access Model

« Marketing to the Occasional Reader

« Telling your newspaper’s story

« Strategic Issues in AAM Reporting
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Business Model Evolving, Circulation

Revenue Rising

Circulation revenue for U.S. Table: 2013 Newspaper Media Revenue

newspapers recorded a
second consecutive year of

growth, rising 3.7% to $10.87 Total Revenue

billion in 2013 Advertising Revenue
Newspaper Print
Total revenue for the Digital Advertising

multiplatform U.S. Direct Marketing
newspaper media business ) )

amounted to $37.59 billion Niche/Non-Daily
in 2013, a slight decline from Circulation Revenue
$38.60 billion in 2012. New/Other Revenue
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$37.59
$23.57
517.30
53.42
51.40
51.45
$10.87
$3.15

$ Billions | Pct. Change

-2.60%
-6.50%
-8.60%
1.50%
2.40%
-5.80%
3.70%
5.00%
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Three Successful Circulation Strategies:

Improve Operational Effectiveness
Circulation Revenue Strategies

eAudience Development
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New Revenue Streams

* Paid Digital Content

* Digital & Marketing Services
* Event Marketing

* Goin” Mobile

* Native Advertising
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Newspaper Media: Changing

Revenue Stream

Revenue Composition 2007
Other, 3%

Circulation,
16%
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Revenue Composition 2012

New/Other
Rev., 8%
N

Newspaper

Circulation, Ads, 46%

27%

Digital Ads,
11%

Niche/DM/
Non-Daily,
8%

www.NAA org




Two thirds of total daily
circulation is traditional print

Weekday Circulation by Publishing Platform

M Print

m Digital replica

w Digital non-replica
® BrandedEditions
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Counting Copies:
A Look at Circulation Changes

« Paid print circulation comprised 73.2 percent of total reported
Sunday circulation.

« Digital circulation increased to 17.2 percent of total circulation
during this reporting period compared to 11.9 percent last year.

« Digital replica comprised 4.8 percent of total circulation compared
to 4.1 percent last year.

« Digital non-replica circulation accounted for 12.4 percent of total
Sunday circulation. It was 6.9 percent for the same six months in
2013.

« “Branded Print and Digital” increased to 15.9 percent of Sunday
circulation, up from 10.1 percent last year.
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Today’s Newspaper Audience
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The Digital Audience
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Goin’ Mobile

YT
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Opportunities to Engage Readers

2013 Newspaper Media Audience Composition

Web & Mobile, 5.2%

....... ....I

Mobile Exlusive, 3.3%/ e

Web Exclusive, 6.7%

SR Print Only, 55.2%
...... » e

Print & Web & Mobile,
10.3%

Print & Mobile, 4.3% __—

Print & Web, 15.0%/
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Opportunities to Engage Readers

2014 Newspaper Media Audience Composition

Web & Mobile, 7.1%

Mobile Exlusive, 4.9%____  ——

Print Only, 52.5%
Web Exclusive, 6.7%

Print & Web & Mobile, 5
11.7% -

Print & Web, 12.1%/
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. ___________________________________________________________
Opportunities to Engage Readers...
And Mobile is the Growth Area.

Percent Change R1 2014

Adults vs. R2 2013

Base Total Adult Population 241,532,600 0.6%
Average Issue - Any Daily Newspaper 76,265,120 -3.4%

Any Newspaper Website (non-extendable) 23,706,220 -2.8%

Online Only (Not Print) - Yesterday 13,640,790 -0.6%

Newspaper Print or Web - Yesterday 89,920,700 -2.9%

Average Issue - Sunday 90,681,180 -3.7%

Past Week Print 132,554,200 -3.3%

Any Newspaper Website Past 7 days 43,810,590 -1.9%

Past 7 Days: Print/E-edition/Website 147,600,600 -2.8%
Past Week Plus Mobile 30 158,451,700 -1.6%

Used mobile device to read newspapers past 30 days 46,680,560 8.8%
Any Newspaper Website Past 30 Days 61,179,500 -0.7%
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Explosive Growth in Mobile Devices

= 90% of American adults hav
cell phone

= 63% of American adults haw
smartphone

= 42% of American adults owr
tablet computer

= 32% of American adults owr
e-reader

Source: Pew Research, 2014
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Surge in Smartphones

Ownership by Age

20% 40% 60%

Source: Reynolds Journalism Institute, May 2014

NEWSPAPER ASSOCIATION OF AMERICA
Advancing Newspaper Media www.NAA org




Explosive Growth in Mobile Devices

Apple sells 9 million new iPhones in
first 3 days

63% of adult cell owners
use their phones to go
online

34% of adults own a
tablet (June 2013)

Tablet sales forecast to
exceed desktop/laptop
sales in Q4
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e
Millennials

Nearly 44 million, or 60%, of Millennials engage with
newspaper content in either print, on mobile or PC Web

Millennial readers* are active
consumers:

= 3.5mm, new car in next year
= 4.3 mm, Europe trip (past 3 yrs.)
= 28.4 mm, consumer electronics store

(past yr.)
= 35.1 mm, major dept. store (past month)
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* Print, Mobile or PC Web newspaper media usage

Source: Scarborough, 2013; Adult 18-34 pop 72.5 million
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e
Boomers

More than 7 out of 10 adults 45-64 engage with newspaper
content in either print, on mobile or PC Web

Boomer readers* are active consumers:

40.9 mm, IRA, 401K or Savings account
27.9 mm, home improvement (past yr.)
46.4 mm, Rx drugs (past yr.)
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* Print, Mobile or PC Web newspaper usage

Source: Scarborough, 2013; Adult 45-64 pop 77.8 million
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Newspaper digital media reached nearly 8
In 10 online adults in the U.S. last month.

Newspaper Unique Visitors, Apr 2013 - Mar 2014
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Mobile Drives Audience Up

Percent Change in Unique Visitors Engaged With
Newspaper Digital Content By Age & Device Type, Apr.
2013 - Mar. 2014

Mobile &
Desktop or Desktop Mobile
Age Net Change Laptop Only or Laptop Exclusive

18-24 19% -30% 72% 146%
25-34 22% -24% 62% 103%
35-44 19% -18% 52% 82%
45-54 18% -3% 45% 59%
55+ 17% 2% 42% 37%
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Reach Increased for All Age Groups

Net Reach Among Unique Visitors by Age for Newspaper Digital Content

70%

+
>3 77%

.

45-54
79%

35-44 79%

72%
25-34

66%

70%

84%

18+
8 78%

50% 55% 60% 65% 70% 75% 80% 85% 90%

H April 2013 = March 2014

Source: comScore
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Building the Sustainable Business Model

New Revenue Streams:

The Value of Content
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The Dilemma:

« Sunday Circulation is very profitable
« A few other days bring additional ad revenue

* The rest of the days... increasingly difficult to monetize with
advertising '
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Optimizing Opt-in and Reporting
Branded editions

shopping |

ANEDITIONOF THE Austin, SUNDAY, SEPTEMBER 1, 2013

CLOTHING

Kids’ threads with local roots

Local designers bring attitude,
fun to children’s clothing

® 1f you have q prefer not Shopping Today, or call
-

GO DIGITAL ON s=memaae
ANY DEVICE Sign up: statesman.com/GoDigital ]

Augtin American-Statesman
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Marketing Digital Content and
the Revenue Possibilities...
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Marketing Digital Content and
the Revenue Possibilities...

Marketing Digital is really three
related objectives and sales

strategies: Get Digital Access
1. Sell complete print/digital bundled :
subscriptions

v = a" =
2. Drive current print subscribers to By
, —mum s

activate: o SN
|.  The Value Statement ’ Bk} o
ll. Engagement = Retention
Ill. Measurable and reportable

3. Sell digital subscriptions for profit
and reach.
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New Revenue Streams:

aid Digital Content

The Augusta Chronicle

All-Access All-Access Frequently Asked
Home Rewards M Questions

All-Access Membership

The Avgusfa Chronicle's new membership plan
provides you with all access to all content on all
platforms - print, online, mobile phones, tablet
devices and e-edifions.

(I

*Opfimizea for Frefox, Intemet Explorer ana Crvome browsers

ALL-ACCESS
for current print subscribers

+# AugustaChronicle.com
+ e-Newspaper Edition

# iPad & Smariphone Apps
+# Member Rewards

Leam More

Included

in your current print subseription

rizle §2012. All Rights Resered. Tanms of Sary

ALL-ACCESS Wik

for those who need it all

DIGITAL only

our full digital suite

¥ Print Homa Delivery + AugustaChronicle.com

+ AugustaChronicle com # s-Newspaper Edition
+ Member Rewards + iPad & Smartphone Apps
+ a-Newspaper Edition

+ iPad & Smartphone Apps Leam More.

Leam More

Sunday+Digital starting as low as $ 1 per

$112. oo

-

R
unlimited “**

Get your exclusive
membership today.

Sign up for full access to dailypress.com
and stay connected to local news, sports and
entertainment you can't get anywhere else.

Hurry and join now to receive a special
discounted offer for new members.
Go to dailypress.com/membership

4 NEWS
‘ —
= - —_——

Anytime, anywhere, anyway you want it.

Dailgptess @) dailypress.com

www.NAA org




Driving Reglstratlon & Adoption

Email D

To view this email a5 2 web page, Qo here.

HiamiHerald B PLUS

YOU'RE MISSING A PIECE
TO YOUR SUBSCRIPTION

Create your digital account today. It's already included.

CREATE ACCOUNT

Already Activated? Start enjoying your benefits
Need help? e-mail us at plus@numheraldcom

Your Miard Hareld Pl acoount will grent you full ecoess 1o MamiHarald comm oW ssafphone apps, moble
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Key Metrics in Benchmarking Your
Subscription Based Business

* Marketing versus Operational.

* Building Audience
— Marketing Print vs Marketing Digital
— Distribution and Operational

* Acquiring Data

e |ssue of the Lowest Common denominator

®
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Key Metrics in Benchmarking Your
Subscription Based Business

NO NEWSPAPER ASSOCIATION OF AMERICA

D ——

P o s

Shifting Metrics of Newspaper Success:
An Inside View
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Key Metrics in Benchmarking Your
Subscription Based Business

e |In the Fle|d ThIS Mont 2011 NAA Circulation Survey

A

Newspaper

Participating in this survey is one of the most-important contributions you can make to your indusfry and to
I rC u a l O n < yourself. This survey helps to identify trends and key issues related to circulation practices in the newspaper
industry. It will also help us serve you, and the industry as a whole, by providing a basis for programs and policy
F t F H & L H initiatives. We understand some of the information you pravide in response to this survey is commercially
a C S [ ] I g u re S 0 g l C sensitive, and we hold your answers in the utmost confidentiality. As such, no individual newspaper’s
¥ responses will ever be reported or released; only the aggregated results will be made available once they

An NAA Resource for Circulation Performance Standards / g are tabulated.
L

Please read the detailed instructions below regarding completing the questionnaire, as well as for contact
information regarding any questions. Your participation is greatly appreciated.

COMPLETE SURVEY AND WIN FREE HOTEL ACCOMODATIONS AND
REGISTRATION!

Win Complimentary hotel accommodations and registration to NAA's 2012 mediaXchange in Washington
DC April 2-5 at the Washington Marriott Wardman Park - a great jumping off point to experience
the nation's capital.

Simply submit your completed 2012 NAA Circulation Survey before the January 15*% deadline. All entries
received before the deadline will be eligible for the drawing.

THERE ARE SEVERAL OPTIONS FOR COMPLETING THIS SURVEY

1. Online Survey: Click on the hyperlink in your email invitation and it will take you to the online survey.

Print the PDF Version of the survey that is attached. complete and send:
2. By Mail to: Clark, Martire & Bartolomeo, Inc.
375 Sylvan Avenue
Englewoed Cliffs, NJ 07632

3. ByFaxto: (201) 568-9740

If you have Adobe Acrobat you can fill out the interactive PDF version of the survey that is attached and send:

of America

4. By Email to: NAACirculationSurvey@cmbinc.com
5. By mail to: the above address

Thank you for taking the time to support this important industry effort. We look forward to sharing the
results with you in the coming months
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Key Metrics in Benchmarking Your
Subscription Based Business

* |n the Field This Month

SECTION V: DIGITAL MARKETING

28a. What % of your total subscriber base has activated for digital access?

Yo

28b. How many active digital-only subscribers do you have?

28c. What is your churn rate for digital subscribers?

28e. What % of your eligible subscribers have actually activated their digital account?

28d. What % of your di o
70

s 28f. What % of your digital subscribers have accessed the digital replica edition?

%o
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Key Metrics in Benchmarking Your
Subscription Based Business

Actionable versus performance
Exa m p | e: Subscriber Churn by Publication 2011

Daily Saturday Sunday

% % %
. . o Indusry 31% 40% 42%
Subscriber Churn is 35% o0 andander s T 3% o
25,001-50,000 34% 38% 38%
50,001-100,000 36% 44% 47%
100,001-200,000 31% 44% 44%
O R 200,000 or more 26% 37% 40%

Sunday Churn for Subscribers < 18 months is 75 percent
Sunday Churn for Subscribers 18 months- 3 years is 50 percent
Sunday Churn for Subscribers > 3 years is 25 percent
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Key Metrics in Benchmarking Your
Subscription Based Business

Actionable versus performance
Example:

Subscriber Retention is 35% after One Year
OR

Tewnid: 52-‘Waak Ratention Rakcs

a1 H 2 H
2 Telemarkating 3% 10z 13%
0. TS F o3 18 148
C Crow Sales i L
d Divect Mail L B 13 147
& Kloaks i 103
I niamat Mewspaper or Ehind-party skas] L= 93 53 148
g.E-mai
n. CEsErict Mamagen Sakes 2 F. 149 105
Single-Copry & TMC Insartw/FSk 12 a0 15 1d4
Violumtzry

® J
k. Othar L8 L 1E 2a
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First:

Take a step back and consider your entire
Investment to acquire long-term subscribers.

Subscription Sales by Source
(excluding (voluntary starts)

B Telemarketing
B Cariers
& Crew Sales
B Drect Mail
B Kiosks
6% — ¥ |nternet Sources
> ' 5%

¥ e-mail

B DEtrct-Manager Sakes
6% Inserts/FSl's

E Other

6%

9%
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Key Metrics in Benchmarking Your
Subscription Based Business

* 1. PRINT MARKETING: Cost per Unit of Circulation

Subscriber Acquisition:
Retention Tracking
Cost per Order: | $ 17.50 500 $ 8,750 |
Weeks |Active PerCent Still Active
0 500 100%
4 490 98%
8 465 93%
12 410 82%
16 325 65%
20 300 60%
24 295 59%
28 294 59%
32 290 58%
36 188 38%
40 181 36%
44 177 35%
48 175 35%
52 173 35%
4.368 301.65 Average Daily Impact:
1.66 SalesPressure Ratio:
$29.01 CostPer Unit:
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. __________________________________________________________
Key Metrics in Benchmarking Your
Subscription Based Business

PRINT MARKETING:

e 1. Cost per Unit of Circulation

e 2. Subscriber Retention 13/26/52/65/78 weeks by
sales channel & Payment Type & Rate & FOD

* 3. Sales Pressure Ratio by Source
e 4. Net Revenue Per Subscriber: Circ / Adv (Insert)

» 5. Single Copy Sales — Sales Per Outlet /Returns Per
Outlet /

®
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. __________________________________________________________
Key Metrics in Benchmarking Your
Subscription Based Business

PRINT DISTRIBUTION:

* 1. Cost per Copy by Zip — Variable
e 2. Piece Rates / Margins

e 3. Complaints per Thousand

* 4. Single Copy Margins
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Key Metrics in Benchmarking Your
Subscription Based Business

Data Sources —

 NAA’s Circulation Facts, Figures & Logic
* Inland Quarterly Study

* Corporate Benchmarking

* Networking groups

* comsScore

e Scarborough

c AAM

e Mather

* Press+

* NAA Survey Data
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2014 NAA Single Copy Survey

Summary Data as of 10-17-14, Questionnaire remains in the field

Friday, October 17, 2014

Fowerza orf* SurveyMonkey
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Q3: What was your daily single-copy sales trend for the 2nd quarter 2014 compared

to the 2nd quarter 20137

Increased 5%
or more

Even to up 5% -
Down 5% or less
Down 6% to 10% _
Down 11% to 15% -
Down 16% to 20%

Down 20% or
more

0%  10% 20% 30% 40% 0% 60% 0% 80% 290% 100%
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Key Metrics in Benchmarking Your

Subscription Based Business

In Summary:

Old metrics versus new metrics reflecting new business
model

Actionable Data

Revenue versus copies but also audience measurements
Reach across a host of products

Still need operational data

Inland has a new platform - Dashboard Approach
Mobile metrics... Time spent etc.

NAA Audience Metrics Task Force

If you are an audience and circulation exec or you have one
in your staff who cannot think in these terms you / they
have a short career ahead.
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In Summary:

Building the Sustainable Business Model

Audience Development:

v Know your audience and your market
v’ Leverage the power of your brand
v A product for every household and across multiple platforms

v Reward consumers for engagement

v" Think total audience and how you can deliver that
audience to your advertisers.
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Audience Development is
Engaging Consumers.
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Benchmarking the
New Business Model:

Focus on Audience
and

New Revenue
w

Thank you.
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