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About Inland

• Founded 1885

• 1,000 newspaper members

• Dailies & non-dailies

• Services to members
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Inland “Cost & Revenue Study”

• Created in 1920’s

• Detailed revenue and expense data

• Allowed peer comparisons

• Confidential

• Annual snapshot
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But, there were challenges…..

• Difficult to use

• Industry changing rapidly

• Manual data collection

• Declining participation

Tons

A.

B.

C.

D.

E.

(Enter X in one option.)

0.00

5.  Expenses

Production Departments

Newsprint Data

Not Available

0

0

0.00

500

0

0

Waste %

Short

0

Data may be entered in any cell below; however, data in 

shaded cells will generally be moved for increased 

comparability.

Metric

0.00

0.00

300

200

600

400

100

0.00

Full-Time Equiv of PT Employees (optional input)

0.00

0.00

LOCAL EMPLOYMENT DATA

Average Number of Full-Time Employees

Average Number of Part-Time Employees

Average Hours per Week by Part-Time Employees

Calculated Full-Time Equiv of PT Employees

06. Outsourced Services - unrelated 3rd party

07. Marketing and promotion

31. Total expense

0

29. Bad debts

30. Centralized Services

23. Dues and memberships

24. Contributions

Expense accounts by number

News-Editorial
Advertising (Sales & 

Creation/Design)

Press

Circulation-

Distribution

Packaging 

(Mailroom)

Prepress

03. Features, art and news service

04. Phone and Internet services

Direct Compensation (including commissions)

Severance Pay

27. Employee Benefits

28. Payroll Taxes

26. Training and professional development

14. Carrier, agent delivery expenses

15. Rent on property and equipment

16. Bundle hauling

19. Taxes (other than payroll)

20. Utilities

21. Newsprint expense

22. Ink

13. Repairs and maintenance

09. Supplies and materials

10. Outside solicitation

11. (National) representatives' commissions

25. Purchased supplements

17. Depreciation and amortization

18. Insurance

05. Recruiting expenses

08. Miscellaneous

12. Postage

01. Direct Compensation

02. Vehicle, travel and entertainment

11. Total purchased supplement/preprint/insert revenue

Section 4c - Digital Advertising Revenue

Total Newspaper Revenue (Print (incl shopper) & Digital) 

22. Non‐Financial Digital Metrics 

Do you "auto refresh" your page views?

20. Total Digital Media Revenue

Retail / National - digital specific

Classified - Employment

Classified - Other

16. Total Classified Advertising

17. Total Digital Ad Revenue            (U
se this figure for estimates below.)

Estimated 

%

Classified - Auto

Classified - Real Estate

0

9. National preprints/inserts

Revenue
14.  Commercial Print Revenue

10. Classified preprints/inserts

12.  Miscellaneous Newspaper Revenue

13.  Shopper/TMC Revenue

Total Operating Revenue

0

0

Actual 

Dollars

0

0

Classified Ad Revenue allocated from print

Retail / National Ad Revenue allocated from print 0

0

0

Total Annual Unique Visitors

Yes
No

Calculated 

Dollars

SECTION 4b - Preprint Volume/Revenue, Shopper/TMC and Other Print Revenue

Volume
Revenue

Total Annual Ad Impressions

18. Shared Service Fees - returned to seller

0

0

8. Retail preprints/inserts

     Number of ad sections sold

0

     Number of ad sections sold

     Number of ad sections sold

0

Total Digital Ad Revenue from Remnant space

Total Digital Ad revenue from display, banner or pop-up ads
0

Total Annual Page Views

Total Digital Ad revenue from mobile applications

Total Digital Ad revenue from coupons/daily deals

Total Digital Ad Revenue from directory listings

19. Revenue from Other Digital Services

21. Additional Digital Ad Revenue information

7. Purchased Supplements

15.  Other Non-Newspaper Revenue

     Ad inches sold in supplements

Total Digital Ad revenue related to social media activities

0
0%

0%

0%

Calculated 

%'s

0%

0%

0%

0%

0%

PAGE COUNT & DIMENSIONS

SELF-REPORTED VOLUME INFORMATION 

Place an X in the box that indicates the format used for reporting your volume.

SECTION 4a - Paid ROP Ad Revenue

5. Sticky Notes, Wrapper Ads & Other Specialty Ad Revenue

6. Total ROP and Specialty
* If you did not publish legal advertising, place an X in this box.

* If legal linage is not reported separately, place an X in this box.

Sq. In. 

Standard

Variance >>

Variance >>

Select a format

0.0%

0

Tabloid

0

To ensure the most comparable data, please report actual page dimensions.  Do not adjust your 

data to study standards of 252 square inches or 126 SAU's.

0

Select a format

252
Column Inch

0
0

0

0

Square Inch

0

Study Adjusted Total Space

Broadsheet

21

0
(in inches)

Select a format

0.0%

Select a format

Select a format

Select a format

0

(Please check 

these figures for 

reasonableness)

Adjusted 

Inches

0

For ad inches, use the same 

format indicated in section 3.

Inches sold (Annual 

Total)

Columns per 

page
Dollars

0

Part Run/Zones  
1. Retail ROP  (Color & Non Color)      

0

0

Other Display  

0

0

0

0

0
0

00

0

0

0

0

0

0
0

0

FOR ALL REVENUE ACCOUNTS                        

Deduct discounts and rebates, including prompt-payment discounts, from the 

appropriate revenue account and report the net amount.

12

0

0
0

Sub Total ROP Advertising  

4.   Legal Ads* 0

0

0

0

Section 4 - REVENUE

Paid Ad Space (optional)

Unpaid Space

Unpaid Space (optional)

(Unpaid Space includes house and other unpaid 

advertising, make goods, and short fillers)

There is a 2% variance permitted between reported and 

calculated figures.  If a message appears below indicating an 

issue that you are unsure how to correct, please contact Tim 

Mather, Study Manager at 847-795-0380.

Section 3 - Page Count & Page Percentage Calculations

News & Editorial Space

Study calc'd 

Page %

 Inches

Square Inches
Self-reported 

Page %

Annual Total ROP Pages Created

Printable Page Depth (Height)

Printable Page Width

00.0%

Real Estate Display  

2. National ROP (Color & Non Color) 

Part Run/Zones  

3. Classified ROP  (Color & Non Color)

Employment Line (alt # of columns)  

Other Line (alt # of columns)  

Total Classified Line if unable to detail  

Automotive Display  

Employment Display  

Total Classified Display if unable to detail  

Paid Ad Space

Real Estate Line (alt # of columns)  

Study Adjusted Page Count

# of columns

0.00

Column Inches

0.00

Sub Total Classified Line/Legal ROP  

Sub Total Classified Display ROP  

  Automotive Line (alt # of columns) 

Exchange Rate

Yes No

Market Type (select only one)

Yes No

(25% = 25 not 0.25)

Operational Attributes (select all that apply, if not applicable, leave blank)

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

0 0 0 ##### ##### ##### #####

All Sun Mon Tues Wed Thur Fri Sat

Monday - Saturday

Sunday

CityNewspaper Name

Return completed form via e-mail to 

tmather@inlandpress.org

0

Days 

Published

0

0

Place an X in each day published

Daily Average Digital Subscribers

Digital Media Subscription Revenue

Daily Average Paid Print Circulation

"Weekend" editions are distributed on Saturday, but have the characteristics of a traditional Sunday paper. 

(higher circulation, more advertising and higher page counts)

Print Ad Sales

0

Place an X in each day published

Information Technology

Circulation Sales

Place an X in each day published

Combine all 

Sunday/ 

"Weekend" 

circulation 

above.

Individual submissions, use the top section only                                                                            

Consolidated submissions include the most frequently published combined circulation in the top section.

0

0

Number of Days Published Annually

0

0

0

Diversified Interest 

company          
(mostly non-media 

companies)

Communication 

company          
(newspapers & other 

media)

Newspaper Group 

(newspapers only)

Suburban

Ownership (select only one)

Number of Days Published Annually

0

0

0

0

General Accounting

0

1.000000

City/Town

0

0

Union Percentage

State/Province

0

0

Other (county, 

town+rural area)

Indepdendent      
(newspaper not owned 

by another company)

Section 1 - Organizational Structure

Save $ by remitting participant 

fee and / or study data by       

March 23, 2012

Metropolitan 
(National, State)

Accounts Payable

Website (hosting & maintenance)

Payroll

Human Resources

Digital Ad Sales

Newspaper Print Production

Competitive Market

Shopper Production

Accounts Receivable

Bundle Hauling / Distribution

Packaging / Mailroom

Editorial

Ad Creation / Design

CentralizedLocal

0

0

3rd Party

Daily Average Paid Print Circulation

0

0

0

Combine circulation data for all papers published 

the same days per week.

Section 2 - Circulation Data

How many newspapers are included in this consolidation?

Individual newspaper reporting is strongly prefered.  If multiple papers in the same market operate as a single entity, 

consolidated reporting is permitted; however, consolidated data may be excluded from group average and industry norm 

calculations.  Consolidated reporting must combine circulation, revenue and expense data as if the participant was a 

single paper.  

Place an X in this box if you are reporting combined data.

Days of the Week Published

Daily Average Paid Print Circulation

Monday - 

Saturday

Sunday / 

"Weekend"

combined print/digital

National Cost and Revenue Study Covering 2011

Total Unduplicated Print & Digital Media Subscription Revenue

Duplicate Print Circulation Revenue

Less estimated agent fees, carrier buy/sell, etc

Unduplicated Print Circulation Revenue

Final Data Submission 

Deadline is April 16, 2012

Avg. Paid Circ.

0

Prior year participants, do we have permission to show last year's key number?

Number of Days Published Annually

0

Avg. Circ. Calc.

0
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And, it was like looking…
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We realized that we needed to shift the 

paradigm from an annual snapshot…

… to a continuous management tool.
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Find a good partner: 



Project Goals

1. Smart

2. User friendly

3. More frequent

4. Available 24/7
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Choose your competitive set…
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Start high, go deep
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Start high, go deep
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Start high, go deep
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Start high, go deep
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Start high, go deep
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Start high, go deep
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Start high, go deep
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Start high, go deep
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Participation Up Nearly 2X!
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Thank-You


