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Research:

1. NAA's 2007 Circulation Facts, Figures & Logic:
Status of Circulation in The States

2. Future of Circulation Project

3. Understanding the Value of Newspapers:
The Relationship Between Price Paid and Readership




Methodology

A total of 1,625 surveys were sent out to North American Daily
Newspapers

A total of 505 surveys were returned to NAA (31.1% Response Rate)

Surveys were sent out using Direct mail survey methodology, PDF
survey methodology, and e-mail survey methodology with a unique

URL link provided for Web-based entry.
The majority of Respondents returned the surveys by mail (61%).

Surveys were fielded starting on October 15, 2006 and accepted
through January 30, 2007.




Introduction

The 2006 Circulation Survey is the seventh study over the past 14
years.

This study provides newspaper circulation departments with the data to
compare their operations to those of similar-sized newspapers.

The study also examines changes in how circulation executives market
daily newspapers as reader and advertiser expectations change.

Information shared in this study is leveraged with that of daily
newspapers across North America to form the most complete analysis
of circulation benchmark data and performance standards.

The value and success of this study exists because of the strong
participation by U.S. and Canadian newspapers and the use of
trend analysis.




Key Findings

Newspapers are making economic decisions in adjusting
their circulation marketing strategies.

Focused on selectively adding subscribers and making the
investment to keep them.

Subscriber churn dropped again in 2006 and is down by 33% from
2000.

Newspapers sold 25% fewer subscriptions than two years earlier.
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Outsourcing When it Makes Sense

Distribution Alliances

Better Analysis Behind Decisions

Deliver Other Publications

Median Median Median
Number of Number of Number of
“yes” Different Different Different
Publications | Publications  Publications
Delivered Delivered on  Delivered on
Dail
Industry 39.3% 2 2 1
Under 25,000 22.0% 2 2 1
25,001 - 50,000 39.2% 1 1 1
50,001 — 100,000 63.9% 2 2 1
100,001 - 200,000 82.4% 2 2 1
200,001 — 400,000 95.5% 4 3 1
400,001+ 100.0% 5 3 0




Key Findings

Home Delivery continues to be the
predominate sales channel:

Approximately three -fourths of daily
newspapers are delivered to home -delivery
subscribers.
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Daily Circulation by Sales Channel

195 S 0VL% u Da?ly Hgme Delivery
Daily Single Copy
l Daily Mail
Daily NIE
M Daily Electronic Edition
B Daily Employee Copies
l Daily 3rd Party/Other

16%

Saturday Circulation by Sales Channel

% 3% W Saturday Home Delivery
Saturday Single Copy
M Saturday Mail
Saturday NIE
M Saturday Electronic Edition
B Saturday Employee Copies
B Saturday 3rd Party/Other




24%

Sunday Circulation by Sales Channel

B Sunday Home Delivery
Sunday Single Copy
B Sunday Mail
Sunday NIE
B Sunday Electronic Edition
B Sunday Employee Copies
B Sunday 3rd Party/Other

Average Cost of Acquiring a New

Subscriber
1996: $19.25
2000: $28.20
2002: $30.42
2004: $42.00
2006: $64.05




Subscription Sales Expenses - % of Total

Direct S———— Su_bscriber Subscriber Limited

SEIES Discount Premium Overhead
Industry 37.7% 7.0% 51.8% 3.0% 0.6%
Under 25,000 43.5% 4.9% 44.8% 4.5% 2.2%
25,001 - 50,000 38.9% 5.1% 52.1% 3.1% 0.9%
50,001 — 100,000 38.4% 5.1% 52.5% 3.1% 0.9%
100,001 — 200,000 40.0% 7.6% 48.3% 2.8% 1.3%
200,001 - 400,000 33.6% 7.2% 56.3% 2.6% 0.3%
400,001+ 38.8% 7.7% 50.3% 3.1% 0.0%
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Subscription Sales with Voluntary
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Strategies, Tactics and Models

The Waco Tribune-Herald (TX)
Under 50,000

The Press Box
Strategy:
Improve the penetration among apartment dwellers by:
- treating the distribution as home delivery subscriptions
- reduce distribution costs
- create a low-cost subscription for the customer.
Create a flexible distribution system by:
- allowing apartment customer to pick up a newspaper
whenever they want for the same low-cost subscription
price.

Strategies, Tactics and Models

The Waco Tribune-Herald (TX)
Under 50,000

The Press Box

Results:
Press Boxes were placed at seven apartment
complexes in Waco.
Within six weeks, the subscribers increased by
60%.
Currently, 23 Press Boxes placed in 16
apartment complexes reaching about 3,500
apartment households.
Goal: Increase apartment penetration from pre-

Press Club rate - 10% to 30% of apartment
households
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Acquisition Sales Channel: Online

On-line in-line

* Low costs high retention
 Similar to voluntary

Placement — above the fold
Promotion — offer communication
Pricing

Process simplified

Acquisition Sales Channel: Online

Strategies, Tactics & Models — The Daily
Freeman (Kingston NY) Under 30,000
2 Weeks Free Sample Online Offer
Pop-up box on site.
Sub. offer during first week
Promo code for tracking
35% convert to paid
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Strategies, Tactics and Models

The Sarasota Herald-Tribune (FL) Over 100,000 -
Partnership w/ Florida Power & Light

Goal: Staying Ahead of the Competition

- New movers call FLA Power & Light for electricity
and a 50% HD offer is presented.

- An obstacle was technology and they needed a solid
ROI to justify the acquisition cost.

- Success is defined as the ratio of newspapers sold
to electrical hookups.

- Competitive markets, being first at the door often
wins.

Follow through After the Sale has Improved:

Retaining Subscribers
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New Start Retention Rate Total

Industry

Under 25,000
25,001 — 50,000
50,001 — 100,000
100,001 - 200,000
200,001 — 400,000
400,001+

13-Weeks
Total Total
Subscription ~ Voluntary
SEIES Starts
69% 80%
73% 81%
69% 81%
68% 81%
66% 80%
66% 78%
63% 76%

Total

Starts
74%
78%
74%
2%
70%
66%
65%

New Start Retention Rate Total

Industry

Under 25,000
25,001 — 50,000
50,001 — 100,000
100,001 - 200,000
200,001 — 400,000
400,001+

52-Weeks
Total Total
Subscription  Voluntary
SEIES Starts
40% 57%
49% 65%
42% 58%
35% 55%
35% 50%
27% 46%
20% 49%

Total
Starts
45%
54%
47%
40%
38%
30%
24%
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Tracks Retention

“Yes”
Industry 79.1%
Under 25,000 56.9%
25,001 — 50,000 79.5%
50,001 — 100,000 93.0%
100,001 - 200,000 91.3%
200,001 — 400,000 100.0%
400,001+ 100.0%

Subscriber Retention by Newspaper Size

Total Total
Subscription Voluntary
R Sales . Starts.
_ 13 wk 52wk 13 wk 52wk
Industry 69% 40% 80% 57%
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New Start Retention Rate by Order Source
13-Weeks

Ma-[lile?ihg Carriel (S:;Iee"; D’UI:? Kiosks Internet E-mail N[I)a‘il:;;r Smi'II:l\élcnczpy/ Other
Industry 58% 78% 64% | 81% | 73% 84% 0% 78% 78% 62%
Under 25,000 57% 79% 48% 84% 68% 81% 28% 69% 74% 65%
25,001 - 50,000 64% 79% 59% 80% 74% 83% 0% 81% 78% 68%
50,001 — 100,000 58% 78% 66% 81% 76% 84% 0% 71% 80% 64%
100,001 - 200,000 57% 82% 70% 83% 74% 86% 85% 85% 85% 59%
200,001 — 400,000 58% 77% 68% 80% 72% 87% 89% 75% 75% 57%
400,001+ 55% 73% 67% 82% 73% 86% 84% 88% 83% 65%
New Start Retention Rate by Order Source
52-Weeks
Carriers g;?e"; D’\i/::ﬁt Kiosks Internet E-mail Nlljeil?wt;j;;r SmlnggMCopy/ Other
nserts
Industry 48% 22% | 49% | 34% 51% 2% | 48% 50% 46%
Under 25,000 50% 28% 52% 40% 55% 31% 53% 58% 53%
25,001 - 50,000 31% 52% 26% 57% 40% 51% 0% 54% 53% 54%
50,001 — 100,000 24% 41% 22% 47% 28% 51% 0% 42% 43% 38%
100,001 - 200,000 25% 47% 22% 57% 35% 56% 49% 48% 49% 44%
200,001 — 400,000 17% 40% 11% 40% 28% 48% 71% 52% 40% 40%
400,001+ 15% 34% 11% 41% 27% 47% 54% 26% 43% 40%
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Retention Rate by Payment — 52 Weeks

Cad  Debit | mal Gt Ofer
Industry 66% 71% 47% 43% 8%
Under 25,000 75% 80% 63% 38% 0%
25,001 - 50,000 70% 75% 49% 38% 0%
50,001 — 100,000 62% 78% 43% 60% 47%
100,001 - 200,000 51% 53% 33% 37% 31%
200,001 — 400,000 53% 49% 34% 43% 49%
400,001+ 58% 54% 25% 55% 18%
% of New Starts Verified
Do Not Less

Verify than 25% 26-50% 51-75% 76-100%

Industry 73% | 53% | 91% | 16.9% | 61.4%
Under 25,000 81% | 6.6% | 52% | 15.1% | 64.9%
25,001 — 50,000 51% | 4.1% | 9.2% | 20.4% | 61.2%
50,001 — 100,000 | 10.0% | 1.7% | 16.7% | 16.7% | 55.0%
100,001 — 200,000 | 3.1% | 0.0% | 21.9% | 18.8% | 56.3%
200,001 — 400,000 | 0.0% | 13.6% | 22.7% | 13.6% | 50.0%
400,001+ 22.2% | 0.0% | 0.0% | 33.3% | 44.4%
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Communication Print

Owner's Welcome Reminder Subscription Payment

Manual Letter to Restart ApolEng Upgrade  Upgrade

Industry 25.0% | 53.9% | 15.6% | 14.8% | 39.8% |62.3%
Under 25,000 21.1% | 50.4% 15.4% 14.3% 28.2% 55.3%
25,001 - 50,000 24.0% | 55.2% 16.7% 11.5% 47.9% 68.8%
50,001 — 100,000 | 36.7% | 66.7% 15.0% 15.0% 48.3% 70.0%
100,001 — 200,000 | 32.4% | 52.9% 5.9% 23.5% 70.6% 67.6%
200,001 — 400,000 | 30.4% | 52.2% 21.7% | 21.7% 52.2% 82.6%

Expiration
Reminder
Other
than
Invoice

44.7%
42.9%
42.7%
48.3%
52.9%
47.8%

400,001+ 33.3% | 66.7% 33.3% 11.1% 88.9% 77.8%

55.6%

Communication Email

Expiration
Owner's Welcome Remindq Apology Subscription Payment R%T:;]ldrer
Manual Letter to Restart Upgrade  Upgrade i
Invoice
Industry 5.9% 8.6% 2.0% 3.9% 5.7% 9.2% 3.9%
Under 25,000 2.3% 3.0% 0.0% 2.3% 1.5% 2.3% 1.1%
25,001 - 50,000 6.3% 8.3% 1.0% 1.0% 3.1% 7.3% 5.2%
50,001 — 100,000 | 13.3% | 20.0% 6.7% 10.0% 5.0% 18.3% 6.7%
100,001 — 200,000 | 11.8% | 17.6% 8.8% 8.8% 20.6% 20.6% 8.8%
200,001 — 400,000 | 21.7% | 26.1% 8.7% 8.7% 34.8% 39.1% 13.0%
400,001+ 0.0% 22.2% 0.0% 11.1% 33.3% 55.6% 11.1%
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Communication by Phone, Automated

Expiration
Owner's Welcome Reminder Apology Subscription Payment R%:gwetjrer
Manual Letter to Restart Upgrade  Upgrade i
Invoice
Industry 135% | 4.9% | 5.1% 4.9% 6.6% | 12.9%
Under 25,000 6.8% 1.1% 1.5% 1.5% 3.4% 8.6%
25,001 - 50,000 13.5% 7.3% 6.3% 9.4% 10.4% 15.6%
50,001 — 100,000 25.0% 6.7% 10.0% 11.7% 10.0% 18.3%
100,001 - 200,000 23.5% 17.6% 17.6% 8.8% 8.8% 20.6%
200,001 — 400,000 39.1% 13.0% 13.0% 0.0% 0.0% 13.0%
400,001+ 33.3% 11.1% 0.0% 11.1% 44.4% 44.4%

Communication by Phone, Live Contact

Expiration
Owner's Welcome Reminder Apology Subscription Payment R%\:Lnedrer
Manual Letter to Restart Upgrade  Upgrade i

Invoice

Industry 59.0% | 42.4% | 61.9% 50.2% 54.1% | 69.7%
Under 25,000 62.4% 39.5% 69.9% 29.7% 47.7% 68.0%
25,001 — 50,000 63.5% 41.7% 60.4% 63.5% 54.2% 70.8%
50,001 — 100,000 48.3% 50.0% | 46.7% 73.3% 58.3% 73.3%
100,001 — 200,000 47.1% 55.9% 58.8% 94.1% 67.6% 73.5%
200,001 — 400,000 56.5% 43.5% 30.4% 91.3% 82.6% 69.6%
400,001+ 33.3% 33.3% 33.3% 88.9% 88.9% 66.7%




Customer Loyalty Program

‘Yes”
Industry 20.6%
Under 25,000 12.6%
25,001 - 50,000 19.8%
50,001 — 100,000 40.4%
100,001 — 200,000 34.4%
200,001 — 400,000 40.9%
400,001+ 44.4%

Discounts for Long-Term Subscribers

Offers

Discounts for

Long-Term

Subscribers
Industry 65.5%
Under 25,000 67.5%
25,001 — 50,000 69.4%
50,001 — 100,000 59.0%
100,001 - 200,000 44.1%
200,001 — 400,000 82.6%
400,001+ 37.5%

21



Subscription Payments: Median Percent of
Subscribers Who Pay by Method

The median per cent of subscribers on a recurring
payment plans last year was 16%.

A newspaper must have 33% on a bank draft or
recurring credit card program to be in the top quintile
of newspapers with subscribers on EasyPay /
Recurring payment programs.

Median Percent Discount Provided

Median
%

Industry 10.0%
Under 25,000 10.0%
25,001 - 50,000 8.5%
50,001 — 100,000 8.0%
100,001 — 200,000 10.0%
200,001 — 400,000 9.0%
400,001+ 43.0%
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Home Delivery Discount

Median % Median % Median
Home Delivery New Subscribers Discount for New
at Discount  Sold at Discount Subscribers

Industry 20.0% 65.0% 30.0%
Under 25,000 17.0% 50.0% 25.0%
25,001 — 50,000 20.0% 67.5% 32.0%
50,001 — 100,000 23.0% 75.0% 32.2%
100,001 — 200,000 30.0% 80.0% 28.0%
200,001 — 400,000 23.0% 86.0% 40.0%
400,001+ 33.0% 90.0% 42.0%

Home Delivery Service Complaints

Daily Sunday

Industry 1.6 2.6
Under 25,000 1.3 1.7
25,001 — 50,000 2.0 34
50,001 — 100,000 1.9 3.1
100,001 — 200,000 2.1 3.9
200,001 — 400,000 1.8 3.4
400,001+ 1.8 3.3




Industry

Under 25,000
25,001 - 50,000
50,001 — 100,000
100,001 — 200,000
200,001 — 400,000
400,001+

Abandoned calls

Median Calls
Abandoned
Dail
16
15
16
20
42
50
61

% of All Calls
Abandoned

4.0%
4.0%
4.0%
4.0%
4.0%
2.4%
2.9%

Median Speed of
Answer /Delay of
Answer

21.0
16.0
17.0
23.0
27.0
30.0

24.0
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FOR IMMEDIATE RELEASE
APRIL 2, 2007

Spring 2007 Newspaper Audience data (NAdbase)
shows 15 percent year-over-year jump in unique
visitors to newspaper Web sites

Newspaper Web sites contributed to a 14 percentinc  rease in total
newspaper audience for the25- to 34-year-old demogra  phic

Arlington, Va. — This latest report shows that during the second half of 2006, unique visitors to
newspaper Web sites averaged 57.3 million visitors a month or one in three of all Internet users, a
15 percent increase over the same period a year ago (49.8 million) (Nielsen//NetRatings).

In addition, newspaper Web sites have contributed to a 13.7 percent increase in total newspaper
audience for the coveted 25- to 34-year-old demographic and a 9.2 percent increase for 18- to 24-
year-olds (Scarborough). Additional data is available on www.newspapermedia.com.

The NAdbase analysis also shows the continued broad reach of the print audience from
Scarborough, with nearly three out of four adults in the top 50 markets (115 million) reading the
newspaper over the course of a week (5 weekdays/1 Sunday). Nearly two out of three (65.8
percent) of 18- to 34-year olds in the top 50 markets are reading a newspaper during the course of
a week, and three out of four (76.9 percent) of 35- to 54-year-olds and 84.2 percent of those 55
and older read a newspaper in the past week.
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March 13, 2007

ABC Board Addresses Multimedia Reporting

Gives Preliminary Approval to Incorporate
Audience Data in ABC Newspaper Reports

To serve its members’ needs in today’s increasingly
integrated media market, the board of the Audit Bureau of
Circulations addressed provided preliminary approval to
work with the Newspaper Association of America (NAA)
and Scarborough Research to begin incorporating

audience estimates in ABC U.S. media reports.
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Understanding the Value of
Newspapers: The Relationship
Between Price Paid and Readership
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Regular Trib

Tribloid
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The Future of Circulation:
Audience Development

How Does Your Strategy Change if the Metric for
Success is Building Audience?
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Marketing the Daily Newspaper

Readers continue to read.

Casual Readers Acquire
Newspapers in a manner that
fits their lifestyle

The traditional model alone will
not position a newspaper for
growth

The Newspaper must be
Compelling & Relevant

The Consumer Defines Value
Promotion is critical

A strategy must be in place to
succeed

Going Forward...

%
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The Future of Circulation:
Audience Development

Obrigado.
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