It’s time to talk metrics:
Audiences, attention, and the
persistent power of print

Prof. Neil Thurman

Ludwig Maximilians University Munich
neil.thurman@ifkw.Imu.de
@neilthurman



Daily print newspaper circulation change by region

50%

40%

30%

20%

10%

0% o

-10% 1 1 -
-20%
-30%
-40%

B 1-year change M 5-year change

Source: World Press Trends, 2016



The Guardian

Dan Sabbagh
Thu 16 Jun 2011 16.53 BST

f L 4 7  eee
© This article is 6 years old

<
15

Guardian and Observer to adopt 'digital-
first' strategy

GMG chief executive says newspaper group aims for 'major
transformation’ as he announces £33m cash losses for last year
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A The Guardian and Observer aim to double digital revenues by 2015/16

The Guardian and Observer lost £33m in cash terms last year, the chief executive
of Guardian Media Group has said, as he committed the newspaper group to a
"digital-first" strategy in which digital revenues would double to nearly £100m by
2016.



Shaping the Future of News Publishing
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World Printers Forum Report: A US-only study raises debate
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US Metropolitan Newspapers Between Print and Digifal

by H. Iris Chyi, Associate Professor, School of Journalism

at the University of Texas, Austin, USA

wenty years into US newspa-
pers’ experiment with digital,
most are stuck between an
unsuccessful experiment (for
their online offerings) and a
shrinking market (for their print
product). Facing existential chal-
lenges, newspaper publishers have

ship, engagement, subscription and
advertising revenue — all by a wide
margin.

It is 2017. Newspaper executives
can no longer afford to ignore the
fact that their digital strategy is not
working.

technology for news delivery. The
World Wide Web did not become
publicly accessible until 1991, and
the first web-based newspaper
(the Palo Alto Weekly) went online
in January 1994. By May 1995, as
many as 150 US dailies offered
online services — when less than

become more determined than 1% of the US population had web
ever, acting upon the assumption As a reality check, this report first  access (Carlson, 2003). The New
that print is dying so pap: p h findings on US York Times went online in Janu-
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ly to survive. terms of readership and business 2,600 US newspapers offered
prospect, and by doing so, exam- online services (Editor & Publish-
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allot already dwindled resourcesto  assumptions about an all-digital by 2003, the industry consensus
digital. Thousands of print jour- future. The second part of the was that no business model had

nalists have lost their jobs, and the
disinvestment results in more de-
clines in circulation and advertis-
ing revenue, which serve as further
evidence that the print format is
dvine. This suicide spiral mav kill

report addresses major pro-digital,
anti-print arguments surfaced ina
recent debate regarding what went
wrong during the past two decades.
The purpose is to expose some of
the irrationalities that mav have

been found (Carlson, 2003). Media
scholars also wondered whether
online media can survive without a
viable model and whether main-
taining digital media is of value
when profitabilitv is not achievable
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Fig. 2: In-market Print and Online Reach by Age, 2015™

Source: WAN-IFRA, Print-online performance gap



* Didn’t include
newspapers’ mobile
channels
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dominated by digital news” (Mul-
lin, 20163, para. 1). Ironically, the
(supposedly dying) print edition
still outperforms the (supposedly
dominating) digital edition by
almost every standard — reader-
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journalism and unchecked
assumptions

Contrary to general impressions,
most US were not

- 199). However,
by 2003, the industry consensus
was that no business model had
been found (Carlson, 2003). Media
scholars also wondered whether
online media can survive without a
viable model and whether main-
taining digital media is of value
when profitability is not achievable
(Kawamoto, 2003). These were

the major lessons learned during
the first decade of US newspapers’
online experiment.

The story could have ended there.
But new technological advances
one after another — the emergence
of post-PC devices (e.g, smart-
phones, e-readers, and tablets), the
rise of web 2.0 technology (¢.£.»
blogs), and the astounding growth
of social networks — all reinforced
newspaper executives’ beliefin a

laggards in adopting internet

Ever 3
looks like the next thing, where
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 Takes mobile into account
* Measures digital consumption passively



 Takes mobile into account
* Measures digital consumption passively

4

Shows print’s performance against digital is
even better than Iris Chyi suggests!

What’s the magic metric?
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Print survey data Passive online

(e.g. from national ‘Fusion’ measurement
readership data (e.g. from
surveys) comScore)

Net (de-duplicated)
readership reported
over common time
periods
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“The inclusion of the PC website and mobile data ... created
impressive headlines as to the overall reach of publisher brands”

Katherine Page, NRS

(“Breaking and making: A new measurement service for the British published media”)
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“the preoccupation with audience size has
led to erroneous decisions in the

management of media content”
- Bogart (1966: 47)

Source: Bogart, Leo (1966) “Is it time to discard the audience concept?”
Journal of Marketing 30.1.
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“the preoccupation with audience size has
led to erroneous decisions in the
management of media content”

- Bogart (1966: 47)

Source: Bogart, Leo (1966) “Is it time to discard the audience concept?”
Journal of Marketing 30.1.
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73% of print readers Online visitors visit

read it “almost an av. of three
always” (i.e. every day), times a month
with 13 percent reading  (comscore 2016).

them “quite often” (ws2a).



Time spent: the magic metric?

« Time spent is the “biggest predictor of whether readers notice
advertisements” (Petric et al., 2017).

 Financial Times believes “time-based metrics will benefit

publishers™ because they value “real reader engagement over
clicks” (FT.com 2015).



Time spent: the magic metric?

(no. of print issues per year X
Average Issue.ReadershipX

av. reading time per reader per issue)

_|_

(annual online minutes)

Total annual time spent with brand

National

Readership

5

Survey
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Total minutes spent reading by the aggregated British print, PC, and mobile
readerships (18+) of each of 8 UK national newspaper brands, 2016
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Total minutes spent reading by the aggregated British print, PC, and mobile
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Time spent reading UK newspaper brands in 2016 by
their British audiences aged:

55 & older 35-54
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Time spent reading UK newspaper brands in 2016 by
their British audiences aged:

55 & older 35-54
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Time spent with UK newspapers
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Changes in AIR and time-spent with The Guardian in
print, 2009-2016
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Changes in AIR and time-spent with The Guardian in
print, 2009-2016
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London Evening Standard, Average Issue Readership
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London Evening Standard, Average Issue Readership
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INDEPENDENT

Continues online-only at:

INDEPENDENT

www.independent.co.uk

www.indy100.com

Last print edition — March 2016

33



Net monthly British readership (aged 15+) of The Independent in the 12 months

before and the 12 months after it stopped printing and went online-only
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Time spent reading (milllions/mins)

Total attention (measured by time spent reading) received by The Independent
from its British audience before it went online-only
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Changes in the total attention (measured by time spent reading) received by
The Independent from its British audience before and after it went online-only
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Conclusions

* Focus on reach/readership promotes false
equivalence between print and online reading



INSTITUT FUR KOMMUNIKATIONSWISSENSCHAFT UND MEDIENFORSCHUNG

Conclusions

* Focus on reach/readership promotes false
equivalence between print and online reading

* Av. print reader spends x80 more mins. with UK
news brands than their av. online visitor

* ‘Annual time spent’ accounts for this difference
& can be calculated using available data



Conclusions

 What's in it for publishers?
* Help make argument about value of print
 Inform strategic decisions



Conclusions

 Product perspective:
« Take inspiration from print’s ability to engage
« Design cues
« Contained experience / sense of completion
« Content perspective:
« Consequences of chasing reach:
 Click-bait and fake news
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Conclusions

« Keep exploring quality of reading and new
business models!



Thank you

Neil Thurman
Ludwig Maximilians University Munich

neil.thurman@ifkw.Imu.de
@neilthurman



