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New	  research
Focus	  on	  local	  newspapers:

• Survey	  of	  420	  local	  newspaper	  journalists	  (pub	  May	  2017)

• Local	  journalism	  in	  the	  PNW	  (12	  interviews,	  10	  outlets,	  pub	  Sept	  17)

• Landscape	  Review,	  local	  newspapers	  in	  USA	  (52	  expert	  interviews,	  Nov	  17)



Research	  Questions
1. How	  are	  small	  market	  newspapers	  (>	  50,000	  circulation)	  

responding	  to	  the	  challenges	  of	  digital	  disruption?

2. What	  can	  they	  do	  to	  best	  prepare	  for	  the	  future?

3. What’s	  going	  on	  in	  my	  own	  backyard?



Why	  this	  matters
1. No	  new	  US-‐wide	  study	  since	  2011.	  Considerable	  change	  since	  then.	  

2. Changes	  at	  NYT,	  BuzzFeed,	  Vice	  et	  al.	  often	  dominate.

3. Small	  +	  local	  newspapers	  often	  overlooked.

• 7,071	  newspapers	  (daily	  or	  weekly)	  in	  USA	  (Editor	  &	  Publisher).	  
• 6,851	  have	  circulations	  under	  50,000.	  
• Means	  c.97%	  of	  	  US	  newspapers	  are	  “small	  market.”
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Notable	  trends	  include:

1. Fewer	  journalists.	  

2. Fewer	  papers.	  

3. Consolidation	  of	  titles/groups.

4. Emergence	  of	  hyperlocals.

5. New	  digital-‐first/only	  entrants.

6.	  	  Homogenization	  of	  Main	  Street.

7. Changing	  ad/revenue	  models.

8. Battle	  for	  attention.

9. New	  platforms	  +	  tools.

10. All	  happening	  as	  revenues	  decline…	  



Year Advertising Circulation Newsroom

2007 -‐7.30% -‐2.30% -‐0.65%

2008 -‐14.90% -‐0.60% -‐3.58%

2009 -‐26.60% -‐0.20% -‐14.4%

2010 -‐6.60% -‐2.40% -‐8.6%

2011 -‐7.00% -‐0.90% -‐2.22%

2012 -‐5.90% 5.00% -‐4.99%

2013 -‐6.80% 1.80% -‐4.8%

2014 -‐6.40% 1.00% -‐5.0%

2015 -‐7.80% 1.20% -‐4.1%

Source:  

Pew  Research  
Center

State	  of	  the	  News	  Media:	  Key	  Statistics	  
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Fast	  changing	  media/tech	  landscape



Research	  Findings



Key	  Messages

1. Optimism	  at	  a	  greater	  level	  than	  might	  be	  expected.

2. Experimentation	  and	  innovation across	  the	  board.

3. Need	  for	  nuance	  – plurality	  of	  experiences.

+	  Hunger	  for	  case	  studies	  and	  peer-‐to-‐peer	  learning



The	  need	  for	  nuance

Circulation Number	  of	  daily
newspapers

25,001	  -‐ 50,000 139
10,001	  -‐ 25,000 366
5,001	  -‐ 10,000 396
5,000	  or	  less 301

Total	  number	  of	  
small-‐market	  dailies 1,202

Circulation Number	  of	  weekly
newspapers

35,001	  -‐ 50,000 99
20,001	  -‐ 35,000 368
10,001	  -‐ 20,000 758
5,001	  -‐ 10,000 1,084
1.001	  -‐ 5,000 2,843
1,000	  or	  less 497

Total	  number	  of	  small-‐
market	  weeklies 5,649(Source:	  Editor	  &	  Publisher)
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As	  a	  former	  metro	  and	  small	  market	  editor	  reflected:	  

“I	  think	  there	  is	  an	  opportunity	  for	  small	  newspapers	  more	  than	  
the	  larger	  ones…	  Because	  you	  might	  know	  your	  neighbor,	  who	  was	  
in	  the	  paper	  yesterday.	  And	  the	  smaller	  newspapers	  do	  a	  better	  job	  
of	  getting	  more	  people	  in	  the	  paper	  than	  the	  larger	  ones	  as	  well.	  

I	  think	  that	  forming	  that	  type	  of	  relationship	  with	  the	  community	  is	  
still	  there	  in	  smaller	  papers.	  And	  I	  think	  it's	  more	  difficult	  in	  the	  
metro	  markets.”	  
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5.	  	  Additional	  ideas
Include:

1. Crowdfunding	  for	  specific	  roles,	  stories	  and	  beats.	  

2. Newsletter	  ads/sponsors.

3. Podcast	  ads/sponsors.	  

4. Membership	  schemes.

5. Obituaries.	  

6. Google	  consumer	  surveys.



Revenue	  Takeaways
• Diversification	  is	  key.

• Plenty	  of	  great	  ideas	  out	  there.

• “Respect	  print	  and	  grow	  digital.”

• Print	  still	  75%	  of	  revenues	  (if	  not	  time).	  
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“I	  think	  there's	  a	  hesitancy	  in	  the	  newspaper	  industry	  among	  
reporters	  to	  not	  recognize	  that	  what	  the	  metrics	  are	  telling	  us	  is	  
that	  we	  need	  to	  change	  the	  content.

“I	  think	  we	  lose	  people	  that	  could	  be	  engaged	  when	  we	  make	  the	  
news	  too	  boring	  for	  them	  to	  come	  get	  it...	  

They	  like	  when	  we	  can	  tell	  them	  a	  whole	  story,	  or	  tell	  them	  an	  
important	  story,	  but	  they	  don't	  need	  us	  to	  just	  act	  as	  a	  kind	  of	  
stenographer	  of	  government.”

Levi	  Pulkkinen



Engagement	  +	  Engaged	  Journalism

• Off-‐site	  (digital	  and	  IRL).

• Accessibility	  /	  Visibility.

• Listening.

“How	  can	  we	  demonstrate	  to	  
them	  the	  value	  of	  a	  local	  news	  
organization	  and	  that	  it	  goes	  
beyond	  the	  printed	  product?”	  

Lauren	  Gustus
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Implications
Seven	  strategic	  considerations
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“We	  are	  allowing	  the	  naysayers	  to	  kill	  our	  industry.	  

We	  still	  offer	  something	  unique	  which	  residents	  want,	  but	  we	  
allow	  the	  screaming	  voices	  of	  gloom	  and	  doom	  to	  convince	  people	  
that	  we	  are	  worthless."

Survey	  respondent
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