
Our growth audiences 
and what drives 
willingness to pay for news
Part 2 for Nashville newsroom staff
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You are here

30 mins

Where we 
are now
Readership trends 
and a look at who 
our subscribers 
are today.

45 mins

Growth 
audiences
A study of our 
target audiences 
and what drives 
their willingness 
to subscribe.

90 mins

Putting it to use
Diving into the practical ways we 
can attract, engage and retain our 
growth audiences. We’ll offer 
specific tactics, examples of 
success and prompt participants to 
apply the ideas to their work.

Editor takeaways
A discussion-focused session to talk 
with editors about opportunities, 
challenges and how to use this 
research to help grow audiences 
and new subscriptions at their site. 
End goal: Some action steps.
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Part 2: What we’ll cover today
—
Understanding our 
growth audiences:

Digitally savvy, younger, more socially connected 
readers are our main target for subscription 
growth in the years ahead.

We want our staff to understand for WHOM
they’re writing and how it’ll help us grow as a 
business.

What drives their 
willingness to pay:

We’ll explore the attributes that readers say 
are most important in committing to a 
subscription – among them: original content, 
breaking news and user experience.

“Is this advice based 
on data, or are they 
educated guesses?”

In previous rounds of training, we heard feedback loud and clear: 
People were inundated by a sea of data and overwhelmingly asked 
to jump right to “actions we can take.” Every action in here is based 
on polling and numbers — all crosstabs are available upon request.

ON TODAY’S TRAINING
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Many reasons we must continue to evolve
—

Print circulation is 
declining and will 
continue to do so.

There is an increasing 
amount of 

competition in the 
digital landscape. 

While we might be 
gaining more digital 

readers, they’re 
spending less time 

with us.

Advertising still 
supports newsrooms, 

but it’s a volatile 
business.

Our biggest digital 
revenue sources –

desktop fronts – are 
where we are purging 

visitors the most.

Sunday NAS: 25K, down 
22% in 2021

Daily: 17K, down 18%

Brands like Axios, 24/7 
Sports and Patch pull 

audiences away

Average visit length is 
about 3 minutes, down 6% 

from start of 2021.
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A bright spot: 
Community support has never been stronger
—
• 42% of new subscribers say 

“supporting local journalism”  or 
access to paywalled content is why 
they subscribed

• 64% of our growth audiences say 
paying for quality journalism is 
important for our democracy

• 61% of our growth audiences say 
they have trusted journalists they 
turn to for local news

Sources: 2020 Consumer Research Study Day 1 survey; Gannett Consumer Segmentation

What your reporters do has 
never been more difficult, and I 
know I can imagine only a 
fraction of their challenges they 
face in accessing public records, 
being the target of anti-media 
abuse from real-world and 
virtual directions, and striving 
for sanity… while reporting on 
madly divisive politics at the 
local, state and national level. 
Covering the school boards 
alone would crush my soul.”

- USA Today Network reader
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Image-driven, 
apolitical,  

entertainment-
focused

• This is a social 
group

• Enjoys staying  
current with 
popular  
conversations on 
social media.

• News is as a form 
of entertainment 
that competes 
with the likes of 
watching tv/film 
and gaming.

SKEWSYOUNGER

S E GME NT 1

16%
Trendy,

opinionated,
casual

• Enjoys being the 
center of  
attention

• Has a passion for 
staying up to 
date on the 
latest trends.

• It helps them 
feel
knowledgeable

• Around others, 
but they don’t 
need to develop 
in-depth
opinions.

SKEWSYOUNGER

S E GME NT 2

15%

FUTURE GROWTH 
AUDIENCE

LOWEST POTENTIAL 
TO PAY

of news 
consumers

6 distinct, sizable, and actionable segments

Source: Gannett Consumer Segmentation 2021

Social, plugged-in, 
curious

• Extroverted and  
optimistic.

• Love being the 
first to learn 
about news.

• Turn to news to 
feel in-the-
know and part 
of the convers 
ation.

S E GME NT 3

12%

Self-reliant, 
content, open-

minded

• More established 
with their lifestyle &
content with who 
they are.

• While reliant on 
social media for 
news, they’re less 
drawn to what’s 
trendy

• News is a way to 
satisfy curiosity, 
push horizons, 
and help them 
build their own 
opinions.

S E GME NT 4

20%

NEXT GROWTH AUDIENCES

Civic, family-
focused, moderate

• Older,  civically 
engaged, and  
family-oriented 
group

• Comfortable in  
their ways.

• Seek to be 
broadly aware of 
news

• News is a 
resource for
making informed,
safe choices for
themselves and 
their family.

SKEWSOLDER

S E GME NT 5

12%
Cautious ,

independent,
pragmatic

• Older and very 
offline group that 
is set in their ways

• Approaches news  
with a dose of
skepticism.

• Trust in the
familiar is 
foundational  for 
them.

• Turn to the news 
to stay informed 
with a well-
rounded picture 
and to form their
own opinions.

SKEWSOLDER

S E GME NT 6

25%

PRINT READERS
DIGITAL & 

PRINT READERS

Our current subscribers –
we have these folks: 

Often older, retired and 
interested in more 

traditional topics. But still 
an important part of our 
portfolio to optimize and 

retain.
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These are a bigger 
challenge:

They’re not part of our 
current growth strategy 

because they’re 
not our most likely 

subscribers.
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Which audience group are you in?
—

9

Earlier, I 
asked you to 
complete a 
survey that 
asked you 
about your 
news 
consumption 
habits.

Here’s what 
it shows. 
The orange bars 
are Nashville 
newsroom 
results.
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A larger portion of 
the general 
population falls 
into Segments 1-3; 
more so than our 
subscriber or 
newsroom 
population.

Subscribers are a 
larger proportion 
of segments 4-6, 
the audiences 
we’ve already 
captured.

Nashville results: 
We journalists 
aren’t like the 

“new” Segment 3 
readers we’re 

trying to attract.



Who are the 
next batch of 
subscribers?
These readers have told us they’re ready to 
support us if we cover the local topics they need 
to live more fulfilling lives.
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Who are these potential new subscribers?
—

11

They’re 
younger.

More than 
half are age 
25 to 44 and 
they’re more likely 
to be people of 
color or 
immigrants.

They’re 
parents. 

6 in 10
have kids 
at home.

They’re 
employed.

They’re likely 
to work 
full time and 
have 
household 
incomes over 
$100K.

They trust 
local news. 

Nearly 7 in 10 
say they trust 
local more 
than national 
news sources.
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SEGMENTS 3 & 4



They expect news to find them.
—

12

They’re heavy users 
of social platforms …
• YouTube (About two-thirds)
• Facebook (About two-thirds)
• Twitter (About half)
• Instagram (About half)
• Reddit (About a quarter; heavy sports)
• TikTok (About a quarter)

Takeaway: They want to be up to date with what’s happening in current events 
(89%) and have their own well thought out opinion on it (85%).
Source: Gannett Consumer Segmentation and comScore

… and search and 
news aggregators.
• Nearly all (95%) use search to find 

information and news.

• About three-quarters of users say they use 
news aggregators.

• They like these because they offer multiple 
perspectives that help balance the news.
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How they consume digital news:
—

1313

Digital activity
• Have a high number 

of paid digital 
subscriptions.

• Willing to pay for 
news.

News behaviors
• Prefer news that 

challenges their 
perspectives.

• Seek out a wide range 
of news sources.

• Want news that 
considers multiple 
viewpoints.

News formats
• Want news that is 

highly engaging and 
interactive.

• Need news to be 
easy to consume 
on-the-go.

• Seek news that 
provides 
in-depth analysis
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So, how are they different?
—

1414

Emerging news consumers Current casual readers
Skeptical of news sources they are 
unfamiliar with, relying on 
established, serious sources

They are reliant on social media to 
encounter news, but use it less to 
follow what is trendy

Seeking news to satisfy 
their curiosity, push their horizons 
and form their own opinions

Less skeptical of sources 
they don’t know and don’t mind

using one-sided news sources

Mostly find news based on what's 
trending, largely through social 

media and aggregators

Wants to be perceived as 
knowledgeable about news and part 

of the conversation. Wants news to 
be more entertaining

NEWS 
SOURCE 
TRUST

SOCIAL
FOCUSED

DESIRE 
FROM 
NEWS

SEGMENT 4SEGMENT 3
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Review: Our next subscribers are:
—

15

The CASUAL audience we’re 
occasionally reaching now 
and need to convert

More established with their lifestyle and 
who they are. While reliant on social media 
for news, they’re less drawn to what’s 
trendy; for them news is a way to satisfy 
curiosity, push their horizons, and help 
them build their own opinions.

About 30% of current subscription base.

An EMERGING news 
consumer we’re hoping 
to nurture to become 
subscribers in the future

This segment is extroverted and optimistic, 
and they love being the first to learn about 
news stories. They turn to news to feel 
in-the-know and part of the conversation. 

Less than 10% of current subscription base.
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Some of that sound familiar?
—

Many of you have  
heard about similar 
groups before.

Know The Score

Family Forward
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We’ve been on this road awhile — that’s good. 
—
We’re not talking about a course correction. Our emphasis on creating audience-focused 
content since 2018 is still valid. As a reminder, news consumers read because…

They are 
motivated by both 
heart and head. 
They are 
empathetic and 
respond 
emotionally to 
stories they read.

They seek to 
understand 
complicated issues
that impact their life 
so they can do 
something about 
them.

Concern for loved 
ones drives their 
interest in 
news. They scan 
headlines, looking 
for impact or 
application to their 
family.

They are looking for 
new experiences.
These range from 
entertainment to 
sports to deeper 
connections.

They take pride in 
having the right 
thing to contribute 
to the 
conversation. 
Explain it to me so I 
can explain it to 
others.
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Local coverage topics that interest them:
Many of our core local content areas are represented:

Breaking 
news

Politics & 
government

Weather Crime & 
public safety

Business/
retail news

Local 
sports

But they also over-index in interest in more “lifestyle” and utilitarian topics, like:

Social issues 
& causes

Health & 
wellness

Food & 
drink

Jobs & 
career

Local 
education

Things 
to do
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Local coverage topics that interest them:

37%

30%

24%

23%

21%

20%

14%

13%

12%

11%

9%

9%

8%

7%

6%

6%

6%

5%

5%

4%

Breaking news
Politics & government

Social issues
Wellness
Weather

Public safety
Food & drink

Business & retail
Local sports

Human interest
Fashion & style

Arts & culture
Jobs & career

Personal finance
Local education

Investigations
Events & things to do

Games & puzzles
Opinions & editorials

How-to / DIY

41%

29%

28%

27%

17%

15%

13%

11%

10%

9%

9%

8%

8%

7%

7%

6%

5%

5%

4%

4%

Breaking news
Public safety

Weather
Politics & government

Social issues
Wellness

Local sports
Business & retail

Food & drink
Arts & culture

Local education
Personal finance

Events & things to do
Human interest

Jobs & career
Investigations

Fashion & style
Games & puzzles

Consumer issues & scams
Travel news

SEGMENT 4SEGMENT 3

What do the 
numbers mean?

Percentage of 
people who had 
these topics in their 
Top 3.

What are the 
lighter bars?

Coverage areas 
where interest was 
significantly higher 
than general 
population.
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Our efforts to address 
these “needs” of news 
consumers in our 
content daily must 
continue.

—
As a reminder from last session, 
that work is paying off. We’re 
reaching younger readers — now 
we have to increase the value to 
help drive them to subscribe. 

We are 
attracting 

younger readers 
– 41% are age 

25-44
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Are they willing 
to pay for news?
—

21

Will younger readers pay?
Our research shows that more than 60% of Segments 3 and 4 would be 
willing to pay for a local news offering that covers their favorite topics.
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Why they are willing to pay
—

22

Streaming services are resetting what younger readers are willing to pay for. 
The average person in our growth audiences already pays for 3+ subscriptions. 

Also helping: With multiple 
publications chasing 
subscriptions, it’s making 
readers more aware of the 
“value” of news.

18%

46%

25%

11%

$10+$5 - $10< $5$0Source: Gannett Consumer Segmentation

14%

14%

15%

16%

16%

19%

21%

22%

26%

27%

29%

29%

41%

43%

47%

68%

On-demand car app/service

Meal kit delivery

Nutrition app/service

Coupon app/service

App/service for booking travel

Educational app/software

Puzzles/games app/subscription

Fitness app/service

E-book/audio book service

Food/grocery delivery

Gaming subscription

Sports streaming service

Other TV streaming service

Music streaming service

Shopping membership

Video streaming service

4.8 Average # of 
subscriptions selected

3.5 Average # paid 
subscriptions selected

Why can’t we 
be one of those?

How willing are you to 
pay for a local news 
subscription?

*Segments 
3 & 4
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Top priorities driving perceived value:
—
Original content

Authority around 
breaking news is 
overwhelmingly a key 
priority driving 
willingness to pay -
ranked among the Top 
3 content types by 
both audience groups.

Our subscriber-only  
journalism is a 
difference maker for 
us. We must go 
in-depth to offer 
subscribers more.

69%
Are reluctant to pay 
for a news subscription 
because they believe 
they can get the same 
information from other 
sources for free.

65%
Are willing to pay for a 
news subscription if it 
includes original 
content that I care 
about and cannot get 
elsewhere.

User experience

In our 
control
 Active community

of readers that 
discuss topics

 A daily newsletter/ 
digest via a social 
media app or email, 
SMS text

 Multimedia content 
including graphics, 
podcasts, video

Outside 
our control
 A personalized news 

experience based on 
their interests and 
previously read 
stories (product 
priority in 2022)

 A compilation of 
stories from a 
variety of sources
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There’s more, of course…

25
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What these 
readers are 
seeking 
in news 
content 
worth 
paying for 

—

26
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what these

Let’s put it to use: 
What drives orders for us? 

What do you 
see in our work 

that aligns 
with what 

these readers 
value?

Topics? 
Audience 

focus? 
Exclusivity? 

First to report? 
Ongoing 

coverage?

Nashville stories driving orders in past month
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Why then, do they NOT subscribe?
—

28

Pop up ads and 
cost are often 
cited but less 

controllable by the 
newsroom. 

Among actionable 
topics that readers 

tell us are 
“pain points” for 

local news 
or part of why they 

cancel 
subscriptions:

Source: Gannett Consumer Segmentation study

Not enough 
time

Not frequently 
updated

Not relevant 
to me, too 

narrow in topics 
covered

Has biased 
content

Already 
getting it 
for free

Balancing the positive 
with negative
Segment 3 also tells us they 
are intentional in their news 
consumption due to 
“overwhelming” amount of 
news content in the world 
and constant negativity in 
the news as a result of the 
world around us (COVID, 
world news, climate change, 
disasters, economics).

They seek to find more light-
hearted news at times or just 
wish it was a more regular 
occurrence.
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What it means for our work: To grow these 
audiences and subscriptions we must…
—

29

Provide these key tenets to show 
the value of their subscription:
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More boldly create journalism that 
connects with future subscribers:

Dominate breaking news 
and break news on key topics

Do exclusive and novel journalism, 
unmatched by competitors

Offer digestible, relevant, in-depth 
coverage of key issues consistently

Extend coverage to topics younger 
readers seek to understand

Offer content in formats that meet specific 
needs of readers at the right time

Flip our process to produce content 
on multimedia and social platforms



Takeaways: Growing our younger audience
—

Newsrooms are not alone. Gannett 
is using this data to adapt in other 
departments:

• Product is focusing on personalization 
and customization. 

• Customer Service and social 
responsiveness are being adjusted.

• Marketing is investing in reaching 
younger audiences, redoing onboarding 
of new subscribers.

• We’re developing new technology to 
individually email and address readers 
based on their interests.

We know there’s a willingness to 
pay — and that our content is a 
key factor in that willingness:

• Timely, relevant and exclusive content is 
key.

• Make sure to provide regular updates in 
high converting topic areas and themes.

• Readers are interested in a diversified 
menu of news offerings – newsletters, 
podcasts, SMS, multimedia and more.

• We’ll have to take our great content to 
where these readers naturally seek and 
find information.
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Questions? Discussion?

Next week 
we’ll come back 
to these six key 
aspects of 
reaching these 
audiences and 
dig in on how we 
apply it to our 
journalism.

Resource: 
A guide on what drives 
willingness to pay.

Provide these key tenets to show the value of their 
subscription:
 Dominate breaking news and break news on key topics
 Do exclusive and novel journalism, unmatched by 

competitors
 Offer digestible, relevant, in-depth coverage of key issues 

consistently

More boldly create journalism that connects with future 
subscribers:
 Extend coverage to topics younger readers seek to 

understand
 Offer content in formats that meet specific needs of 

readers – and at the right time
 Flip our journalism process to produce, share content on 

multimedia and social platforms
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https://gannett.sharepoint.com/:p:/t/ContentStrategyAnalysts/EZ6PS1MyQ-FDuRQPHI7Di98B8aS0OK-uKlcfrLvFJHNJoQ?e=gu7BAW
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