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Our Game Plan

. An overview -- \Warren

. Expanding the business case fior quality news
and Infermation -- \Warren

. A |look at the changing media landscape -- Drew
. Marketing convergence -- Scott
. Publisher breakout sessions -- Tom, \Warren

. |eadership: Now more than ever -- Tom
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Community: Newspapering:
It"'s Al About Communication

. Y OU communicate with each other.

. Y 0U communicate with operations at the
nNewspapers.

. Newspapers communicate with readers and
advertisers.

he workday represents a series of transactions
between internal and external customers.
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O, Lord, Please Don't Let M e
Be Misunderstood

\What happens when the communication IS
Nt crisp, Nor precise!
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J

ANDERSEN

The Arthur Andersen partner was on hig cell phone
when he said,

"Ship the Enron documents to the feds,"
but hig Secretary heard,
"Rip the Enron documents to shreds.”

It turns out that 1t was all just a case of bad cellular.

L
Spnnt Pcs The clear alternative to cellular *
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The Community Newspaper:
Slogans Underscore\What's Special

THE VVENATCHEE

= PUBLISHED 5 THE APPLE CAPITAL OF om Wooks AN e B A T T R B TR R A NI Y A THT A FA R
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VI Faverite Slogan: Walla\Walla

- muu-—
then

Walla Walla County News Published at Waitsburg, Washington Since 18
The community newspaper with definitaly no desira to look Fke USA Today

QOUR 112TH YEAR THURSDAY, JULY 13, 1085

riorm the
partimlly
lh:-u]:i ha

“The community
newspaper with
absolutely no desire to
look l1ke USA Today.”
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Excellence in SNA

. Focusing on two Journalists of the Y ear
award-winners-- Rod Daniéel (Ravalli
Republic) and Dennis Anderson (Antelope

\alley Press)

. Both focused on ultra-local coverage,
snining the light on ordinary people doing
extraordinary things
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Daniel: Real-Werld View Going Beyend
Cloistered Waorldiel Today:s Newsroom

“A Hamilton woman who |eft |ast year for a
soul-searching adventure in Guatemala has
returned home with love in her heart and a
childinher arms...”
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Andersen: Only'U.S. Editer
Embbedded in lrag

IHe covered “our lecal herees, the people
with the guts and the glory togo out and
save the world on short notice and with their
mortgagesat risk ...”
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PRICE TAG FOR
EXCELLENCE?

TThe marketization of nNewspapers
In the last 20 years has created a
new tension between making
money and producing quality:
journalism
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Business Case fior QualityJournalism

. Helghtened concern since the |l ast recession that
NEWSsreom cuts were going too deep

. Aspen Institute symposium in Queenstown, Md.

- Meetings off American Soclety of Newspaper
Editors, discussions at forums such as APl

. 2003 efforts at University of N. Carolina, Poynter
| nstitute, Committee of Concerned Journalists

. New! Tomorrow’s Workforee, LLearning Newsroom
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Ouher Warning SIgns:
The Crisisief Readersaip

. Dally readershipiis down by about 1 percent
eveny year since the 1960s.

. In 1970, 70 percent of Americans read a
paper every day.

.- By 2000, that number was doewn to about 40
percent.
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|_ast Week

Business and Journalism V.aues Conference
al the Poynter Institute for Media Studies.

Speakers included institutional investors
and Wall Street analyst L auren Rich Fine of
Merrill Lynch.
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iheViessages

. \We must redefine quality.

. Berelevant (RedEye, Hoy).

. Balance slow-grewth vehicles with fast-growing
subsidiaries (Scripps cable, e.q.).

. Let editorial quality slip at the peril of the bottom
Ine.

. Diversify content.

. Create targeted, tailored and on-demand content.
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Journalism: s iraditienal Elinancial
Eoundations Becoming More Trentieus

. Advertisers fleaing traditional media as audiences
fragment, and new technoloegy: allews others te
pypass commercials (more on TI1V O | ater).

. Department store advertising snrinks.
. Recruitment, real-estate categories under siege.
. |nternet struggling to attract ads, paid subscribers.

. New sources of revenue will have to be found to
maintain current levels of stpport.
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Aspen nstitute summit

Comments from 2002 participants frame the issue.
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AreWWe Viaking TooelvViuech Money?

“The rate ofi return (operating profit) for

media companiesis three timesthe norm &

o American businessin general. %}
Doesn’t that set the bar too high? ..

companies rewvard editors for financi aI
performance, why don't they reward

publishers for journalistic

accomplishments?’

--- Geneva Overholser, Hurley Chair in Public
Affairs, Univ. of Missouri School of Journalism
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VWhatever Attracts Capital®

“How muchiiis. enoughi profit? The answer
IS sSimple: whatever attracts capital for
Investments. There's too much conversation
about what margins ought to be. We can't

do what we do If we don’t attract capital.”

--- Frank Bennack Jr., Executive Committee Chair,
Hearst Corp.
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"Good Business Sense to | nvest
.Y our Core Product’

“In'a diverging market, it makes
good business sense to keep
Investing in your core product.
That makes the audience trust you
and regard you as authoritative.

That’s what drives your brand.”

--- Boisfeuillet Jones Jr., Publisher,
CEQO, The Washington Post
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“Quality Preject: at UNC/ Raliegn

“Good journalism has always been the
product of tension between profit-making
and social responsibility. There are recent
signs that the struggle Is out of balance. One
problem is that costs of community-serving
journalism are easy to see while the benefits
are not. \We must find ways to measure
guality and track its benefits to the bottom

line.”
--- Philip Meyer, Professor, Quality Project Director
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One Road: Socletal |nfluence Viedel

. Adapted from 1970s’ Hal Jurgensmeyer of
Knight Ridder

. Newspaper’s main product Is net news but
Influence -- societal and commercial
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How! |t WWorks

. Journalism guality leads te credibility.

. Credibility leads to both circulation and
societal influence.

. Both societa influence and circulation lead

to profitability.
. Profitability |eads to content investment.

. Andsoon...
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"Robustness'

. Also focusing on what he calls
“robustness,” anewspaper’s ability to
sustain increased household penetration in a
home county. for five straight years.

- Helinks that to credibility, which in turn

can create an environment for increased ad
rates.
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Committeefor Concermed
Journalists
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Hign=Quality: News and linfiermation

Erom Rosenstiel (at right) and Kevaeh.
1)/ Eirst obligation: the truth

) =
. 2) ltsfirst loyalty Isto citizens E"

. 3) Its essence is a discipline of
verification

. 4) |Its reporters must mantain an
Independence from these they cover

. 5) It must serve an an independent
monitor of power MORE
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Hign=Quality: News and linfiermation

Erom Rosenstiel and Kovaeh (riaht):

}
. 6) It must provide aforumifor public ‘5 :
criticism and compromise A ,j ?ff
. /) It must strive to make the |
significant interesting and relevant 'L" E
- 8) It must keep the news
comprehensive and proportional

. 9) Its practitioners must be allowed
to exercise personal conscience

L P
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Anetner Quality. Moedel

Erem Knight Ridder

\Words used te descrile guality news and
Infermation by an internal team studying the ISsUe:

. \Walchdog

e [rust

. People like me

- First and only

. Useful, easy to use
. Storytelling
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REACErSNIP I nStitute
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RI"s Eoeur Pillars

“Forget the old excuses *
abbout media competition, =1 Y
demographic changes and » ‘,__;g &
‘no timetoreaad.” It's \
content, service, brand and

culture that drive newspaper

readership.”

--- John Lavine, Director of the
Media Management Center,
Northwestern University
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Early Signs oft SUCEESS

. |ndications are that newspapers that devete
IMNGrE resourCes -- New: Sections, New: pages,
new: beats -- to local news are making
progress in circulation and readership.

- " Easy-to-read” content also works:
--- Storytelling
--- Relevance
--- Usefulness
--- Good packaging
--- Real peoplein stories
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Investiments iniReadership lnstituie’s
Imperatives Beginning to Pay: Off

Farmington (N.IM.) Daily: Times
--- 10% hike in newstand sales afiter introduction of
expanded | etters, more entry points on Page 1

Racine (Wis.) Journal Times

--- Service |mprovements, more brand awareness leads to
Increased circulation for first time since ‘93

MORE LATER IN THE BREAKOUT SESSION
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Tfomorrew’ s \Workforce
The Leaming Newsroom

. A par of Knight-funded initiatives
developed to underscore the Importance of
staffi development and a collaboerative,
learning envirenment.

. [Focus on the customer, learn and use new.

skills to find better ways ofi engaging
readers
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Einal Thoughts: I'siL ong-Tem
Brand Va uelied to News Quality.

“The foundation of all eur flranchisesis
Jjournalistic integrity. and credibility. We're
Dragmatic about this alignment between
journalistic quality and long-term val ue.

Anythl ng we might do te diminish the quality of
that journalism would diminish the value of

assets.”
--- Dennis FitzSimons, President, CEQO, the Tribune Co.
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Thanks!
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