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COMMON THREADS
Linking NAA Foundation Research 
to Today’s Young Media Consumers

Executive Summary
Where does a generation of Newspaper Association of America Foundation 
research lead news companies? What is still relevant? How can we use what 
we know? Where does that research lead us? 

This 2010 report, prepared by the Media Management Center (MMC) at 
Northwestern University for the NAA Foundation, answers these questions.

The Foundation has created a body of research that, when laid end to end 
and supplemented with partner research, gives new insights and fresh 
approaches for today’s news companies. Rachel Davis Mersey and Emily 
Dresslar of the MMC revisited all of the Foundation’s research and that of 
the Readership Institute, which was launched by NAA, to link the � ndings 
to current consumers.

This report shows that the two primary recommendations of the body of 
work – engagement and life-stage analysis – are perfect approaches for a 
digital world. Examples of how news organizations are using this two-pronged 
approach are also included. This report suggests that news companies look 
at future consumers through one of six life-stage lenses: elementary, middle-
school and high-school students living at home with parents or guardians; 
and young adults living alone or with roommates, living with spouses or 
partners and living with one or more children. 

Because U.S. markets are increasingly di� erent, no single life-stage approach 
may be appropriate. To apply this approach, publishers must know the potential 
of their markets. Once you choose a market segment and apply a life stage, you 
can begin to create customers through engagement strategies. Today, engagement 
is the combination of content and delivery mechanism. 
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This report focuses on future consumers because NAA Foundation 
research is youth-focused. Readership Institute research showed that “light” 
or “casual” readers, who tended to be young adults, shared the same traits 
and interests of young readers. The spectrum of consumers who � t these 
categories today includes children as young as 8 to tweens, teens, single 
adults and young families. It would be di�  cult for one growth strategy to 
reach all consumers in a market in such a vast age range. That is why we 
advocate choosing a life stage.

The recommended approach follows this path:

1. Choose a high-potential market segment; 

2.  Determine relevant life-stage information;

3. Seek engagement through the right content via the right delivery system;

4. Obtain feedback;

5. Re� ne content.

Introduction
Since 2000, the NAA Foundation has engaged in research to help 
newspapers be� er understand how to a� ract young people as readers 
and users and how to build loyalty among the youth audience. A list 
of Foundation studies and other research referred to in this report 
appears on pages 23-25. Examined as a whole, the research o� ers a 
nearly comprehensive view of this audience. Re-evaluating this work has 
tremendous value. The aggregating process not only reveals the scope of 
the Foundation’s research, which is to be commended, but also establishes 
a full framework that news practitioners can use to develop thoughtful, 
evidence-based relationships among young people or young adults and an 
organization’s news products. 

This report is augmented by examples of how some news organizations are 
successfully engaging young people and young adults. These examples were 
culled through personal knowledge and word-of-mouth recommendations 
from news practitioners and Foundation sta� . In addition, this report o� ers 
approaches for news organizations to consider while pursuing a youth-
oriented growth strategy. 
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Identity and Engagement in 
the Life-stage Framework
While the news industry has tended to regard young adults, especially those 18 to 
34 years old, as monolithic, the Foundation’s research has drawn a more accurate 
and relevant understanding of this group and how to engage it. 

First, the Foundation has demonstrated a commitment to the idea, con� rmed by 
other sources, that developmental processes are relevant to individuals’ interest 
in and use of news. “Newspaper studies indicate that adolescents who avoid 
traditional news consumption in their teen years will most likely continue the 
behavior into their adult years,” Carol Pardun and Glenn Sco�  wrote in a 2004 
academic journal article.1 Therefore, a� ention to engagement of those younger 
than 18 is important. The value of this engagement will be discussed later. Note 
that throughout this report, “young adults” refers to those 18 to 34, while “young 
people” refers to those 5 to 17. 

Second, a� ention to both groups has been at the heart of work by the Foundation 
and others, but some may have misinterpreted the in� uence of age. For example, 
in a 2003 MMC study, Edward Malthouse and Bobby Calder determined that of 
the demographic variables they considered, age and length of residence have 
the largest correlations with newspaper readership. They also noted that because 
age and residence are moderately correlated, they can serve as surrogates 
for each other. That means age is an important variable related to newspaper 
readership. “Age has a strong positive relationship with readership until the age 
of 80, when readership begins to decline,” the researchers wrote.

The work of Malthouse and Calder concluded that newspaper readership 
increases until age 80.2 However, trouble occurs in some people’s understanding 
of this � nding and others like it. Growing older does not cause an increase in 
newspaper readership just because age has a relationship with newspaper 
readership. To put it directly, a 16-year-old female high-school student does not 
use media just because she is 16 or female, but more likely because of who she 
is and how she � ts within her social context. 

Thus, while researchers have found a relationship between age and newspaper 
readership, age is not the controlling issue. Inability of newspapers to connect 
with young people and young adults is. “The same story carries di� erent 
meaning to di� erent people,” Leo Bogart, a pioneer in measuring newspaper 
readership, noted in the 1980s.3 

Elementary 
School:

Pre-K–Grade 5
+  Newspaper In 

Education (NIE)

+  At home with parents

Middle School: 
Grades 6–8

+  NIE

+  At home with parents

+  Newspaper’s teen 
section

+  Journalism 
experience

+  Social networks
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Considered as a whole, the Foundation’s work provides evidence that 
traditional newspapers o� er minimal meaning – and therefore value – to 
young people and young adults. To � nd opportunities to build meaningful 
relationships with young people and young adults, we argue that life stage, 
as opposed to age, is a primary factor in identity and news use. We also 
believe that life stage is highly consequential to news companies’ growth 
strategies, which should vary based on the composition of and expected 
changes in their communities. 

“Individuals choose media that suit their social identities and avoid media 
that are an ill � t,” Rachel Davis Mersey wrote in her 2010 book, “Can 
Journalism Be Saved? Rediscovering America’s Appetite for News.”4 
But the � ip side is even more powerful. Engagement based on identity, 
or truly understanding who someone is and re� ecting it in a segment of 
the product or user experience – section, website, delivery method or 
mobile application – can lead to a strong, loyal relationship.

“Websites, especially news websites, must use this approach to cra�  
identity-based products that are truly audience-oriented,” Mersey wrote. 
“So although the one-size-� ts-all model is dead in this media environment, 
outlets with an authentic audience focus can survive.”5

The life-stage or group framework that emerged in the Foundation’s 
“Youth Media DNA” research, which we will build on in this report, hints 
at the concept of identity. Identity is understood di� erently in psychology, 
political science and other � elds. We care most, of course, how media 
scholars conceptualize the relationship between identity and media use, a 
point to be expanded on in this report. Understanding that life stages are 
marked by changes in identity as it relates to use of media, technology and 
social networks is essential. Responding to these changes is essential for 
news companies’ success in engaging audiences in these life stages. 

With this understanding, how can news organizations think most e� ectively 
about the identity of young people and young adults? The “Youth Media 
DNA” report identi� ed an interesting approach. The researcher, DECODE 
of Canada, evaluated news media use and interests in four life stages – 
living at home with parent(s), living alone or with roommates, living 
with a spouse or partner, and living with children. 

However, reports that the Foundation commissioned on young people and 
their media habits told us that those living at home with parent(s) are not a 
singular group. Distinctions in behavior, access to technology, interests and 
a� itudes are marked enough among students in elementary, middle and 
high school to separate them into three groups. 

High School: 
Grades 9–12

+  NIE

+  At home with parents

+  Newspaper’s teen section

+  Journalism experience

+  Social networks

+  Mobile

+  Interactive content

Living Alone or 
With Roommates

+  Social networks

+  Mobile

Living With 
Spouse/Partner

+  Social networks

+  Mobile
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We then have six life-stage groups, including three of young people and 
three of young adults:

+ Elementary students living at home with parents or guardians;

+ Middle-school students living at home with parents or guardians;

+ High-school students living at home with parents or guardians;

+ Young adults living alone or with roommates;

+ Young adults living with a spouse or partner;

+ Young adults living with one or more children.

Thinking of these groups in six buckets as opposed to a cyclical model or 
ladder is best. Certainly, some people may move from bucket to bucket in a 
linear manner. They live at home as school-age individuals (groups one, two 
and three), graduate to post-secondary education or take jobs and live with 
friends in a dorm or apartment (group four), meet and marry spouses (group 
� ve), and eventually have one or more children (group six).

But consider this counterexample: They graduate from high school (group 
three) and immediately move in with spouses or partners (group � ve), 
thereby never living alone or with roommates (group four). Di� erent paths 
exist from bucket to bucket.   
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+  Social networks

+  Mobile

+  NIE (emerges again 
with parents)



BEST IDENTITY-BASED 
ENGAGEMENT STRATEGY: 
NEWSPAPER IN EDUCATION 
Research on use of newspapers by elementary 
students draws a� ention to the impact that the 
industry can have with this audience. While a� ention 
is o� en focused on the relationship between news 
use in elementary school and readership later in 
life, the value is improved achievement in school. 
“Thirty percent of the young adults currently reading 
newspapers said they started reading in elementary 
school when they were younger than 11 years old,” 
according to “Youth Media DNA.”

Newspaper In Education programs targeting this 
audience still succeed on the basis of school 
achievement even with industry changes and 
cutbacks, according to the “NIE in 2010 = Leaner + 
Locally Focused + Digital” report, which updates 
earlier Foundation research led by Dan Sullivan 
of the University of Minnesota.

+  In the 2000 study “Measuring Up! The Scope, 
Quality and Focus of Newspaper In Education 
Programs in the United States,” Sullivan o� ered 
a quantitative overview of NIE, pinpointing 
programming changes from 1992 to 2000.

+  In 2001 in “Measuring Success! The Positive 
Impact of Newspaper In Education Programs on 

Student Achievement,” Sullivan detailed NIE’s 
potential as a learning tool. Speci� cally, he noted 
that “students in schools with at least some NIE 
programs did 10 percent be� er than students in 
schools that had no NIE programs.”

“NIE in 2010,” conducted by Mary Arnold of South 
Dakota State University, o� ers evidence con� rming 
what Sullivan found 10 years earlier with respect to 
strong programs using a multifaceted approach.

+  Websites are coming into play for teacher training 
at a level previously unseen. Websites for teachers 
are being o� ered by 59 percent of NIE programs 
examined in the “NIE in 2010” report.

+  Social networking sites are being used successfully 
for sponsor communication and recognition. 

+  E-editions are providing a cost-e� ective alternative 
to print distribution in schools. While the transition 
from print to Web has challenges, as discussed 
in “NIE in 2010,” the report also noted that “the 
latest � gures available from the U.S. Department 
of Education’s National Center for Education 
Statistics show that 94 percent of U.S. public schools 
had Internet access and that the ratio of students 
to computers with Internet access was 3.8 to 1.” 
E-editions have certain advantages. For example, 
the Lexington (Ky.) Herald-Leader’s e-edition can 
translate an article into Spanish.

+  Targeted websites are reaching elementary-age 
students with breaking news content relevant to them. 

Elementary Students Living 
at Home With Parents or Guardians

Group 1
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GateHouse News Service’s NIE page, for example, 
reported on the 2010 Haitian earthquake. “The page 
dealt with the earthquake in age-appropriate language 
using images that kids would understand,” the “NIE 
in 2010” report noted. Content on the page included 
infographics, information on how to help, maps and a 
mini-quiz about earthquakes. “We wanted to provide 
content that resonates with children and is topical and 
educational,” a GateHouse editor explained. 

Much of this underscores the traditional strengths 
of NIE – teacher training, integration with lesson 
plans and direct contact with students. Collectively, 
they draw our a� ention to the idea that the identity 
of elementary students is incredibly school-focused. 
News organizations looking to increase a� ention to 
this “bucket” should focus on engagement with age-
appropriate, learning-based content through NIE 
and at home with parents.  

Yak’s Corner 
Detroit Media Partnership
The youngest readers (kindergarten 

through fi fth grade) are often introduced 

to current events and educational 

features through local NIE programs. 

Through school distribution and online 

editions, NIE provides ways for teachers 

to incorporate newspaper products into 

classroom lessons, thus increasing news 

exposure at this life stage. Yak’s Corner is 

a prime example of a newspaper product 

aimed at elementary students. 

Profi le
Yak’s Corner is a weekly publication for ages 

6 to 13. Initially launched by the Detroit 

Free Press in 1993, it is now produced and 

distributed by Michigan K.I.D.S. Inc., the 

educational nonprofi t organization of the 

Free Press and its joint operating partner, 

The Detroit News. 

The publication is distributed to students 

throughout the Detroit metro area and 

available online with free e-editions. 

Michigan K.I.D.S. increased print 

distribution in 2010 to 
all Detroit students in 
kindergarten through 
sixth grade, which 
translates to 48,000 
copies during 32 weeks of the school year.

A small group of former Free Press editors, 
designers and writers produces Yak’s Corner 
under the direction of Sharon Martin, NIE 

manager for the Detroit Media Partnership. 

At a Glance
+   Content: Local stories and current 

events, student-created artwork 
and stories, “Kids in the News” feature, 

classroom “Yaktivities” 

at www.yakscorner.com.

+   Audience: Ages 6 to 13.

+   Challenges: The ongoing effort 

to secure sustained funding.

+   Achievements: 2010 gold medal 
Distinguished Achievement Award 

from the Association of Educational 

Publishers for sponsored publications, 

kindergarten through sixth grade.

+   Mission: To provide a fun and 

motivational learning environment, 

encourage a lifetime habit of reading 

and promote literacy as essential to 

the future success of students and 

communities in which they live.

Contact
+   Sharon Martin, NIE manager

smartin@dnps.com

Others
+   Kids’ Reading Room, Los Angeles Times 

www.latimes.com/features/

kids/readingroom

+   Hartford (Conn.) Courant NIE 

www.courant.com/services/nie 

+

LIFE-STAGE SN AP SHOT

YAK MEETSSOME YAKS

What AFIELD TRIP!

SEE HOW THEY LIVEON MICHIGAN FARMPAGES 2-3
AUTHOR CELEBRATESA 10-YEAR NOVELPAGE 6

Issue 718
Thursday, October 22, 2009

A Michigan K.I.D.S. Non-Profit Educational Supplement Supported by The Skillman Foundation

A Michigan K.I.D.S. Non-Profit Educational Supplement Supported by The Skillman Foundation

Group 1
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BEST IDENTITY-BASED 
ENGAGEMENT STRATEGY: 
NEWSPAPER TEEN SECTIONS 
AND WEBSITES
While the “NIE in 2010” report provides evidence 
that NIE programs are still important in middle 
schools, much of the other research on this age 
group allows us to start drawing lines of demarcation 
relevant to news organizations’ decisions about 
content and delivery methods for this audience. 
Middle school seems to be the point at which 
young people start wanting to see media targeted 
speci� cally for them. They are therefore dissatis� ed 
by general-circulation news products. 

NAA’s “Targeting Teens” report draws a� ention to 
the need for newspapers to connect content to this 
age group: “It remains important for newspapers to 
create more value for teens in their product. Thus, it 
would be helpful for newspapers to gain insight into 
the a� ributes among teens that likely shape their 
a� itudes about what they read as well as what they 
buy. The more newspapers know about teens, the 
be� er prepared they will be to create content that 
a� racts them.”

The Foundation’s “Lifelong Readers: The Role of 
Teen Content” report focuses on establishing the 
value of content for teens in sections such as NeXT 

at The Bu� alo (N.Y.) News and The Voice at 
The State Journal-Register in Spring� eld, Ill. 

The report reviews the relationship between 
news and middle-school students more closely 
with a� ention to strategies that work, urging 
news organizations to focus on this audience 
on the grounds that “most sensible companies are 
trying to market to kids because they want to create 
customers.” The “Targeting Teens” report echoes 
this point: “Teens ... who say they will spend more 
money in the next 12 months greatly outpace 
[teens] who said they will spend less money.”

Three lessons about middle-school students and news 
content become clear in “The Role of Teen Content”: 

+ “ Personal relevance is key. The study 
determined that content speci� cally wri� en 
for and about teens is the strongest driver of 
teen section reading.”

+ “ Personal connections are a strong secondary 
a� raction, including writing for the section or 
being mentioned in an article, or knowing 
others who were similarly involved.”

+  Entertainment news ranked third. 

News organizations should take heart. While 
this audience considers entertainment news about 
celebrities such as Lady Gaga and Lindsay Lohan to 
be relevant, many of these young people care more 
about seeing their realities re� ected in the news.   

Middle-School Students Living 
at Home With Parents or Guardians

Group 2
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The Learning Network
The New York Times
At a formative age, middle-school 

students (grades six through eight) 

begin to engage in current news through 

classroom discussion, according to 

“Growing Lifelong Readers.” This age 

group also starts interacting through 

digital/social media and identifying 

with “teen” products. 

The Learning Network has been the online 

educational program of The New York 

Times since 1998. Relaunched in 2009 

as a blog (learning.blogs.nytimes.com), 

The Learning Network enables comments 

and shared content to fl ow freely between 

writers and readers. While lesson plans 

are correlated to national educational 

standards for grades six through 12, the 

blog draws high-schoolers and invites 

posted comments by students 13 and 

older (as well as parents and teachers).

Profi le
The Learning Network delivers free 

educational resources based on 

content of The New York Times,

including articles, commentary, video, 

photographs, podcasts and graphics. 

The mission of The Learning Network 

is to promote the newspaper for teaching 

and learning in the classroom or 

through home use.

Two on-site employees, a 

full-time editor/producer and 

a part-time editor/producer, 

create the blog’s content each 

weekday. The editors have 

latitude to decide what links 

to post from daily news content. Freelance 

writers and NYTimes.com staff members help 

round out the content, creating lesson plans, 

a daily news quiz and other features.

A survey by the newspaper identifi ed the 

primary factors in creating loyal lifelong 

readers of The New York Times: parents 

who read the newspaper and introduction 

in the classroom through a teacher. 

Katherine Schulten, senior producer of The 

Learning Network, says the program was 

subsequently created to make it easier for 

parents and teachers to use the newspaper 

while interacting with young people and to 

“interest new generations in the paper.”

At a Glance
+  Content: Six daily features that, among 

them, link to at least 10 items from different 

sections of The New York Times. These 

features include lesson plans, quizzes and 

other classroom-friendly material.

+  Audience: Middle- and high-school 

students and teachers, community 

college students and professors, 

home-schooled students and their 

parents, and interested lifelong learners. 

+  Challenges: Recent move of resources 

and content to a new platform (Web 2.0) 

involving redevelopment of features with 

minimum disruption for readers.

+  Achievements: New features – 

Student Opinion, Poetry Pairings, Great 

Ideas From Our Readers, Test Yourself 

and Summer Reading Challenge.

Contacts
+  Katherine Schulten, senior producer 

schulten@nytimes.com

+  Holly Epstein Ojalvo, producer

ojalvohe@nytimes.com

Others
+  KidsPost, The Washington Post

www.kidspost.com

The Post’s website features “KidsPost on 

the go,” a daily downloadable PDF version 

of the print edition page, and “In the news,” 

a student-friendly mix of content that 

includes politics, history and the arts. 

+

Group 2
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BEST IDENTITY-BASED 
ENGAGEMENT STRATEGY: 
MOBILE APPLICATIONS AND/OR 
STRONG SOCIAL NETWORKING
Research – particularly the Foundation’s “Teens 
Know What They Want From Online News: Do You?” 
and “Youth Are Moving to Mobile Devices for Their 
Communication Needs: R U Here?” as well as MMC’s 
“If It Catches My Eye: An Exploration of Online News 
Experiences of Teenagers” – shows this audience’s 
demand for news to reach out and engage it.

Like their middle-school counterparts, high-school 
students � nd general circulation, local and national 
news uninteresting and unsatisfying. They want 
news more representative of their lives. They want 
their voices to be heard and to hear voices of others 
like them. They want to be engaged. Evidence of all 
these factors appears repeatedly.

+  As noted in the “Youth Media DNA” report, 
“Respondents were more likely to recall reading 
school newspapers prepared by their peers while in 
high school rather than newspaper youth content 
prepared for them. That shi�  demonstrates ‘the 
degree to which youth seek to see their own voices 
in print products as they get older.’ ” 

+  “If It Catches My Eye” recommends that news 
organizations focus on “excelling at the subjects 
teens are most interested in.” 

+  The Foundation’s “High School Journalism 
Ma� ers” report reveals that students who work 
on school newspapers or yearbooks, and therefore 
have the highest level of engagement with news, 
continue to demonstrate strong prosocial e� ects. 
Even as causation remains unfounded as to 
whether students do be� er because of their 
journalism work or because students involved 
with journalism are be� er students, this is a 
positive relationship for students, schools and 
news organizations. 

+  “Growing Lifelong Readers” o� ers evidence 
that integration of newspapers in schools – or 
engagement, as we call it – is more important than 
distribution. This suggests that the newspaper’s 
role in the classroom mirrors its role in society, 
that just being there is not enough. 

+  “Teens Know What They Want From Online News” 
pinpoints several design principles – “from le� ing 
information unfold in manageable, bite-sized chunks 
and layers to placing more emphasis on explaining 
things, clearer prioritization and cleaner organization 
and design” – relevant to successful online product 
development targeting this audience. 

What is di� erent with high-school students when 
compared to middle-schoolers? As the “R U 
Here?” research reveals, during high-school years 
smartphones begin to play a major role in students’ 
media diets. That study also identi� es several ways to 
understand the intensity of the relationship between 
high-school students and their smartphones. 

High-School Students Living 
at Home With Parents or Guardians

Group 3
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+  More than 60 percent of respondents bought 
their phones; 58 percent pay the monthly bill 
themselves.

+  Of 1,500 respondents, more than 1,400 use their 
smartphones to send text messages. That is more 
than those who use smartphones to make and 
receive phone calls (n=1,392).

+  Activities popular with more than 50 percent of 
respondents include: 
• taking pictures (n=1,289)
• listening to music (n=1,194)
• browsing the Web (n=1,172)
• e-mailing (n=1,170)
• playing games (n=1,132)
• using social networking sites (n=1,081)
• watching videos (n=988)
• ge� ing news (n=807)
• downloading music (n=802)
• ge� ing directions and using GPS (n=800)
• ge� ing other information (n=778)

The Pew Research Center’s Internet & 
American Life Project has expanded our 
understanding of teens and mobile. As noted 

in the online summary of “Teens, Cell Phones and 
Texting: Text Messaging Becomes Centerpiece 
Communication,” an August 2010 report, “Among 
all teens, their frequency of use of texting has now 
overtaken the frequency of every other common 
form of interaction with their friends [such as 
talking on a cellular phone, a landline, or face-
to-face, or using a social-networking site, instant 
messaging, or e-mail].” 

The report also notes that mobile devices are in part 
bridging the digital divide by providing Internet 
access for teens living in low-income households. 
While the report is careful to draw a� ention to 
potential mobile issues – distraction in schools, use 
while driving and explicit messaging – the takeaway 
for news organizations should be that mobile applies 
to more than just news delivery methods. 

By their nature, smartphones can be customized 
and are accessible and constantly changing. As of 
fall 2010, more than 250,000 apps were listed on 
the Apple website. To engage this audience, news 
organizations must at least engage in the mobile 
marketplace.  

Group 3
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Going Mobile
APPLICATIONS AT A GLANCE: 
Games are king. Popular apps range 

from adventure/fantasy to social games. 

In social media, Facebook is the No. 1 

downloaded app, while MySpace is still 

popular with teens. Other apps of note 

include: music – iTunes, Pandora, Sirius 

XM and Yahoo Music; video – YouTube, 

imeem and Moviefone; and shopping – 

Amazon and eBay. 

[Source: The Nielsen Company, 2010]

RETAIL:
J.C. Penney Co.’s 2010 back-to-school 

campaign featured an app for iPhone 

and (important for teens) iTouch. The 

mobile marketing initiative promoted 

an interactive ad that enabled users to 

customize their look, receive weekly text 

updates and upload photos of outfi ts to 

share with friends. 

MAGAZINE: 
Teen Vogue Haute Spot, a similar app 

from the Condé Nast publication, lets 

users select clothing combinations 

and share custom-created looks 

with their social networks. Pricing 

information and click-to-buy buttons 

are included.

NEWSPAPER: 
Metro.US newspapers, distributed in 

New York, Boston and Philadelphia, 

developed a program that integrates 

print and mobile use. “TextPoll” gives 

print readers an opportunity to win prizes 

by texting answers to a question that 

typically appears on the fi rst few pages. 

Results are published the next day. 

+
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Teenlink South Florida 
Sun-Sentinel, Fort Lauderdale
Moving into high school, teens truly start 

to participate in networked audiences. 

Digital and social media outlets create 

connected webs. Use of smartphones 

rockets. Texting becomes the most 

popular form of communication. 

This group seeks highly customized 

information and representation of its 

own voice in content. Teenlink South 

Florida, which includes print and online 

components, highlights this life stage. 

Profi le
Teenlink South Florida’s core component 

is a biweekly print publication for teens 

produced in cooperation with the Sun-

Sentinel of Fort Lauderdale and South 

Florida Parenting magazine. High-school 

students in Broward County receive 

Teenlink each week; circulation is 72,000. 

Teenlink uses Facebook, MySpace and 

Twitter platforms and maintains the website 

www.TeenlinkSouthFlorida.com.

The Teenlink staff includes two full-time 

employees – a youth editor and an art 

director. Work by Sun-Sentinel journalists 

supplements content from more than 100 

area high-school correspondents. Students 

who read Teenlink contribute by uploading 

photos of school events and games to 

share. Teenlink also recruits “Street Team” 

members from area high schools. These 

students receive tickets 

and “freebies” in exchange 

for promoting the publication 
by wearing T-shirts and 
posting photos. 

“We have many student journalists who 
have gone on to college, internships and 
professional journalism jobs after getting 
a taste of the industry through our teen 
programs,” says youth editor Jennifer Jhon. 
“That is an important part of my job – to set a 
foundation that will help the next generation 
of journalists succeed on many levels.”

At a Glance
+   Content: Options for student readers to 

customize or search – photos of school 
events, employers who hire students 
ages 14 and older, “quick links” to topics 
such as health and dating.

+   Audience: High-school students in the 

nation’s sixth-largest school district.

+   Mission: Deliver news of interest to teens 
in their schools; increase their readership 
of a print product; train a new generation 

of journalists; provide advertisers and 

sponsors with a way to reach their target 
audience; highlight good work of schools 
and students in Broward County.

+   Challenges: Two adult team members 
lost in the last two years because of 

economic conditions.

+   Achievements: 2010 NAA Foundation 

Young Reader Award, 2010 WAN-IFRA 

World Young Reader Prize.

+   Growth: Applications downloadable from 

Teenlink site; student staff increased 

to 115 in 2010; possible expansion to 

Palm Beach and Miami-Dade counties; 

expanded online presence to include 

weekly digital edition.

Contact
+   Jennifer Jhon, youth editor

jjhon@sfteenlink.com 

Others
+   The Wall Street Journal Classroom Edition

classroomedition.com

The Wall Street Journal Classroom 

Edition, designed for high-school 

students and teachers, combines online 

and print components. Resources for this 

life stage include links to age-appropriate 

content from the Journal and online 

tools for teens interested in buying cars, 

investing after-school job money or 

learning about college loans. The website 

also features a student voices page and 

links to the program’s Facebook page.

+

September 9,  2010   : :   TeenlinkSouthFlorida.com A publication of

>>Fashion
>>Jobs
>>Games

getting
focusin

Preventing the 
end-of-summer meltdown

September 9,  2010

>>Jobs
>>Games

gettinggettinggettinggettinggettinggettinggetting
focusfocusfocusfocusfocusfocusfocusfocusfocusfocusfocus
end-of-summer meltdownend-of-summer meltdown

+
sun sentinel

Broward countysun sentinel

Broward county
Broward county

++
sun sentinel

Broward county
Broward county

September 2,  2010    •  TeenlinkSouthFlorida.com
A publication of

Movies
Blogs
College
Celebs

Group 3
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BEST IDENTITY-BASED 
ENGAGEMENT STRATEGY: 
FREE NEWSPAPER PRODUCTS
The break from living at home marks a turning point in 
young adults’ news habits. Unfortunately, that has been 
a sore spot for many newspapers. “Interest in news . . . 
is growing among young people who are leaving home 
for new life experiences, but ironically, it is at this very 
point that former readers are most likely to stop reading 
newspapers regularly, with online sources taking a 
more central role in providing their news,” the “Youth 
Media DNA” report notes. 

But the report also says newspapers should not 
automatically revert to an online-only strategy for 
this audience. “Interestingly, use of free newspapers 
rises steadily during the same period and even 
overtakes paid newspaper usage among those 
young people living alone or with roommates.” 
The subscription model is lost at this life stage. 

Delivery method is not the only issue in engaging these 
young adults. As a recent graduate of Boston University, 
Jonathan Seitz wrote in a 2008 Nieman Reports article 
that he and his comrades “� gure that [they] can put 

the pieces of the story together for [themselves] and 
then listen in as [their] friends – online and o�  – o� er 
their interpretation of what’s going on.” 

This same call for e�  cacy is heard from high-school 
students: Cover what I am interested in and allow me 
to talk about it and hear the voices of others. As further 
evidence that relevance ma� ers in engagement, 
the “Growing Lifelong Readers” report reveals that 
“seven out of 10 [respondents] rated their college 
newspaper excellent or good.” 

Understanding that these young adults see the world 
di� erently than previous generations is important. 
They expect news products to re� ect their viewpoints. 
As an example of that perspective, “Lifelong Readers: 
Driving Civic Engagement” quotes college student 
Tricia Faulkner: “Our generation is a much more 
independent generation.” 

Other indicators of this audience’s identity appear 
throughout that report: 

+   “I want to be of service to other people.”

+  “The two-party system is just not set up for our 
generation.”

+  “I think it is a responsibility to give back.”  

Young Adults Living 
Alone or With Roommates

Group 4
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RedEye 
Chicago Tribune
As young adults move away from 

family homes, sharing apartments with 

roommates or living alone for the fi rst time, 
the likelihood that they will subscribe to 
newspapers drops precipitously. At the 
same time, these young adults increasingly 
seek news and information, and their use 
of free newspapers increases. The Chicago 
Tribune’s RedEye is an example of a product 
that appeals to this life stage. 

Profi le
In 2002, the Chicago Tribune launched 
RedEye, a free daily newspaper and website 
(www.redeyechicago.com) for Chicagoans 
in their 20s and 30s. During the work week, 
250,000 daily editions are distributed 
along commuter train and bus lines and in 
delivery boxes citywide. 

A free weekend edition is distributed 

through home delivery (circulation 
125,000) and available only through 
online registration. RedEye also reaches its 

audience through a Facebook page and the 

Twitter accounts of editors and reporters.

Editor Tran Ha says RedEye uses tone to 
connect with its audience, regardless of age 

range, offering a “brief and entertaining look 

at the day’s news.”

The RedEye newsroom staff includes 

writers, editors, designers, copy editors and 
Web producers. Content includes original 

reporting, news from 

the Chicago Tribune 

and information from 

Metromix, a local 

entertainment guide. 

“Our section editors are in constant contact 

with the Tribune editors, looking for stories 

that are relevant to our audience,” Ha 

says. “The Tribune will also run stories that 

originated with our RedEye reporters.”

In addition to collaborating with the Tribune 

and Metromix, RedEye shares information 

and best practices with b, a free daily 

published by The Baltimore Sun, a Tribune 

Co. property. 

At a Glance
+   Audience: Chicagoans in their 20s and 30s.

+   Mission: “To provide our target readers 

with a daily buffet of news, trends, pop 

culture, sports, entertainment and social 

buzz – served with a side of sass when 

appropriate. Consider us your wingman 

for life in the city. And we know you’re 

busy, so we try to keep things short, fun 

and interesting.”

+   Challenges: Innovation with limited 

resources.

+   Achievements: Trying new ideas often. 

In a recent social media experiment, 

editors unveiled a photo contest for 

readers. They tweeted a weekly Chicago-

based theme to readers, who submitted 

photos in hopes of seeing their winning 

snaps in the print edition. Submissions 

went from about a dozen a week to 200-

400 entries in six months.

+   Future growth: Digital media. “Our 

biggest opportunity is to continue 

to connect with the audience we have 

cultivated through online and mobile 

platforms,” Ha says. “Digital is obviously 

really important to this target audience, 

so it is important to us.”

Contact
+    Tran Ha, editor

txha@tribune.com

Others
+    b, The Baltimore Sun

www.baltimoresun.com/entertainment/

bthesite

+    tbt*/Tampa Bay Times, 

St. Petersburg Times

www.tampabay.com/tbt

+    Quick, The Dallas Morning News  

www.quickdfw.com

+

Group 4
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BEST IDENTITY-BASED 
ENGAGEMENT STRATEGY: 
NEW TECHNOLOGY TOOLS 
Part of the value of the “bucket” approach, which 
forces news organizations to think about engaging 
a speci� c audience, is its avoidance of the “path to 
readership” or linear thinking that has failed. 

Academics have widely reported the concept of cohort 
replacement. The idea is simple: A cohort is a group of 
people born about the same time and thus collectively 
exposed to similar cultural and political circumstances. 
Cohorts generally live and die together. 

With regard to newspaper readership, a clear, negative 
cohort e� ect exists. Younger cohorts tend to read 
newspapers less o� en than cohorts born before them. 
Older cohorts die and are replaced by younger cohorts 
less likely to read newspapers, causing an overall 
decline in newspaper readership.

An essential question emerges in what we know about 
cohorts: When does the news habit become set? “The 
newspaper reading habit becomes � xed when people 
strike independent roots – when they get married, start 
families, and begin to accumulate property and civic 
involvements,” Leo Bogart said.6 

Bogart’s statement is reiterated by Philip Meyer: 
“By aggregating a large number of cases from the 
General Social Survey of the National Opinion 
Research Center, one can examine readership by 

very � ne age grouping and � nd the point at which 
the habit of reading a newspaper every day begins to 
take hold. In looking at the surveys for the 1970s and 
the early part of the 1980s and using the smoothing 
procedures proposed by John Tukey (1977), we can 
see a threshold at about the age of 30.”7 

Meyer’s important point, made in the mid-1980s and 
now experienced by news organizations, was that age 
30 is no magic number. 

Ah, but perhaps it is. The year 2010 marks the � rst 
year that members of the millennial generation, those 
born since 1980, are turning 30. There is no evidence 
that they have developed a newspaper habit, but this 
audience has promising characteristics.

A Pew report in February 2010 titled “Millennials – 
A Portrait of a Generation Next: Con� dent. Connected. 
Open to Change” indicated that millennials are well-
educated and as engaged as older generations with 
volunteering. They care more about having successful 
marriages and helping others than about being wealthy 
or famous. Pew characterized the identity of this 
audience as “con� dent, self-expressive, liberal, upbeat 
and open to change.”

Barb Palser summarized it this way in American 
Journalism Review: “Rather than a vapid wasteland 
of tuned-out video game junkies, the 50 million 
millennials sound like a gi�  to the news business. 
How else would you describe a generation that’s 
civically engaged, well-educated and literally 
available to consume information day and night?

Young Adults Living 
With a Spouse or Partner

Group 5
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“But there’s a catch: Millennials simply will not take 
their news the old-fashioned way. Young adults’ interest 
in local and world events may grow over time, but when 
it comes to technology, millennials cannot be expected 
to move backward. This is a generation that identi� es 

technology use as the main di� erence between itself 
and other generations. A� er all, most of them are 
sleeping with a cell phone on the nightstand, ready for 
text messages and Facebook alerts; why wouldn’t they 
expect that same technology to deliver their news?”  

Network News
The Washington Post

+

Group 5

Regular use of technology and a mashup 
of traditional, social and digital media 
consumption characterize this life stage. 
Users share content among linked 
groups, creating heightened relevance and 
engagement. Network News integrates 
traditional news content and social media. 

Profi le
Launched in 2010, Network News is a social 
media plug-in. It integrates washingtonpost.
com with Facebook, enabling readers who are 
already networked to share articles, columns 
or videos without leaving the website. 

While other newspaper sites employ social 
plug-ins, Network News has been praised for 
its accessibility. “The Post’s incorporation of 
activity from users’ Facebook friends imme-
diately creates a value of social relevance 
that trumps [other] efforts,” the website 
ReadWriteWeb reported on April 22, 2010.

Readers access Network News by logging 
on through washingtonpost.com or Facebook 
Connect. A prominent box on the Post’s home 
page lists content recommended by friends. 
If none have shared content, Network News 
highlights content from readers who elect 
to share publicly. Readers can participate 
in the content editing by liking, sharing or 
commenting on selections. Because the 

suggested storyboard varies widely based 
on users’ networks, Network News is highly 
customized.

Raju Narisetti, a managing editor of 
The Washington Post, says Network News 
was launched in an attempt to deliver 
content where the audience already is. “It 
is critical for Post content to be there and 
for the Post to make it easy for Facebook 
users to share directly from our site without 
having to leave washingtonpost.com,” 
Narisetti says. “It is all about making the 
user experience rich and seamless.”

The mission of Network News is to meet 
young readers where they are – increasingly 
consuming news gleaned from social 
networks and outside the realm of traditional 
news media outlets.

At a Glance
+   Access: The Network News module is 

beneath an ad in the right-hand column 
of the washingtonpost.com home page 
and on all article pages.

+   Audience: Young readers. “It is critical for 
newspapers and media organizations to 
reach out to young readers, many of whom 
are consuming their news and information 

outside the newspaper and even Web 
formats through texting, social networks 
and other digital devices,” Narisetti says. 

+   Results: Network News has generated a 
signifi cant increase in articles shared 
through Facebook. Overall, Facebook 
referrals in 2010 to washingtonpost.com 
have more than doubled year-over-year, 
Narisetti says. 

Contact
+   Raju Narisetti, managing editor

narisettir@washpost.com

Others
+   Times Reader 2.0, The New York Times

timesreader.nytimes.com
The second version of The New York Times’ 
downloadable application was released in 

2009. Times Reader 2.0 resizes images 

and text on computer or mobile screens, 
giving users the opportunity to navigate 
content much as they browse the print 

edition. In contrast to NYTimes.com, a 

traditional click-and-scroll website that is 
constantly updated, Times Reader 2.0 pres-

ents content in the same order as the print 
edition. The app features a page-turning 

button so users can fl ip through sections. 
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BEST IDENTITY-BASED 
ENGAGEMENT STRATEGY: 
SOCIAL READING WITH CHILDREN 
AND COMMUNITY ENGAGEMENT 
While it may seem immediately evident that only the 
� rst three life-stage groups, all living with parents or 
guardians, are positioned to bene� t from NIE, noting 
their connection with the group of young adults living 
with one or more children is important. Members 
of group six are parents and guardians of those in 
groups one, two and three. Newspaper In Education 
programs that include at-home activities in the form 
of clipping photos or articles, keeping journals about 
media use or writing classi� ed advertisements or 
editorials (to cite a few examples) potentially bring 
group six in contact with NIE and can increase adult 
engagement with newspapers. 

However, Leo Bogart noted challenges in engaging 
these adults: “An anomalous fact is that people who 
have small or grade school-aged children living 
at home read the newspaper less frequently than 
others of comparable age. The explanation may well 
be that child care uses both time and money, as does 
newspaper reading. As a direct consequence, at least 
some young couples raising a family on a shoestring 
may get along without a newspaper.”8 

While circulation � gures provide evidence of Bogart’s 
theory, this audience should not yet be considered 
a lost cause. Rather, like the “buckets” previously 
discussed, contact with the newspaper is not enough. 
Engagement is necessary, and NIE through children’s 
schooling is a de� nitive path to engagement. 

The Foundation examined a successful NIE 
integration with parents and guardians in 
“SchoolHouse News: A Model for Home-Delivery 
Newspaper In Education Programs.” Although the 
program at The Patriot-News in Harrisburg, Pa., 
did not convert many participants to subscribers, it 
engaged 206 of 240 students’ families with home 
delivery via NIE. The Patriot-News cited involvement 
of adult family members as an “immense help.” 

The program included family literacy nights. Along 
with providing a meal, Patriot-News sta�  “walked 
parents and students through an issue of the newspaper 
and led activities in which family members worked 
together to � nd information in the newspaper, including 
answers to such questions as ‘When is sunset tonight?’ ”

Interestingly, while SchoolHouse News focused on 
bene� ts of at-home delivery of NIE programs for 
students, it also demonstrated the importance of parents 
or other adults helping students with homework. One 
school district representative quoted in the report put 
it this way: “Our kids are dying for a� ention from their 
parents. That’s a huge reason why this worked.”  

Young Adults Living 
With One or More Children

Group 6
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Viva Colorado
The Denver Post

+

Group 6

Young adults with children at home 

are perhaps the most time-pressed 

group profi led in this report. Free, 

quick-read newspaper products appeal 

to growing populations and upwardly 

mobile segments that might not turn to 

a traditional newspaper for news and 

information. 

The Denver Post’s Viva Colorado is a free 

Spanish-language weekly targeting the 

metropolitan area’s Hispanic population. 

Unlike more established or regionally 

distributed Spanish-language products, 

Viva Colorado takes special care to reach 

the 18-to-34 audience. 

Profi le
Launched in 2006, Viva Colorado is 

distributed on Thursdays. With a circulation 

of 50,000, it is the state’s largest Spanish-

language publication. 

The staff includes three full-time editorial 

employees supplemented by a dozen 

freelancers. Advertising, marketing, 

distribution and support staff members 

are shared with The Denver Post.

Information from The Denver Post 

indicates that the publication reaches 

80 percent of the city’s Latino population, 

a segment expected to grow rapidly in the 

next five years. “We recognized a need to 

provide Spanish speakers with a quality 

news product that focused on local news,” 

says Rowena Alegría, publisher and editor 

of Viva Colorado. “We are essentially 

the only Denver media outlet with that 

particular focus.”

At a Glance
+   Content: Local and regional news and 

information from The Denver Post 

supplemented by news briefs from 

Mexico and Latin America.

+   Audience: Ages 18 to 54.

+   Achievements: Operated with a skeleton 

staff for most of the first three years; 

a majority of the publication was 

created in Mexico. In the last year, the 

newspaper has been redesigned under 

leadership of a new local core staff.

+   Challenges: Grow the advertising base 

and strengthen the brand.

+   Future projects: Currently developing 

strategy to expand Viva Colorado’s 

digital presence: Web, social media 

and downloadable applications. “These 

efforts will be primarily directed at a 

younger, Spanish-speaking and bilingual 

audience,” Alegría says. 

Contact
+   Rowena Alegría, editor

ralegria@denverpost.com

Others
+   Briefing, The Dallas Morning News

Briefing was launched in 2008 to reach 

busy working women and families. Its 

free home delivery Wednesday through 

Saturday targets 200,000 upscale 

households not interested in the 

traditional newspaper.

COM MON  T H R E A DS   19

Solidaridad sin precedentes de medios hispanos de EEUU con Haití.
Cuatro candidatos demócratas buscan representar el diverso Distrito 5.

02/4/10
THE DENVER POST

 Año 3 No. 173

Luis Enrique: ‘Así que los sueños sí se vuelven realidad’.
PÁG.  17

TU PAÍS, PÁG. 4

TU COMUNIDAD, PÁG. 6

TU MUNDO, PÁG. 10

Iglesias cristianas 
acusan de brujería 
a niños africanos.

BilingüesBilingüesNuevas generaciones recuperan la herencia latina.  Aunque parece difícil de creer, Luis Canela, el reconocido director de deportes de Univisión Colorado, no siempre dominó el idioma 
español. PÁG.  18



RECOMMENDATIONS FOR APPLYING 
NAA FOUNDATION RESEARCH
In preparing this report, the Media Management Center team heard many 
questions at the heart of a news company’s strategy. The overlapping 
opportunities of engagement and life stage are consistent with strategies of 
news companies with a cradle-to-grave approach – a� empting to o� er news 
or information products tailored to various stages of the consumer life span.

This section presents questions from newsroom leaders along with responses 
that detail how the research summarized in this report might be used.

Young people don’t read our newspaper or 
newspapers in general. Why would we want 
to seek out young readers?
It is true that with young people, each new cohort reads newspapers to a 
lesser extent than the previous cohort. But teens and young adults still read 
newspapers, most o� en on Friday and Sunday. Despite declines among all 
U.S. residents who say they enjoy following the news, many young people are 
interested in news. Saying they don’t read newspapers or lack interest in news 
is incorrect.

The MMC’s “If It Catches My Eye” report showed that when teens encounter a 
news story that interests them, they are likely to read it. It suggested that teachers 
and parents are strong allies of news companies in ge� ing young people interested 
in news. Ultimately, trying to engage young people involves strategic questions 
for newspapers: Do we give up on them and manage decline, or do we try to 
grow future audiences by engaging them in a delivery mechanism they prefer? 
Engagement is the combination of content and delivery mechanism.
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We don’t target readers. We seek the broadest 
possible audience. Why should we spend 
money to divide the audience?
Actually, the U.S. news audience has segmented itself. It is smart to try 
creating news products with the broadest possible reach, but relevance 
in content and delivery mechanism is important to young consumers. 
Media consumption is the result of relevance, time and place. Given those 
limitations, it is very di�  cult for one medium, such as the daily print edition, 
to be relevant for everyone.

The MMC study “Six Competencies of the Next Generation News Organization” 
highlighted the fact that the consumer already lives a converged lifestyle. The 
emerging need is for news companies to create multiple screen experiences – 
mobile, iPad and computer. For a news company to create products and services 
for cradle-to-grave, as does Clarin in Buenos Aires, would be admirable. The 
reality is that most publishers’ strategies today are about making choices across 
the most viable audience segments and aggregating them. 

How do I decide which of these groups 
to focus on in my community?
Because U.S. markets are increasingly di� erent, no one life-stage approach may 
be appropriate to all newspapers. Publishers must know market potential � rst 
and then apply this approach. Once you choose a market segment and apply a 
life stage, you can begin to create customers through engagement strategies. 

This report focuses on future consumers because the body of Foundation 
research is youth-focused. Readership Institute research showed that “light” 
or “casual” readers, who tended to be young adults, shared the same traits 
and interests of young readers. The spectrum of consumers � � ing these 
categories today ranges from age 8 to tweens, teens, single adults and young 
families. It would be di�  cult for one growth strategy to reach all of the 
consumers in a market with such a vast age range, so we recommend that 
you choose a life stage.
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What are some fi rst steps?
This should be a process. Use it as an experiment in determining engagement 
through the life stages diagrammed on pages 4-6. As with all experiments, 
failure is possible, resulting in the need to re� ne and revise.

Many newspapers that have created products for young consumers have 
followed similar paths:

+  Choose a high-potential market segment, perhaps young families in your 
community. Given the growing number of young families from Spanish-
speaking countries, the right segment could o� er multiple payo� s.

+  Determine relevant life-stage information. Using the segment from step 
1, for instance, a young Hispanic family may need school information, 
citizenship information, youth sports information and more.

+  Seek engagement through content (news and advertising) via the appropriate 
delivery system. Again, the life stages on pages 4-6 show likely mechanisms 
for each group.

+  Create a feedback loop – receiving and giving information are important 
elements of engagement. The consumer must see that feedback is valued.

+  In an ongoing process, re� ne based on feedback.

Do I need to hire young people to reach 
young people?
Newspaper professionals who are veterans of NIE and other young-reader 
programs say passion is more important than age. One “true believer” can 
accomplish quite a bit. The MMC’s “Life Beyond Print” study found that 
cultural mindset for adaptability is not determined by age, generation or life 
experience. So, the answer is no. You should hire people who care deeply and 
are motivated to succeed.  
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welcomes feedback on 

this report. Questions and 

comments may be sent to 

naafoundation@naa.org. To 
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member, call 571-366-1011. 



RESEARCH STUDIES EXAMINED 
IN THIS REPORT

From the NAA Foundation: 
+ “ Fi� ing Into Their Lives: A Survey of Three Studies About Youth Media 

Usage,” Vivian Valhberg, 2010. Reviews � ndings of research from the Kaiser 
Family Foundation, Nielsen and the Pew Internet & American Life Project.

+  “ Growing Lifelong Readers,” Clark, Martire & Bartolomeo, Inc., 2004. 
Examines the impact of student involvement with newspapers on adult 
readership. 

+  “ High School Journalism Ma� ers,” Jack Dvorak, Ph.D., 2008. O� ers 
evidence that student journalists outperform other students with respect 
to high-school grades, college entrance exams, and college writing and 
grammar courses. 

+  “ Lifelong Readers: Driving Civic Engagement,” MORI Research, 2007. 
Explores the positive relationship between teen newspaper use at home 
and in class and later civic engagement.

+  “ Lifelong Readers: The Role of Teen Content,” MORI Research, 2006. 
Reviews success of newspaper content specially designed for teens. 

+  “ Measuring Success! The Positive Impact of Newspaper In Education 
Programs on Student Achievement,” Dan Sullivan, Ph.D., 2001. Provides 
evidence of NIE's potential as a learning tool.

+  “ Measuring Up! The Scope, Quality and Focus of Newspaper In Education 
Programs,” Dan Sullivan, Ph.D., 2000. Gives a quantitative overview of 
changes in NIE programs from 1992-2000.
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+  “ NIE in 2010 = Leaner + Locally Focused + Digital,” Mary Arnold, Ph.D., 
2010. Reviews NIE programs a� er changes in Audit Bureau of Circulations 
reporting standards, the economic downturn, newspaper industry cutbacks 
and proliferation of digital media.

+ “ SchoolHouse News: A Model for Home-Delivery Newspaper In Education 
Programs,” Mark Toner, 2009. Presents a case study of a newspaper’s NIE 
program and a related home-delivery e� ort. 

+  “ Teens Know What They Want From Online News: Do You?”, Media 
Management Center at Northwestern University, 2009. Analyzes teens’ 
online news and information preferences based on focus-group assessments 
of home-page and story-level prototypes.

+ “ Youth Are Moving to Mobile Devices for Their Communication Needs: 
R You Here?”, New Media Innovation Lab, Walter Cronkite School of 
Journalism and Mass Communication, Arizona State University, 2010. 
Focuses on young people ages 16 to 20 and their use of smartphones.

+ “ Youth Media DNA,” DECODE of Canada, 2008. Examines media habits 
and news interests of people ages 15 to 29.

From other sources:
+ “ If It Catches My Eye: An Exploration of Online News Experiences of 

Teenagers,” Media Management Center at Northwestern University, 2008. 
Uses in-depth interviews with high-school age focus groups to reveal what 
drives their online news consumption.

+ “ Targeting Teens,” NAA Business Analysis & Research Department, 2007. 
Details the buying power of the teen market. 

Download these studies at www.naafoundation.org/research.aspx.
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Additional resources
+ “ Beneath the Ta� oos: Despite the Stereotypes, Millennials Represent a Huge 

Opportunity for News Organizations,” Barb Palser, American Journalism 
Review, June/July 2010. www.ajr.org/Article.asp?id=4882

+ “ Can Journalism Be Saved? Rediscovering America’s Appetite for News,” 
Rachel Davis Mersey, 2010.

+ “ The Demographics of Newspaper Readership,” Edward C. Malthouse and 
Bobby J. Calder, Media Management Center, 2003.

+ “ It’s an Online World for Young People and Political News,” Jonathan Seitz, 
Nieman Reports, June 2008. www.nieman.harvard.edu/reports/article/100011/
Its-an-Online-World-for-Young-People-and-Political-News.aspx

+ “ Millennials – A Portrait of a Generation Next: Con� dent. Connected. Open 
to Change,” Pew Research Center, February 2010.

+ “ The Newspaper Survival Book: An Editor’s Guide to Market Research,” 
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