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) Why does it matter to the
Advertiser?

* They want reach (multiple platforms,
across all brands)

* A unified experience

* Print reach is shrinking
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* Our “Reader” profile is different today

* Advertisers don’t want to look
individually at what will sell their
product

* Units are irrelevant to the customer
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) Why does it matter to the
Advertiser?

* Advertisers want customer
engagement that makes their cash
registers ring
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Why does Audience Development matter
to the Advertiser?

) And by the way, your
audience story is usually
a good one!

* Audience-Fax
* Internal & External Metrics
* Scarborough Audience Aggregation
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) Managing audiences
separately can lead to:

- Lack of adherence to unique brand voice
which creates customer confusion

- Internal confusion and/or unhealthy
competition between the brands

- Misallocation of resources

- Failure to leverage cross-brand
opportunities
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Why does Audience Development matter
to the Advertiser?

) Managing together also
has challenges:

- Dilution of focus

- Positioning ends up “muddled in the
middle”

- Different metrics, goals, skill sets and
standards

- Embracing an audience culture

St.Petersburg Times

In the know. In the Times.
tampabay.com

) How do we do it?

* Aggregate the audience of our brands

* Change our structure to align with our
advertising sales strategies

* Ask ourselves “How can | tailor my
audience to drive the advertising
engine?” (ROI, reach across brands, etc)
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Why does Audience Development matter
to the Advertiser?

) Everyone’s position
changes!
* |t is a shift toward portfolio
management. “Organize your

structure around that or you will
miss the opportunity.”

* A lot of plate spinning
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) Telling the Audience
Story

* Internally & Externally
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Why does Audience Development matter
to the Advertiser?

),

Telling the Audience Story - Internally

N rimes Publishing Company Brand Scorecards - Fall/Winter 2007

o St Petersburg Times

[ .

=== TIMESPRODUCTS REAGH AN AUDIENCE OF
Eé‘;’:’% NEARLY 1.5 MILLION PEOPLE EACH WEEK.

1
)

3} Dailyand Sunday readership up year over year (yo7)
urbeands jstour 3} Duilyeirculation up yoy - September 2007 ABCFAS-FAX
f,','.?,l"“m;'m'“:,";,,m 3) Sunday cireulation up yay - March & September 2007 ABC FAS-FAX

TIam OUr pracucts
ReNIGwr gt Ty 3} strang growth in competitive markets

om
ths competition ;; o seres
trategically benefitsto
Strategy ‘mngetedur marketing
Grow our audience N R
ting the. »
i Short-term Tactics Long-term Tactics
of1s e b ‘What we can be doing.... now! Looking ahead -
consumers. sovital, so necessary
Key Audience
Metrics
Times:
821700 Daiy raader:
o200 Sunday
—— « Build
406,920 Sunday. * Promotevalue proposition to TV viewers journalistic depth
qED * Tmprove local value proposition in Hillsboroughy |« Tdentify what readersvalue
e ‘Pasco countiesbesed on research and target markst
+ Expand White Space Campaign regiorally + Promote valus proposition
+ Stimulate advanced renewsls + Developa platinum
» + Launch e-edition subscriber site
Wenesdto change + Launch e-mafl marketing + Developmare pre-paid
con smerattitdes. + Brand our position consistently circulation
+ Develop brand extension niche products + Brand our position conslstently
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Telling the Audience Story - Internally

B rmatbag e | o v 4 g o

Strategy

Grow local audience by promofing
the site’s value utility. by targeting
‘look-alikes'.

- Local visiors - 333,700 High Schont: The Hub _ T
- Total unique viskors - 1.3 million e
- Time &pent on Sl (EBCKINGES) per User - 3 min. 30 8ec. P’ = =

- Gronetn of urique vislhors year over year
- Growtn of iocal audience year over year
- Sie recesgn
- Deveioped PostFact, The Hu Sports

+ Incrasse local audence
+ PIOMOLE VauE Proposiien (o T0ok-aikes”
+ Increase ies

+ Improve ClassiNed verticals and promote

- Anaiyze impact and expand use of search engine
markesng (SEM)

- Increased ‘stickiness" {Sme spent) af isZors -
mose wdko

- Provide moble capabllses - RSS, text messaging

- Promote 50cial Doakmaning

- EXpand G0 GUOE and entertainment cie

+ Expand High School Fooéball and Community Sports

Loaking ahead to craating  largs visitor bass

- Promete vaue,

- INCre3sed GECKINESS of VIGNMS - More video

+ ENCCUragE MOME COMPests and 5ocial Lookmarng
- Compiste instaliation of Content Management

+ Conslstent promotion
- Provide moble capabiifes - RSS, text messaging

11

Jerry Hill, St. Petersburg Times/Times Media

Services

09/10/09



Why does Audience Development matter
to the Advertiser?

Telling the Audience Story - Internally

America’s fastest growing newspaper
Published by the ST. PETE TIMES

Acoomphshments
- npakay Cro e ...'.'.'."-'f."y
Strategy: Pt v b e s
Enhanced "Ultimate’ feature te bring
Saper-setve suf care remdors. i e diverss businesses.

) Crew tistriution

(2510 39y sar-0ld professie nals)

with fast news, prometions and Short-term Tactics Long-term Tactics
Good work in the works Looking down the road

abvertising they can wse.
_— = Growaudience of yonger readers |« Identify new growth areas.

Key
Audience
Metrics:

+ Gowdstrbution strategicaly i
st Beand

. mn mampndm
rant advertiser cat egory

« Continue to find ways to eagage
crereaders

- Enfiance ways we [rovide news
digitally to our core readers
feg: eedition, text contests)

« Surprise and defight readers with

festures and promations
Inthe past six mwrths tht* has: pmmsxsmmgnnm new
mnmd d teting * Build marketplace for emerging/
* Added more than 162,000 rebuning eategorks of busiess
readers * Eliminat e projects, promotions.
* Doubled the number of that nolonger add akie

25- to 39-year-old readers

« Lowered the median age of *+ ety orouth cppurtunities

that invalve all our brands.
= Build o ROI for our

» Increasad pickup locations:
10 3,800

* Grown revenue from
previous year

*Tampa Bay's FREE DAILY news) ¥
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Telling the Audience Story
TIMES EVENT MARKETING

EVENTS 33 CONSUMER SHOWS 33 PARTNERSHIPS

too!

To demansrats the |EEﬂ'fEh|P Aswe grow our svents and promotions business, we work to

ithin the. &encourags new rslsticnahips whils leveraging our current resources.
and partners. Going forward, we will continue to develop mutually
bensficisl promotions whars massursment is key. And we will kssp
our eye an opportunitiss far additionsl revenue sireams through
promational tis-ins, liks ws did this fall with the Cleanwater Jazz
Haliday, Rib Fast and lronman.

rolawa play w
communitias we ssiva snd

annact the community
and our business param.

Kﬂlllﬂlmﬂlllll’l!
+ Gaographic markats we
touchad, and Tolationahipe
avalopad
o) PEMGI’&I.ICDBES
* Ravanus genarstion

* Increased event revenues
year over yesr

* Incraase ad revenuas
year over yaar

* Qver 500 subsoription sales,
fiva new avants

* Increasad sudianca at events
and co-promotions ysar

ar

1) short-term Tactics ) Long-term Tactics
Growth Making it happen ... | More people ... mors events
* Incraage events and shows |+ Engage our sales team to » Travsl Show
Inso fews catagoriss trava, ambrace Evant Marksting + Haslth and Wallness Show
* Expan afunrpnm into NSC * New avant vanuas will * Expand markstplacs and
and Hillshoroug) incresss revenus and sudisnce  sudience
« Davelop apo,,ammp » Raview potsntial of devsloping
catagary a bridal magazina

our business
alittlemore Event-full

Internally

13

Jerry Hill, St. Petersburg Times/Times Media

Services

09/10/09



Why does Audience Development matter
to the Advertiser?

Telling the Audience Story - Internally

Current Change

Local Audience

Daily St. Petersburg Times readers 1,092,500 +47,700
Sunday St. Petersburg Times readers 910,900 +44,100
tampabay.com visitors 186,100 +4,400
tbt*/Tampa Bay Times readers 259,200 +53,500
Total Local: All brands combined (no duplication) 1,244,000 +40,500
Total Local & National (no duplication) 1,463,600 +9,600

Sources: 2007 Scarborough (r2), Nielsen//Net Ratings

* These are new numbers.
 Every brand is up!

Note: “No duplication” counts people only once,
even if they use more than one brand.

« Two major audience updates each year: April, October.

St.Petersburg Times

In the know. In the Times.
tampabay.com

Telling the Audience Story - Internally

Current Change
Sunday St. Petersburg Times 432,779 +1,886
Daily St. Petersburg Times 316,007 -6,764

Sources: ABC March 2007 & 2008 Publisher's Statements

« Daily and Sunday Circulation are both up!

« It's been four years since this last happened.

St.Petersburg Times

In the know. In the Times.

* Major gains are in our competitive markets, Hillsborough and central Pasco.
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Why does Audience Development matter
to the Advertiser?

Telling the Audience Story — Externally
ABC Audience FAX

Paragraph 1 data will Marning
remain unchanged.
Cmbd Avg Evening
Sat

Sun (Mon.-Fri) Mon Tue Wed Thu Fri
1. TOTAL AVERAGE PAID CIRCULATION 36571 31514 29619 32309 32,119 30809 31,019 31,059
Care Newspaper with mplica elecronic 6400 400 20500 32200 22400 20700 20000 30,000
Cora Newspapar 36,385 91,32 20434 32124 91,034 0,624 30,834 AT
Electronic Editions (See Par, 6B & SDR) (when applicable) 12 126 126 12 126 12 126 12
Othar Unique Editions (Sea Par. 68 & SOR) (when applcable) B0 B0 B0 80 80 B0 80 &0
Total Average Paid Circulation 36,571 31.514 29619 32,309 2,19 30,809 31018 1,069

1A. AVERAGE PAID CIRCULATION - Core Newspaper
Paid for by Individual Recipients (>50% of basic)

Home Delivery and Mail 23,020 10,815 18020 20,010 18,520 100 20,020 20510
S Sales 11,500 0,000 7,800 0,600 10,000 9,600 8500 8,300
Subtotal 520 28815 26,620 28,510 26,620 28510 28520 28810

Paid for by Individual Recipients (>25%, <50% of basic)

Home Dalivery and Mail 180 180 180 il 180 30 180 30
Single-Copy Sales 0 0 ] 0 0 0 0 1]
T Sublotal TE0 T8 TE0 2 T £l TE0 1
Total Average Paid by Individual Recipient Circulation «
Core Newspaper 34,700 28,995 26,500 20,540 26,700 28540 26,700 28,840
Ofthar Paid Clrculation: (522 Par. GA)
Single-Copy Sales HE 16 15 HE 15 HE g &
Educational Programs 50 800 1,300 1,140 B0 B40 700 590
Employsalndependznt Contractor 220 220 220 20 220 220 20 220
Third-Party Sales 361 350 360 350 350 350 380 350
Third-Party Salas - Paymant made with barter (Sea Par. €B) Am 750 850 750 850 750 650 750
Subtotal 1,686 234 2734 25684 224 2,084 213 203
Total Average Paid Circulation - Core Newspaper 36,386 32,320 20434 32124 3,034 30,624 30,834 674
Total Paid Circuation - Electronic Editions: 125 125 125 125 125 125 126 125
Total Paid Cireuation - Crher Unique Editions B &0 0 &0 )] 80 -] 80
TOTAL AVERAGE PAID CIRCULATION 36,571 3514 20,619 32,309 EraE] 30,609 3,019 H,089
Other Audited Distribution (Optianal) ] 0 L] ] 0 ] 0 [
Total Cistribution (Optioral) ] 0 0 ] 0 ] 0 0
Days Omitted fromAvarages (See Par. 6B) 3 Nona 1 Nona None None Nong Nore

) Thank you!

Jerry Hill

Director of Audience Development

Times Publishing Company — St. Petersburg Times
and President, Times Media Services
[khill@sptimes.com
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