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• Print reach is shrinking
• A unified experience

Why does it matter to the 
Advertiser?

• They want reach (multiple platforms, 
across all brands)
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Why does it matter to the 
Advertiser?

• Units are irrelevant to the customer

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

• Our “Reader” profile is different today
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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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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



Why does Audience Development matter 
to the Advertiser?

09/10/09Jerry Hill, St. Petersburg Times/Times Media 
Services

6

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
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How do we do it?

• Ask ourselves “How can I tailor my 
audience to drive the advertising 
engine?” (ROI, reach across brands, etc)

• Change our structure to align with our 
advertising sales strategies

• Aggregate the audience of our brands
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Everyone’s position 
changes!

• A lot of plate spinning

• It is a shift toward portfolio 
management.  “Organize your 
structure around that or you will                
miss the opportunity.”
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Telling the Audience 
Story

• Internally & Externally
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Telling the Audience Story - Internally
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Telling the Audience Story - Internally
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Telling the Audience Story - Internally
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Telling the Audience Story - Internally
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+9,6001,463,600Total Local & National (no duplication)

+40,5001,244,000Total Local: All brands combined  (no duplication)

+53,500259,200tbt*/Tampa Bay Times readers
+4,400186,100tampabay.com visitors
+44,100910,900Sunday St. Petersburg Times readers
+47,7001,092,500Daily St. Petersburg Times readers

Local Audience
ChangeCurrent

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

• Two major audience updates each year: April, October.
• These are new numbers.
• Every brand is up!

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

Telling the Audience Story - Internally
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Telling the Audience Story - Internally

• Daily and Sunday Circulation are both up! 

• It’s been four years since this last happened.

• Major gains are in our competitive markets, Hillsborough and central Pasco.

Sources: ABC March 2007 & 2008 Publisher's Statements

-6,764316,007Daily St. Petersburg Times
+1,886432,779Sunday St. Petersburg Times

ChangeCurrent
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Telling the Audience Story – Externally
ABC Audience FAX
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Thank you!

Jerry Hill
Director of Audience Development
Times Publishing Company – St. Petersburg Times
and President, Times Media Services
jkhill@sptimes.com


