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What do you think?

MPA staff has been publishing 
Planting New Ideas for some 
time now, and we’d like to fi nd  
out from our members how it’s 
working.

Please e-mail us at readership@
michiganpress.org and let us know michiganpress.org and let us know michiganpress.org
what you think.   What were some 
of the good ideas?  What ideas 
could you have lived without?

We are also looking for other 
ideas to help newspapers all over 
the state grow their readership.  If 
you’ve seen anything interesting in 
your travels, or have been doing 
something innovative at your 
paper, forward the idea to us and 
we’ll get the word out.

Don’t forget to visit our Web 
site www.michiganpress.org to www.michiganpress.org to www.michiganpress.org
fi nd out what’s new at Michigan’s 
newspapers.
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Cultivate teens by catching their eyes 

Continued on the back

 Teenagers aren’t much into following 
serious news online, but news organiza-
tions can—and should—cultivate their 
interest by learning 
how to catch their 
eyes, diminish their 
angst, go where they 
are on the Web, enlist 
parents and teach-
ers in the cause and 
help them develop a 
news persona, accord-
ing to a new study 
released by the Media 
Management Center 
at Northwestern 
University. 

“Teen after teen 
told our researchers 
that they won’t go out of their way to get 
the news online, but they will click on news 
stories ‘if something catches my eye,’” said 
Michael P. Smith, executive director of the 

Media Management Center (MMC). 
“There’s a world of meaning—and 

opportunity—in that phrase,” Smith said. 
“Understanding it 
and learning what to 
do about it is vitally 
important, since our 
democracy depends on 
an informed citizenry. 
This research provides 
insights and sugges-
tions news organiza-
tions can use to better 
connect with and serve 
teenagers.” 

The report, “If It 
Catches My Eye: An 
Exploration of Online 
News Experiences of 
Teenagers,” is avail-

able at mediamanagementcenter.org/
research/teeninternetstudy.pdf. Funded 

Combining home delivery with 
Newspaper in Education has proved a 
winning formula for The Patriot-News in 
Harrisburg, PA, which earned a global 
award for NIE excellence this past year from 
the World Association of Newspapers.

Starting in January 2007, nearly 
250 fifth-graders in the Harrisburg 
School District participated in 
School House News, an 18-
week program that significantly 
increased reading comprehen-
sion, with test scores jumping 10 
to 30 percent among students 
who received the lessons in school 
and completed homework assignments 
tied to reading the newspaper.  

Approval from the Audit Bureau of 

Circulations (www.accessabc.com) allowed 
The Patriot-News to count papers delivered 
through the program as paid circulation.  
Susan Anthony, the newspaper’s director 
of educations readership, and team “made 

sure that the kids completed the 
homework assignments, which we 
counted to verify the subscriptions 
as home delivery” says Dan Christ, 

assistant circulation director.
 “The impact on our circula-

tion wasn’t enormous,” Christ 
says, “but to be able to lift the 

reading comprehension of those 
kids to the degree that was accomplished 
has a significant impact on our community 
and future readers.

Home delivery boosts NIE efforts
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by the Media Management Center and 
the McCormick Tribune Foundation, it is 
based on a qualitative, in-depth study of 65 
Chicago-area teens conducted in 2007 by 
Media Management Center. The purpose 
was to identify what drives online news 
consumption of teenagers. 

The report urged news organizations 
to make “catching the eye” of teenagers 
the core of a bold new strategy for attract-
ing teens online; to “work over time to 
fan whatever sparks of interest they may 
have in news into a more robust flame of 
interest in various types of news,” and to 
“make a special effort to encourage—and 
even increase the number of—teens who 
consider it part of their identity to follow 
and talk about the news.” 

Among other research findings and rec-
ommendations: 

• News organizations should active-
ly experiment with ways to diminish the 
negative associations teens have with news 
and to lift their feelings of hopelessness 
and powerlessness. This includes making 
news a better springboard for talk, action 
and change and increasing attention given 
to solutions and problem-solvers.  

• For a subset of teens, keeping up 
with the news is becoming an important 

part of their emerging sense of self—of 
what they’re proud of in themselves. This 
means encouraging teens who are inter-
ested in news, building a sense of fun about 
following the news and getting serious 
about teen consumer research. 

• Teachers and parents are poten-
tially powerful allies in helping teens devel-
op news habits and interests and in steering 
them to worthwhile and engaging news. 
So news organizations should redouble 
efforts to market to teens through net-
works and programs such as Newspapers 
in Education. 

• Teens’ favorite sites for news online 
score high points for being easy to use, use-
ful, and trustworthy, and for providing them 
something to talk about. 

Media Management Center is an execu-
tive education, research and development 
institute at Northwestern University in 
Evanston, IL. 

For a copy of the report, go to: media-
managementcenter.org/research/teeninter-
netstudy.pdf. 

For commentary on the report, see:
Infrequent and indifferent: Youth and 

news online: readership.org/blog2/2008/01/
infrequent-and-indifferent-youth-and.html. 

Attract teen attention Michigan Ideas: 
A Sliver of Toast—A Slice 

of Life

From before sunrise until offi ce and 
factory doors open for the day, the 
heart of a community often centers 
around a round table or several four-
tops shoved together in the center of 
a bakery, cafe or diner fl oor.  Whether 
in a small town or a discrete neigh-
borhood snuggled into an urban 
enclave, these “power tables” are the 
place to hear the beat of a commu-
nity. While some of what’s discussed 
is couched in unprintable language, 
the story possibilities are as endless 
as the coffee (no latte, it’s coffee, 
straight up or with real cream in a 
thick porcelain pitcher). If all news 
is “local, local, local” why not take 
your readers to this most venerable of 
institutions—the power table—and 
take some hot tips back to the news-
room.  Check the Rural Blog, irjci.
blogspot.com/2008/01/rural-restau-
rants-anchor-communities.html for yet 
a different take on the story.

Single-copy success story: using technology to sell 
single copy 

For several years 
newspapers have been successfully driving 
print readers to their online editions and 
Web sites.  In Houston, The Chronicle has 
developed a program that helps drive con-
nected readers to the print edition. 

Each Friday, the Houston Chronicle distrib-
utes a promotional e-mail blast that high-
lights the stories in the upcoming Sunday 
edition.  The e-mail targets registered Web 
site users, non-subscribers housed in the 
database, people that have participated in 
contests that require entry forms with e-
mail address and other’s who have opted-in 
to receive information from the Chronicle, 
including private-party classifieds. The e-

mail has multiple points of entry that encour-
age a number of calls to action. 

To begin, there is a home delivery offer 
that the reader may click on.  Although this 
has generated some sales, the primary rea-
son for the e-mail is to emphasize single copy 
sales. It provides an opportunity to promote 
the newspaper to people that have had a 
relationship in the past by using a cost effec-
tive and efficient mode such as e-mail. 

The advertising space on the e-mail has 
created some buzz with a number of busi-
nesses who want to participate. Requirements 
include purchasing advertising in the print 
product and the ability of the advertiser to 
work with circulation.  A recent promotion 

offered a buy-one get-one-free ticket pro-
motion for the Grand Prix of Houston.  

Headlines in the piece promote news 
items that will be carried in each section 
such as Sports: NFL Draft series and a recap 
of the weekend baseball game and news.  
Travel: highlights a destination.  Again, there 
are several promos that highlight various 
sections.  Finally, the bottom banner reminds 
readers of the savings opportunity available 
through the Sunday newspaper: HUNDREDS 
OF DOLLARS WORTH OF COUPONS IN 
THIS SUNDAY’S CHRONICLE! 

This reverse sales approach might be an 
effective method to drive readers to your 
single copy sales boxes.
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Tech aid’s sales


