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+The funny thing about young people and young adults is that
they are not getting any older. We are. Despite the gap between
youth and news providers, clear opportunities exist to engage
this increasingly diverse audience of digital natives.

The Newspaper Association of America 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 as they
try to reach young people and young adults. This 2010
report, prepared for the NAA Foundation by the Media
Management Center at Northwestern University, lays

out a framework that can be used by news professionals
to attract and sustain relationships with young people
(ages 5-17) and young adults (ages 18-34).

Six life-stage
groups merit
the attention

of news
companies:

g
Elementary School:
Pre-K-Grade 5

+ Newspaper In
Education (NIE)
+ At home
with parents

It addresses two concepts - engagement and life-stage analysis -
and encourages news organizations to follow this path:

1.
2.

3.
4.
S

Choose a high-potential market segment;

Determine relevant life-stage information;

Seek engagement through the right

content via the right delivery system;

Get feedback;

Refine content.
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Middle School:
Grades 6-8

NIE

At home with parents
Newspaper’s teen section
Journalism experience
Social networks

<

High School: Grades 9-12
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NIE

At home with parents
Newspaper’s teen section
Journalism experience
Social networks

Mobile

Interactive content




In following this path, news companies

should consider these key factors:

+ Currently, traditional newspapers offer minimal meaning -
and therefore value - to young people and young adults.

+ Life stage — as opposed to age - is a primary factor in identity and
news use. Thus, we believe life stage is highly consequential to
news companies’ growth strategies, which should vary based on
the composition of and expected changes in their communities.

+ Engagement based on identity involves truly understanding
who someone is and reflecting that in a product. Regardless of
whether the product is a section, a website, a delivery method or
a mobile application, it can help foster a strong, loyal relationship
between a news organization and its youth audience.

+ Life stages are marked by changes in identity as it relates to

the use of media, technology and social networks. Responding
to these changes is essential for news companies’ success in
engaging audiences across life stages.

+ One size fits no one. “Although the one-size-fits-all model

is dead in this media environment, outlets with an authentic
audience focus can survive,” Rachel Davis Mersey of the
Media Management Center notes in “Can Journalism Be
Saved? Rediscovering America’s Appetite for News.” As
Mersey points out, “Websites, especially news websites,
must use this approach to craft identity-based products
that are truly audience-oriented.”

This comprehensive report
provides detailed information
and best practices right at

Living Alone or Living With Living With your fingertips to help your
With Roommates Spouse/Partner Children newspaper reach out to

+ Social networks + Social networks + Social networks young audiences and grow

+ Mobile + Mobile + Mobhile

readership. Learn more at

www.naafoundation.org/
commonthreads.

+ NIE (emerges again with parents)
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+ Methodology

“Common Threads: Linking NA A Foundation Research to Today’s Young Media Consumers” was prepared by the Media Management
Center at Northwestern University in partnership with the Newspaper Association of America Foundation. It synthesizes findings from
14 research studies conducted from 2000 through 2010. Unless indicated, the studies were produced by the NA A Foundation.

+ “Fitting Into Their Lives: A Survey of + “Lifelong Readers: The Role + “SchoolHouse News: A Model for
Three Studies About Youth Media Usage” of Teen Content” Home-Delivery Newspaper In
. . . , Education Programs”

+ “Growing Lifelong Readers + “Measuring Success! The Positive ; :

I t of N In Educati + “Targeting Teens” (Newspaper

+ “High School Journalism Matters” mpact ol Newspaper 1n Lducation Association of America)

Programs on Student Achievement”

+ “If It Catches My Eye: An Exploration + “Teens Know What They Want
of Online News Experiences of + “Measuring Up! The Scope, Quality From Online News: Do You?”
Teenagers” (Media Management and Focus of Newspaper In + “Youth Are Moving to Mobile
Center at Northwestern University) Education Programs” Devices for Their Communication

+ “Lifelong Readers: Driving Civic + “NIE in 2010 = Leaner + Locally Needs: R You Here?”
Engagement” Focused + Digital” + “Youth Media DNA”
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