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Understand the Priorities of Digital Media Providers

Niche-ification of Online Journalism Inspires Tailored Approach to Content Output for Media Companies

More Detail

The “Deep Thinkers”

* Traditional media outlets
with robust print publications

* Most focused on shaping
opinions, catalyzing robust
engagement with issues and
promoting strong views

* Target audience includes
business and policy elites,
intellectuals, 1%-ers

The Bloomberg

The “Explainers”

Influentials (e.g., bloggers,
pundits) who leverage digital
media to reach more
mainstream audiences

Most focused on helping
readers understand complex
issues and ideas that other
publications seldom break
down into easy-to-digest
pieces

Target audience includes
Millennials, individuals who
work with elites, people who
are curious about complex
issues

The “Casual Followers”

Legacy media conglomerates
with a “one-size-fits-all”
audience orientation

Most focused on delivering
news to a broad audience,
often with photo slideshows,
videos and shorter-form
content

Target audience includes
general web browsers, busy
adults (often with families)

Relevant Examples

@he Washington Pest  Ezra Kieln's
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Source: National Journal Communications Council research and analysis.
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Narrative Depth Shaped by Audience Focus and Dictates Final Product

Less Detail

The “Pop Culturists”

* Buzzy publications with
glossy interfaces and eye-
catching bylines (akin to
channel surfing online)

* Most focused on short-form,
easily sharable content that
often leverages new media
tools (e.g., GIFs, Vines, etc.)

* Target audience includes
Millennials and the “post-
Millennial’ generation, anyone
with time to kill

BuzzFeeD

THE
HUFFINGTON }*ﬁi'{.‘;‘?&
POST |

UPWORTHY
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Age of Publication Does Not Imply Approach to Journalism

Charting Media Outlets According to Narrative Depth and Age Offers Window Into Strategic Ambitions

High
“Explainers” Depth “Deep Thinkers”
A
N
gx FO%EIGN ECOI]OI“]St
AFFAIRS $~
Slate @ 7 (& THENEW YORKER
e _ Bloomberg
WONKBLOG |~ Businessw
Younger . Older
Entity THE " Entity
HUFFINGTON OW .
POST HeadlineNews.
BUSINESS
INSIDER YAHOO]
BuzzFeeD %
UPWORTRY Aok
“Pop Culturists” “Casual Followers”
Low
Depth
“Explainers” “Deep Thinkers” “Casual Followers” “Pop Culturists”

* Grew out of an absence of * Defined by the oldest * Formed as the brainchild of larger ¢ Emerged from a “Casual
content from the “Deep publications of record most media or tech conglomerates Followers” strategy that instead
Thinkers” that explained issues interested in shaping opinions that want a piece of the news pie sought to reach younger readers

* Sprungfrom more casual fare +  Comprise the “gold standard” of ~ « Geared toward providing * Less concerned with explaining
that didn’t engage with issues analytic rigor and top-of-mind “breaking news,” top stories and a issues and more concerned with
rigorously enough issue engagement summary of issues most people bottling the “zeitgeist”

should know about (no depth
needed)

Source: National Journal Communications Council research and analysis. p .
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Shrinking News Cycle Influences Content Delivery Online

Publications Style Content to Combat Decreasing Relevance of Stories Over Time
Know the “Big Four” Popular Forms of Online Content

Long-form Pieces for Immersive Stories Listicles for Engaging, Shareable Themes
The Atlantic, “What ISIS Really Wants” BuzzFeed, “16 Things I'll Miss About Being in Congress”

BuzzFeep Community L R Y

e e 8 il e
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18 Things I'll Miss Aseut Belng BUZFCeD T
What ISIS Really Wants ‘ In Congress
e
¢ O
SO oo
v'Used by “Deep Thinkers” and “Explainers” v'Used by “Casual Followers” and “Pop Culturists”
Flashcards for Detailed Outlines and Explanations Infographics for Interactive Visual Engagement
Vox, “What is Network Neutrality?” Brookings Institution, “Janet Yellen’s Dashboard”

Network neutrality,
l explll

Janst Yellen's Dashbozrd
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v'Used by “Explainers” and “Pop Culturists” v'Used by “Deep Thinkers” and “Casual Followers”

Source: Relevant articles from The Atlantic, BuzzFeed, Vox and the Brookings Institution, National Journal Communications Council research and analysis.
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Successful Content Delivery Connects Back to Revenue

Metrics and Audience Engagement Techniques Ultimately Aimed Toward Increasing Revenue Streams

Quizzes in Focus: “Start with the End in Mind”

Straight-Sell Advertising Model Fully-Sponsored Model Lead Generation Model
Best for Maximizing Depth, Engagement Best for Generating Clicks, Sharing Best for Understanding User Behavior,
] Data Collection

How Would You Die In “Game Of
Thrones”?
The Ultimate Washington Wonk Whay6U think you'd actually Su(ive in the world of Westeros? Ha! Tune in to

SeaQn 4 of Game of Thrones on 580, coming April 6 at 9 p.m.

Game Of Thrones
Brand Publisher

ReaIAge' Live Life to the Youngest

What's Your

e D
'.'\_% HOW WOULD YOU DIE IN 7 4

GAMEo [HRONES ?

ealAge is now a part of Sharecare. You can find all o
ur great content on Sharecare now.

National Journal quiz, “The Ultimate BuzzFeed quiz, “How Would You Die Real Age quiz (sponsored by ShareCare),
Washington Wonk Quiz” in Game of Thrones?” “What’s Your Actual Age?”
* Ads rely on a straightforward, “no frills” * Ad is entirely sponsored by client (ex: * Ad encourages users to provide important
presentation HBO), which provides relevant source information (e.g., email addresses, health
o . material and receives help from content details, business features) in exchange for
* Focus is on interactive content but the o . .
o . . creator to mold into ideal format answers to burning questions
ads seamlessly fit in alongside primary
material (all to the left) for maximum * Execution puts brand front-and-center, * Execution promotes brand but allows it to
engagement potential with photos, links to more robust source recede into the background as the
- Most effective for deepening on-site material assessment goes on (data is main goal)
engagement, generating loyalty for * Most effective for prompting users to * Most effective for learning 1) who target
publications share within networks, generating buzz audiences are and 2) what they want/need

Source: National Journal quiz, RealAge quiz, BuzzFeed quiz, National Journal Communications Council research and analysis.
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Newsrooms Adopting Diversified Audience Engagement Strategy

Journalists Must Leverage Multiple Platforms to Maximize Relationships with Online Communities

Recognize the Three Key Elements ...And Give Your Community a Mix of
of Cultivating a Sustainable Audience.... Platforms for Consistent Engagement

Typical User
Starting Point

Discovery Facebook
Process of finding interesting content online
* Ex:NJarticle on the Affordable Care Act
goes viral, becomes top 5 article on website

Google Search

Loyalty

* Process of turning casual visitors into frequent
, _ Snapchat
users based on interest in content

/ * Ex:Journalist who writers top 5 article engages
/ audience in robust Twitter conversation

Advocacy
* Process of getting loyal users to become
vocal supporters of content, sharing material Twitter
with friends
Ideal User * Ex:Several senators cite NJ article on ACA as
End Point one of the “smartest takes in Washington”

Native Apps

No More “Gaming the System”

How BuzzFeed Evolved: “When someone asks you, ‘what is your digital strategy’ and you respond,
‘’m on Facebook,’ that’s not a strategy. Take BuzzFeed, which started by winning the Facebook
game, then built up direct distribution channels under its control so that it wouldn’t be so
dependent on a constantly-shifting Facebook interface, pushed media through new channels (email,
apps, etc.) and now has a multifaceted and sustainable audience.” - Senior Leader, National Journal

Source: National Journal Communications Council research and analysis.

Newsletters

Linkedin

Reddit

© 2015 National Journal
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Rise of the “Aggregators” Requires Flexible Take on Journalism

Native Online Platforms More Willing to Repackage Pre-Existing Content than Traditional Outlets

New Media Molds Material Found Online Into
Preferred Package

Pull Content from Social Media or
Lesser-Known Websites...

7 Pletures That Will Restore Vour Taith Tn 29

i . T

* Journalists devote portion of beat to
scanning known aggregators for content
(e.g., Reddit, Nedhardy)

* Once desirable content is found, only best
aspects of original material carry over to
main website

* In most cases, photos and videos are the
crux of the article (focal point of piece)

..And Transpose Resulting Content into

Acceptable Format (“Cut Out the Middleman™)

16717868 VIEWS o o
21 Pictures That Will Restore Your
Faith In Humanity

People arent always awful. Sometimes, they’re maybe even just a little bit
wonderful. Here are 21 pictures to remind you of that fact

13. This picture of a fircfighter administering oxygen
tc & cat rescuec from a housa fire.

Source: Nedhardy post, BuzzFeed listicle, New Republic article, National Journal Communications Council research and analysis.

7

Traditional Media Primarily Relies on
Interviews and Established Relationships

Mine Contacts for Insights and Perspectives
on Key Issues

NEW REPUBLIC rounecs curmme wisazne

s «F»"{

-

The Explosive, Inside Story of How John Kerry

Built an Israel-Palestine Peace Plan-and
Watched It Crumble

By Ben Bimbaum and Amir Tibon

At around noon on March 20 last year, Air Force One landed at Tel
Aviv's Ben Gurion Airport for Barack Obamar's first presidential visit
to Israel.

‘The three-day trip had been billed as an Israeli reset—the newly reelected
president’s bid for  clean slate with the Jewish state after four years of icy
relations. Obama would lay a wreath at the tomb of Theodor Herz], the father
of zionism. He would visit the Yad Vashem Holocaust Museum. He would
address an auditorium packed with Isracli students. And, of course, he would
meet with [sraeli Prime Minister Benjamin Netanyahu.

Before heading to Netanyahu's office, however, the presidential motorcade
took Obama to see his favorite Isracli: the country’s dovish 89-year-old
president, Shimon Peres, As Obama stepped out of his car in front of Peres's
Jerusalem residence, he was greeted with a red carpet, along which a line of
children stood waving Isracli and American flags and singing, “ Heveinu
shalom Aleichem™ (“We Have Brought Peace Upon You™). Inside, at a podium,
©Obama and Peres praised each other before a swarm of TV cameras. Later, in
the presidential garden, they took turns shoveling dirt for a tree planted in
Obama's honor. And in the middle of it all, the two ditched the crowd fora

N AT

* Once access achieved, pull-quotes and
anecdotes support analysis

* Photos and videos add to text but do not
supplant text (not focal point of piece)

© 2015 National Journal
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“  Quizzes Present Interactive Approach to Working with New Media

Focus on Virality Should Inspire Associations to Think Creatively About Engagement Opportunities

Attract Users with Engaging Title
and Theme...

S

Can We Guess If You’re Liberal Or
Conservative?

Which way do you lean?

wha

National Beer
Wholesalers
Association

v “From Plisners to Pale Ales: Which
Beer Personifies You?”

v “How Well Do You Know That Beer?”

v “Who Owns These Famous Beer
Brands?”

...Build Suspense with Random Yet

...And End with a Satisfying,
Related Questions...

Share-worthy Payoff

Can We Guess If You're Liberal Or Conservative?

You got: Libertarian

CHOOSE A
WASHINGTON'D.C. -
ATTRACTION.

=

rty. You're cool with people

living any kind of life they want, as long

O The Capitol O Linceln Memorial

O Jefferson
emorial

Potential Quiz Ideas for Associations

AEROSPACE INDUSTRIES
ASSOCIATION

v'“Is One of These Experimental Planes

v'“Are You More ER or Grey’s Anatomyz”
Your Spirit Animal?”

v “Do You Know What These Obscure

v “Which Pilot from Top Gun Are You?” Doctors Specialize In?”

v “Would One of These Famous
Pioneers in Flight Be Your BFFL?”

v'“Which Fictional Super Surgeon Would
You Trust to Save Your Life?”

BuzzFeeD

Case in Brief

Profiled Piece: BuzzFeed quiz, “Can We Guess If You're Liberal or Conservative?”
Organization Type: Media Company
Format: Interactive quiz

Source: BuzzFeed quiz, National Journal Communications Council research and analysis.

© 2015 National Journal
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Assessments Create Helpful Data Archive

Moving Beyond the Quiz, Assessments Provide Window Into Consumer Behavior

Engaging Assessments Tell Users Something About
Themselves and Collect Useful Information

Helpful
infographics draw
attention to key
takeaways and
metrics

v

SOREMENT Wape

Government Executive built an assessment tool to
help federal employees gauge their readiness
for retirement. Based on their answers to a
series of questions, respondents fell into four
categories of retirement readinsss.

Just Getting Started

May nat yat have taken kay
first staps like contacting
thair agency's HR departmant,
becaming familiar with TSP,
and lsarning haw to raquest

a ratiremant estimate.

Beyond the Beginning
Still nead to invest in planning
for retirament. Possibla steps
forward include enlisting the
help of a financial advisor or
sstate planning attarnay.

On Your Way Retirement Ready

Successfully complated initial Have made detailed plans far
staps and engaged in planning retirement—thay just need

for retirament. Next steps could ta sat the date and make an
include requesting an updated appointment with their agency’s
ratirsmant e3timats from their retirement specialist for last
agency’s HR department and minute details.

raviewing their goals witha

financial advisor.

LA —
oy
IR 2"\1/_’ RETIREMENT READINESS BY STATE
A"
- South Dakota 36X Idaha (.11
Alaska 33x% Mew Hampshire 6%
Montana 31% Morth Dakota 10%
- ‘Waest Virginia Iox Colorado 4
A\ td AT
pY
‘

Four categories provide
insight into retirement
readiness (a result which
can be converted into
useful data)

Retirement readiness
described on a state-by-state
level to see how respondents
compare to others (results
also rich in data that can be
leveraged by multiple parties)

* Assessments pull sensitive information from users and allow content creators to create a
robust data set that can be leveraged in several ways (sold to member companies, used to
target particular members within an association, etc.)

* Successful assessments generate broad interest, have an appealing interface and connect
with readers on an emotional level, raising adds that material will be shared across audiences

Government
Executive

Profiled Story: Government Executive assessment, “Are You Ready to Retire?”

Case in Brief

Organization Type: Media Company
Format: Self-Assessment

Source: Government Executive quiz, National Journal Communications Council research and analysis.

© 2015 National Journal
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v Apply Assessments to Associations

Associations Should Consider Creative Partnerships with Media Companies to Produce Value-Added Assessments

Potential Assessment Ideas for Selected Associations

ASSOCIATION OF
PRIVATE SECTOR COLLEGES

AARP APSCU AMERICAN
= AMBULANCE

AND UNIVERSITIES
ALLIED MEMBER
v “How Much Do You Need v “How Can You Reduce Your v “All Clear? How Did v“Is Your Small Business
to Retire?” Student Debt Burden?” Your EMT Perform, And Prepared for the Affordable
?”
v'“Are You Eating the Right v'“What Degree Do You Need \é\;hat i\éerys:s should Care Act:
Foods After 6527 for Success in Your Field?” ow About the v “Creative Disruption: How is

Modern Ambulance Globalization Impacting

Your Company?”

Source: National Journal Communications Council research and analysis.

10
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Helping the Writers Help You
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Willingness to Provide Raw Data Can Result in Best Opportunities for Journalist Engagement

1. Providing Easy-to-Digest
Material Inspires Journalists

AP 3 Wik & et 3 e Wik Sk Eptanea o Wer
2083 AARP Bes Emplyers
Best Employers for Workers Over 50 Winners

By R, deme 2013

SEARCH AARP BE ST EMPLOYERS FOR WORKERS OVER 50«

Empioper-: [ esse seea ¥ e[ I Fna x|
B

vk i Wisbers s 41

CERFL: -l - - 1

IIdaong e 013 NIRRT Of e ARRE Sen STDRje 1
\istess e 50w, cosponsoreg by the Sockty for Hen

Aanbo Heathn dyclem

The Univercity of Texas MD Andsrcon Cancer Cenler

1
z

E

.

B Meroy Heailh Syclem
e The YMEA of Grsater Rosnscier

i Wiect Virginia Untesreity

B 'Ban Sesours Virginls

[ Mationa! Rural Sectris Coonerative Actosizban

o wennstar wnarin gyciem

" ‘Gornell Unieersity

1z et g Uniesroty Kotz

s ‘Gsorgs vcon Lnrvarey

" Deparkment af s iriecior, U1, Figh and Vel Sersice.
%5 Monongaia Gensral Hotaral

5 8T Bank

L irginia Commanasatin Univsrily

2. Inspiration Leads to Articles Rooted
in Association’s Perspective

COLUMN-The best place to work after age mm

June vy, 2003 | Reaters

e DR (v 0] CEERR (] (89] 0]

{The: writer i a Reaters anhmnist. The apinions expresssd ane
Tis cwnld
T Mark Miller

CTITC MG, June vy {Reuters) - Phil Lenmyitz works in
Bethesda, Manyland, It a year ago he maoved to Asheville, Narth
Caralina. M age &3, Lenenwitz spends three weelks each manth in
Bethesda, where he is deputy dinecbar of human resounces at the
Wational Tnstitutes af Tzalth (NTIT), and ane week in Asheville
with his wile Pegzy, fie

“..A certain kind of journalist would prefer to get access to a database or spreadsheet of information rather than
call an expert and get an interpretation of the numbers without having access to them. Let’s say the Census
comes out with a new report on Millennial data - where we live, how much we earn, etc. The Census will often
send me an email saying, ‘would you like to talk to an expert right now about what she considers interesting,’ and
my first reaction is often: ‘Not really! I would like you to send me the data so that | can go through it myself, and
then when | find a story in there that merits commentary, | will reach out.” - Senior Editor, The Atlantic

3. Selected Pull-Quotes Cite
Association’s Ideas Directly

The flexible work arrangement is no accident. Forty-seven
percent of the NIH workforce is over age 50. And the renowned
federal medical h powerh has developed an i i

arsenal of i workers.
Monday, NIH was named the best employer for older workers
by AARP and the Society for Human Resource Management (SHRM).

NTH topped the organizations' 2013 ranking of the 50 best
employers for workers over 50 - an award that aims to recognize

employer programs that help retain, retrain, engage and recruit
W
The list is dominai s, Thi

year, 41 percent of the top 50 employers are hospitals, health
insurers or, in NIH's case, a medical research organization.

T e

Unlocking the Archive

Source: AARP list, Chicago Tribune article, National Journal Communications Council research and analysis. »
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Arm Time-Strapped Journalists with Vital Information

Younger Reporters Staffed on Numerous Beats Require Increased Emphasis on Accessible, Relevant Material

Refer to the Journalist Engagement Checklist to Better Assess What Writers Need
Based on Changing Newsroom Dynamics

Key Process Consideration Yes No

1. Does the prospective journalist understand our industry and the needs of our member
organizations?

2. Has the prospective journalist ever written an article on our industry? (Additional detail: If so,
how did that article paint our work?)

3. Does the prospective journalist have substantial writing experience?

4. Do we know how the prospective journalist prefers to learn more about a particular subject
(e.g., phone calls with relevant experts, bulleted lists, etc.)?

5. Do our standard briefing materials (e.g., press releases) do a good job of highlighting key
information in a straightforward, easily digestible fashion?

6. Do we feel confident enough about our public-facing presence (e.g., website, contact
information availability, etc.) that prospective journalists see few barriers to engaging with
relevant thought leaders within our organization?

In Their Own Words

“Journalists are looking for a story...When associations consider journalists as potential partners in thinking
about an issue that faces their industry, they have to remember that it’s about what [the journalists] want, not
about what [the association] wants. You can’t try to sell them on your issue.” - Senior Leader, National Journal

Source: National Journal Communications Council research and analysis.
12
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: Amplify the Efforts of Social Media Focused-Writers

Forced to Promote Their Own Work, Help Journalists Build Online Communities by Leveraging Association Channels

1. Pinpoint Journalists of Interest

pol.

¢ Journalists must now devote time to
self-promotion (“piece doesn’t end
when you hit publish”)

¢ Associations must, in turn, take
advantage of the ability to see a
journalist’s entire work product online
(reflecting their views and interests)
and establish relationships on the basis
of common ground and mutual
understanding

2. Deploy Association Social Media 3. Use Personal Social Media Account

Account to Amplify Journalists’ > to Initiate Direct Contact and
Messaging Demonstrate Subject-Matter Expertise
/ D
N\ @\/‘%
* Organizations with broad * Catalyze genuine personal

membership can help journalists
promote content using social media
accounts

* Ex: AFGE retweets journalist’s article
analyzing the pros and cons of higher
pensions for government employees

Source: Images from the Noun Project, National Journal Communications Council research and analysis. 13

relationship by responding to
journalists using private accounts

Ex: AFGE comms professional tweets
thoughtful opinion to journalist
regarding her article, and journalist in
turn uses ideas as source material for
future work, establishing credibility

© 2015 National Journal
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Going Local is a Growing Success

Associations Should Harness Member Stories at the Local Level for National Amplification

Potential Partnership in Focus

)

\
AGA
Amsociaton

* American Gas Association * Award and stakes are * NPR takes interest in local * Ongoing reports allow for
partners with Georgetown posted online on AGA implications of story in consistent engagement with
University to sponsor contest website relevant communities narrative (binge on content)

* Award goes to community * Association provides page * Publication devotes a series * NPR narratives link back to AGA
which creates most effective to follow developments of articles to how selected website and enhance attention
energy reduction plan with campaign over time participating communities to project while catalyzing

tackle challenge sharing opportunities

What Makes the Local Such Fertile Ground for NPR?

Opportunity to Fill Gaps in National Coverage: “To me, local is the big play, because local commercial radio
has abandoned the local market. Local newspapers are withering or sometimes dying. The big national media
companies, including excellent ones like The New York Times, cannot afford to be covering every single
community. So that leaves a big, gaping hole to serve Americans’ local coverage.” - Vivian Schiller, NPR CEO

Local is the Future of Media (and Advertising): “Despite globalization, hyperlocal information is very valuable
both to people and advertisers. In the coming years, we will be seeing the rise of a new way to look at
information - geography. Inspired by utility and the promise of hyperlocal advertising, startups are racing to build
businesses that deliver highly relevant, local information to users.” - Alex Iskold, AdaptiveBlue CEO

Source: AGA website, Mashable article “Why NPR is the Future of Mainstream Media,” National Journal Communications Council research and analysis.

14 © 2015 National Journal
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Don’t Underestimate the Power of the Native Ad

When Executed Properly, Native Ads Offer Direct and Authentic Links to Target Audiences
Dissecting the Anatomy of a Successful Native Ad

Step #1: Hook the Reader Step #2: Keep the Brand Front and Center Step #3: Leverage Multimedia Tools

FAAYRLIN IHD ELELAR

W
THE PRESIDENEY

T
i

PRRGLL :
(T
]

POLITICAL DESTINY AND

1

THE MAKINGS OF A FIRST COUPLE

0 i
"I WIE AOE

* Topic aligns with themes that * Content creators find ideal spots for *  Writers take advantage of the best
would be interesting to a placing references to sponsored part of the online experience, which
publication’s readers (politics, content in other parts of website lies in maximizing graphical content
Lﬁterpgrsonal relationships, and/or interspersed within native ad + Photos, videos and infographics (i,

Istorical trends) * References to show and main “A Timeli i i 7
A Timeline of Presidential Ascents”)

* Bold presentation (spotlighting characters (e.g., Frank and Claire’s enhance engagement and offer
the strongtitle) captures photo with corresponding exposition) elements that readers may be willing
audience attention, signaling this don’t seem contrived but remind to share with others, expanding the
is no standard piece of content readers of initial inspiration for available audience beyond readership

content

Step #4: Keep Narrative Voice Consistent with Audience Expectations

Why Native Ads Work: “We know that banners and boxes don’t work and that native ads do work, but they won’t
work if they feel like ads. We can talk to our audience better than others can, and we can create content that will be
clearly marked as advertising but with the voice, sensibility and feel of Atlantic content.”- Senior Leader, The Atlantic

Case in Brief

The . Profiled Story: The Atlantic and Netflix, “The Ascent: Political Destiny and the Makings of a First Couple” article
Ailantic + | o - -
£ ' Organization Types: Media Companies

Format: Immersive story with photos, videos and infographics

Source: New York Times and Netflix article, images from the Noun Project, National Journal Communications Council research and analysis.
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