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Why Let Young
Readers Slip Away?

By Johan Wilberg

Anyonewho has attended a
newspaper conference inrecent
years has considered where
newspapers stand today ontheissue
of retaining and recruiting young
readers. It is certainlytruethatthe
traditional print newspaper has lost Magazine
some young readers. Butwere there deas Magazine s published 6
rcally that many before? times annually by INMA An
award-winning publication,
Ideas Magazine contains a
mix of strategic articles and
"best practice”illustrated
case studies. ltisthe primary
benefit of INMA membership
and is available exclusively to
individual members of INMA
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Bethatas itmay, the newspaper brand should make sure to convey the right
message to young readers as they consume their printand online products
because chances are thatthey will return to the newspaper brand as they
mature.

Consider this casefromthe Norwegian regional daily, Stavanger Aftenblad.
Using their online reader panel for an extensive RAM page traffic survey sheds
some light on how a newspaper is consumed. Not as an average overtime, but
on this particular Saturday.

Stavanger Aftenblad has one segmentwithinthe newspaper aimed ata
younger readership —thelastfour pages ofthethird section. This is material
specifically created for ayoung crowd.

Image 1 below is from thefirst section where young readers scored higher than
“all readers” (incidentally an article about gaming). Image 2 is the last page in
section3. Here, young readers seem less than keen and the page is actually
read to a much higher degree by “all readers”

Apartfromthefactthatitis hard to write interesting articles for young readers,
what does thistellus? ltis essentialto getit correctif youwantto beread by the
young. Ifnot,don't bother. Young readers, albeit a relatively small part of the
readership, seem to follow the more mature readers as they work theirway
through the entire 160 pages of sections 1-3 ofthe newspaper. Occasionally,
they score somewhat lower here and there. These sudden incidents of
disinterestare to be reckonedwith, butthe last pages in section 1 (sports)are
well read by the young. Butthisis nothing comparedtothe reading of section 3,
where the young readers seem to have found something of interest

A closerlook atthe survey results from section 3 indic atesthat the younger
readers were more interested in section 3 than any other reader group, with
scores up to 30%-40% higher than “all readers " This section basically consists
of twothings: travel articles and job ads.

As long as we can get young readers to open a newspaper, thereare
indications that sports, travel, and job ads will contribute to keeping them
reading. According to Naveed Ashraf, chief analyst at Stavanger Aftenblad, itis
not necessary to keep throwing editorial content writtenin a “Donald Duck-style”
at the young readers. Rather they willread if you write aboutthingsthey can
relate toin an appealing format consisting of pictures and several “entry points”
tothearticle.

But whataboutthe thingsthat newspapers don't write about? Should they be
included or moved to spin-offweekend magazines orbe available online? ltis
perhaps worth keeping in mind thatthe alienation of mature readers would be
much more devastatingto anewspaperthan lack ofinterest fromthe young.



