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WHERE DID YOU LAST SEE BREAKING NEWS?WHERE DID YOU LAST SEE BREAKING NEWS?



WHAT PLATFORM DRIVES THE MOST TRAFFIC OR
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Front pages

Distribution channels

Feedback loops

Competitors

 media become?
Social Media



THE MAIN SHIFTTHE MAIN SHIFT

DO YOU THINK
YOUR FEED LOOKS
THE SAME AS THE
PERSON NEXT TO
YOU?
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SOCIAL = TRAFFIC DRIVER
“POST THE LINK, GET CLICKSˮ
PLATFORMS WORKED FOR PUBLISHERS
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“HOW DO WE GET PEOPLE TO OUR SITE?ˮ“HOW DO WE GET PEOPLE TO OUR SITE?” “HOW DO WE MEET PEOPLE WHERE THEY ARE?ˮ“HOW DO WE MEET PEOPLE WHERE THEY ARE?”



(social platforms)

Algorithm decides reach
Rules change overnight
Weak identity & retention
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Direct relationship
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EMAIL   /   SMS   /   WEB   /   APP

Social is reach you rent. Owned is relationships you keep.Social is reach you rent. Owned is relationships you keep.



EMAIL LISTSEMAIL LISTS SMSSMS WEBSITEWEBSITE

YOUʼRE RENTING IT.YOU’RE RENTING IT.

YOU DONʼT OWN
YOUR AUDIENCE ON
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YOU DO OWNYOU DO OWN



Four steps. Run them every week.

EXAMPLES

County breaking alerts  |  Friday Night Lights roundup  |  Weekend things to do
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“GOODˮ“GOOD”



“BADˮ“BAD”



Pick 1



Stop being generic. Relevance is earned.

01
ASK

01
ASK

"What do you want more of?""What do you want more of?"

02
TAG

02
TAG

sports / schools / crime / businesssports / schools / crime / business

03
DELIVER

03
DELIVER

one newsletter per segmentone newsletter per segment



IF TRUST LIVES WITH
INDIVIDUALS, SHOULD

JOURNALISTS BUILD
PERSONAL  BRANDS?

IF TRUST LIVES WITH
INDIVIDUALS, SHOULD

JOURNALISTS BUILD
PERSONAL  BRANDS?



ALGORITHM REALITYALGORITHM REALITY

WHAT
GETS
SEEN

WHAT
GETS
SEEN

WHAT
SPREADS

WHAT
SPREADS

WHAT
SURVIVES

WHAT
SURVIVES



Algorithms are a tax. Owned channels are the hedge.Algorithms are a tax. Owned channels are the hedge.

ASSUME REACH WILL DROP
Plan for volatility

CAPTURE OPT-INS DAILY
Email, SMS, registration

MEASURE WHAT YOU CONTROL
Opt-ins, returns, conversions

ASSUME REACH WILL DROP
Plan for volatility

CAPTURE OPT-INS DAILY
Email, SMS, registration

MEASURE WHAT YOU CONTROL
Opt-ins, returns, conversions



 ONLY 14% OF 18–24S SAY THEIR MAIN
WAY OF ACCESSING NEWS IS GOING

DIRECT TO A PUBLISHER SITE/APP (VS
40% VIA SOCIAL AND 26% VIA

SEARCH).*

*Source: Reuters Institute, Understanding Young News Audiences at a Time of Rapid Change, Mar. 2026 *Source: Reuters Institute, Understanding Young News Audiences at a Time of Rapid Change, Mar. 2026 
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OWNED

01 New opt-ins (email/SMS)

02 Open rate + click rate

03 Returning visits (7-day)
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02 Open rate + click rate
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ENGAGEMENT

01 Shares/saves/comments per post

02 Clicks to owned offer

ENGAGEMENT

01 Shares/saves/comments per post

02 Clicks to owned offer

Keep it simple. Measure what matters.
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THE FORMAT IS THE
STORY
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VIDEO CREATED BY HB
STEADHAM, EDITOR OF

TIMES-JOURNAL
VIDEO CREATED BY HB
STEADHAM, EDITOR OF
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*Source: Reuters Institute, Understanding Young News Audiences at a Time of Rapid Change, Mar. 2026 *Source: Reuters Institute, Understanding Young News Audiences at a Time of Rapid Change, Mar. 2026 
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IF YOU DONʼT DEFINE
YOUR PRESENCE

THE ALGORITHM WILL
DO IT FOR YOU.
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#IGNYTE2026#IGNYTE2026
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