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WHERE DID YOU LAST SEE BREAKING NEWS?



WHAT PLATFORM DRIVES THE MOST TRAFFIC OR
ENGAGEMENT FOR YOU RIGHT NOW?
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o SOCIAL = TRAFFIC DRIVER

. "POST THELINK, GET CLICKS"
« PLATFORMS WORKED FORPUBLISHERS
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RENTED OWNED

(social platforms) (channels you control)

. Algorithm decides reach - Direct relationship
- Rules change overnight - Lower distribution risk
- Weak identity & retention . Personalization & monetization

FB / IG / X / TIKTOK EMAIL / SMS / WEB / APP

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



YOUDON'T OWN
YOUR AUDIENCE ON
SOCIALS...

YOU'RE RENTING IT

YOU DO OWN

v/ SMs

W/ EMAILLISTS W/ WEBSITE
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REACH EXCHANGE OPT-IN HABIT LOOP

Meet them in-feed Solve one problem Make it one click Show up consistently




"GOOD"



"BAD"



ENGAGEMENT LOOPS

Pick 1

POLL/BALLOT NOMINATIONS

Weekly opinion or local voting Best of town, heroes, coaches

Q&A/TIP LINE

"What are you seeing?" + follow-ups

BEHIND THE STORY

"How we reported this" transparency

QUIZ/TRIVIA SERVICE CALENDAR

Fast, repeatable, sponsorable Events, sports, school closings




ASK. THEN PERSONALIZE.

Stop being generic. Relevance is earned.

01 — 02 — 03

ASK TAG DELIVER

"What do you want more of?" sports / schools / crime / business one newsletter per segment







ALGORITHMREALITY

V(\;,E'{'.\ST WHAT WHAT
SEEN SPREADS SURVIVES



ALGORITHM-PROOF YOUR
AUDIENCE

Algorithms are a tax. Owned channels are the hedge.

01 ASSUME REACH WILL DROP

Plan for volatility

02 CAPTURE OPT-INS DAILY

Email, SMS, registration

03 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



SOCIAL MEDIA

DIDN'T BREAK
JOURNALISM
ETHICS...
BUTIT
DEFINITELY

STRESS-TESTED
THEM.




THE WEEKLY SCOREBOARD

Keep it simple. Measure what matters.

OWNED ENGAGEMENT
01 New opt-ins (email/SMS) 01 Shares/saves/comments per post
02 Open rate + click rate 02 Clicks to owned offer

03 Returning visits (7-day)

1 experiment per week. Review. Keep or Kill.




SOIF THIS IS
OUR
REALITY,
WHAT DO
WE DO
ABOUT IT?




AUDIENCES
FOLLOW
PEOPLE

NOT
JUST
OUTLETS

AUDIENCES
RESONATE
WITH WORK

THROUGH
SOCIAL
PLATFORMS

BRAND
DILUTION

VS.

HUMAN
CONNECTION




THEFORMAT IS THE
. STORY




THIS NYPS
POST GOT 3
LIKES...



THIS NYPS
POST GOT 98
LIKES, 3
COMMENTS,

AND 3
SHARES...




WHY DO YOUNGER
AUDIENCES TUNE OUT
NEWS?




IT NEGATIVELY
IMPACTS THEIR
MOOD

21% SAY IT'S
NOT RELEVANT
TO THEM

15% SAY IT'S
HARD TO
UNDERSTAND

at a Time of Rapid Change, Mar. 2026



MAKE IT EASY
TO DIGEST

MAKE IT EASY
TO ENGAGE
WITH

MAKE IT
RELEVANT TO
ALL

SO WHAT
SHOULD YOU

DO?



IF YOU DON'T DEFINE
YOUR PRESENCE

THE ALGORITHM WILL
DO IT FOR YOU.
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