Independent Voters
Rank Newspapers
Second Only to TV

For both news and political ads
1.5x Infernet, 2x Radio, 3x Direct Mail

Source: Costas Panagopoulos, Yale University 1/2008
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Media Choices:
Republican vs. Democrat
Voters

How have you been geffing most of your
news aboutr the November elections?

Voted Republican Voted Democrat

All forms of TV 69% 14%

Fox Cahle 24%** 10%

Local news 22% 25%

ABC Network 11% 13%

NBC Network 10% 14%*

GNN Network 8% 17%*

GBS Network 1% 1M%*

MSNBG Cable 3% 6%"

Newspapers 38% 44%*

Radio 21%** 14%
Internet 17% 17%

*Sraristically significant difference for Democrars compared with Republicans.

**Sraristically significanr difference for Republicans compared with Democrars.

Source: Joinr posr-election survey by the Pew Inferner & American Life Project and the Pew Research Center for The People & The Press. November 2006.
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Voters Prefer

Newspaper Websites

1/3 of Voters Get Election
Information from the Internet

Vofters visit Newspaper websites:
B More frequently than candidafte websites
B More frequently than radio stafion websites
M 4x as often as blogs
B 3x as often as TV station websites

Newspaper Websites are Ranked #1
in 22 of top 25 Markets

Source: USA Vorers Political News Sources: Moore Info. 2/2007. ComScore 2008
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Local Newspaper Websites
are Most Often Visited
for Campaign and Election
Information

Candidate(s) Websites

Local TV Stations’ Websites

Local Radio Stations’ Websites

YouTube et al

Moore Information 2/2007
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Newspaper Websites
Produce Results

Distribution of
Online Advertising Dollars

2%

Newspaper Sites

Online Yellow Pages

Internet Companies

TV and Radio Sites

Borrell Associates 2007
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THE WALL STREET JOURNAL

Political Ads Stage a Comeback in Newspapem

yet certain which issues will define the

2008 elections. But she's already de-
cided that the campaigns she manages will
mike heavy use of an old-fashioned advertis-
ing vehicle: newspapers,

“Newspapers are back,” says Ms. Allen, a
Democratic political consultant in Seattle
who manages mostly local
and statewide campaligns

Pm.rrn:m cONSULTANT Cathy Allen isn't

A.D:E:TISIN in the Northwest. Of the
?e".‘.h'ru quarter-million dollars in

spending that she directed
on behalf of 34 candidates
in 2006, newspapers re-
celved i larger share than television, she says.

Al o time when many categories of newspa-
per advertising are declining, the political mes-
sage is making a comeback. As overall spend-
ing on campaigns doubled to $3.1 billion be-
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Uween 2002 and 2006, the amount spent on news-
papers, including their online editions, tripled to
$104 million, sccording to PQ Media. The rate of
growth appears to be highest in races for Jocal
posts, such as mayor and state legislator, because
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neEwspapers boast greater prumr.mm. and influ-
ence in small- to medium-size markets.

Newspapers are still far from their status i pre
television times as the premier veehicle for political
advertising. Even with the recent gains, they are re-
celving less than 5% ol the advertising dollars spent
onpolitical campaigns. And some of their recent po-
litical gains are merely a by-product of the surge of
campalgn ads on television: As political ads clog the
alrwaves, newspapers have become a way to stand
out. { Newspager oo reve moes fell in the second quar-

ter at New Yook Times Co, and Tribune Co., B2.)
Yel a growing number of political consultants
say newspapers can offer distinet advantages
over television and other media. *Recognition (s
growing that newspapers are highly effective
and highly cost-effective,” says Jordan Lieber-
man, publisher of Campaigns & Elections maga-
zine, which conducts seminars for candidates,
FPlease turn (o page B4
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Today’s Newspapers
Give You Options

Poly-bags

“Post-It” notes
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Inserts

In-paper ads
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