Audience Research in Media:
Concepts, Purpose, and Examples

Audience research: a core operating
capability, no longer a side project

Systematic evidence on who audiences
are, what they need, how they behave

Feeds editorial, product, and
commercial decisions

Roadmap: concepts, methods,

segmentation, workflows, cases, ethics,
30-60-90 plan

Outcomes: sharper segments,
confident content calls, measurement

literacy, repeatable habit




Why Audience Research Matters Now

Search referrals projected to fall
over 40% in three years

I S Facebook and X referrals already
ll down 43% and 46%

76% of publishers see summary-
E first consumption; 61% fewer
direct visits

Al crawler traffic up 300%
ﬁ year-over-year as human traffic
declines

® Only 9% of media organizations
ial use audience data extremely
effectively

Reader revenue is top focus for
76% of publishers, ahead of display
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Core Concepts and Vocabulary

Audience, reach, engagement: reach is
unduplicated exposure; engagement is .

quality of attention . .. . | 0

Analytics reports behavior at scale;

Bl £t N Reach Engagement
JESCArelexr al,n,s MAL SO S Reach is unduplicated Engagement is quality
supports a decision exposure. of attention.

Constructs: demographics, psychographics,
behaviors, needs, motivations, attitudes 3

SEX
Descriptive segmentation (who they are) vs. . l =]

needs-based (what job they need done) Research - Insight

: . . Analytics Research explains
Map the audience journey across site, Analytics reports motivation; insight
newsletters, podcasts, video, and events behavior at scale. supports a decision.
Map the Audience Journey

Across site, newsletters, podcasts, video, and events.
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Site Newsletters Podcasts Video Events
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Purpose and Business Value

/ Reduce guesswork in content
(O) planning, commissioning,

and scheduling

Commercial value: growth,

|II retention, subscriptions,
advertising, sponsorship, and events

Editorial value: serve real
a@» audience needs while protecting
mission and public interest

o Risk management: surface
biases before costly content misses

SO Data informs, it doesn't drive:
' newsrooms are data-informed,
not data-driven



Research Methods and Data Sources

Qualitative Behavioral and Quantitative
IC 3= passive data
e Qualitative: interviews, focus _ . e Quantitative: surveys, audience
groups, diaries, observations, * Behavioral and passive measurement, analytics, A/B testing
panels data: first-party analytics,

engagement and
attention metrics
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@ e Match method to question, budget, and timeline; triangulate sources

"

' e Surveys capture self-reported behavior; analytics shows behavior but not motivation



Segmentation and Personas in Practice

® Build segments from evidence: cluster internal data, then
validate with qualitative interviews

® Aftenposten's four needs-based segments: analyst, surfer,
empath, sporadic

DIFFERENT
PEOPLE
DEEPER
® Turn segments into named personas: WSJ's five; the Forward's PERSPECTIVE

'Federation Fred' and 'Margot the Millennial'

® Avoid persona sprawl: keep the set small, refresh on a schedule,

tie each to decisions U
® Pitfalls: stereotyping, overgeneralization, treating one audience

as monolithic
Analyst Surfer Empath Sporadic

Needs depth and context Needs variety and easy Needs human stories Needs quick, relevant

discovery and diverse voices updates

Editorial decision: o Editorial decision: o ® ¢ Editorial decision: Editorial decision:
Prioritize in-depth Feature more &@A® Surface personal Highlight timely,

explainers browsable content and community stories concise articles



From Insight to Action: Workflow and Tooling

Define

INSIGHTS

T INFORM l
BETTER
STORIES
«3 lll
Activate Analyze
Synthesize
A L%
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Blended
Dashboards Briefs engagement scores

s madhongy

Repeatable cycle: define, gather,
analyze, synthesize, activate, measure

Embed metrics where decisions
happen, as Heise did in editorial
planning

Translate insights into briefs,
commissioning, format tests, and
newsletters

Share via dashboards, briefs, and
blended engagement scores

Build consent and governance in
from the start



Case Examples: Publishers and Newsrooms

Real-world examples of how news organizations use audience insight to drive results.

Baltimore Banner:
10% of sports
stories drove 36%
of subscriber
conversions

AUDIENCE INSIGHTS. STRONGER JOURNALISM.
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Kathimerini
combined web
behavior, editorial
audit, and research
to redesign its
paywall

Irish Times:
10,000-subscriber
survey (28%
response) powered
[EsdEora(oul
initiative
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Sacramento Bee
audience sprints
produced 87
subscriber
conversions in
two months

Amedia and NTM
tracked only
readers under 50,
growing younger
subscribers




Case Examples: Creators, Community, and Formats

Different approaches. Shared learning. A stronger, more relevant future.

THE CITY + local creator:
average reach up 147%,
views up 115% vs 2024 baseline

Mediahuis built a Gen Z product
and youth engagement funnel,
inspiration to fandom

IDEAS TO ACTION

Rheinische Post 'Waiting for Taylor":
~5,000 subscribers, 21-25% open
rate, 60% low-frequency visitors

The Conversation's user-needs
commissioning for young
professionals improved completions

Public Source mapped 40+ local
creators; Instagram following
doubled in 18 months

?

Borrow the method, not the
numbers: results depend on
market, resources, and mission
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Common Pitfalls:
Misreading the Data

Vanity metrics distract; never let a
0 lI pageview become an end goal

Platform-reported data constructs
a@» an algorithmic audience, not real
public interest

Surveys, comments, and social
’ listening suffer sampling bias
and self-selection

Metric confirmation chases low-risk,
E high-traffic content over original
journalism

Numbers without context mislead;
/" compare across time, topic, segment,
conditions




Ethics, Privacy, and
Editorial Independence

© Get granular, purpose-specific consent for
cookies, tracking, and advertising

Make consent as easy to withdraw as to give;
refresh it for new purposes

Use IAB Europe TCF and a consent
management platform as practical infrastructure

Privacy by design: run a DPIA before "consent or pay”
and personalised advertising

Minimise data, disclose clearly, and separate
advertising consent from other purposes

Metrics are hollow: what is interesting is not
always in the public interest

Organizational context decides whether metrics

inform or distort journalism — design guardrails E qp




Building Your Audience Research Practice
A focused 30-60-90 plan to go from foundation to impact

Audit and Plan
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Audit data and
set direction

©

Prioritize questions
by impact and
feasibility, not ease
of measurement

30-60-90 plan:
audit data, pick 2-3
high-impact questions,
run studies

Pick 2-3 high-impact
questions and run
qualitative and
quantitative studies

Minimum viable stack:
analytics, survey tool,
consent, shared
insight log

Activate and Scale

Turn insights into action
and build momentum
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Show the math and

notch early wins to

build an audience-
first culture

Make research routine
with a cadence,
named owners, and
regular reviews



Key Takeaways and Next Steps
Define \

Audience research is a loop:
define, gather, analyze, activate, measure

Direct audience relationships and
first-party data are durable assets

Personas pay off only when editors,
creators, and product teams use them

Revisit five decisions:
target audience, content mix,
channels, paywall, metrics

Content
mix

Target
audience

OO0

Commit to one action this month, .
quarter, and year P

From
insights
to impact



PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/c5fa63el/public
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