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Students Show Strong Interest in Campus Papers

Study shows robust readership of college newspapers

By Jennifer Streisand

Despite the emergence of the computer, the
BlackBerry, the cell phone and all the other gadgets
embraced by today’s college students, some aspects of
campus life remain very much the same as they were for
their parents and grandparents. Among those is the tra-
dition of reading the college newspaper on newsprint.

The College Newspaper Audience Study conducted
by Alloy Media + Marketing and MORI Research found
that 76% of students surveyed have read the campus
newspaper in the past 30 days, and that figure goes
significantly up for students who attend schools where Key Findings
the paper is published daily — 92% have read the news- College students r=ad
paper at least once in the past 30 days.
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“The uniqueness of the college newspaper is that it Allay Madia + Markating = 8773609688 + wwwalloymarketing com

is student produced and a student voice,” said Howard
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Hewitt, the advisor for The Bachelor—the newspaper
at Wabash College in Crawfordsville, Ind., which is
celebrating its 100th year of publication.

The fact that college newspapers are generally free
to readers makes them even more accessible, which is
part of why they are so successful, similar to youth dai-
lies that are now available in many major cities. Youth
dailies also have high readership.

“Being accessible is the key to any media right
now because there are so many options,” noted Skey.
Faculty and staff are also reading the campus paper:
82% reported reading it in the past 90 days, and 63%
read the advertising content.

The findings of the study did not come as a surprise
to staff and students involved with their college news-
papers because many do their own research concerning
readership of their campus publication, and they find
similar results.

“So we are delighted,” said Kathy Lawrence, direc-
tor of Texas Student Media at the University of Texas
at Austin. “We're really sad to see some of the things
happening in the commercial newspaper industry, but
we're thrilled that we have been able to keep our own
industry relatively strong.”

The findings of the study reflect Lawrence’s assess-
ment of the economic status of college newspapers
because students are looking at the newspaper for ads:
44% reported seeking out ads and 80% use coupons
and special offers.

Ad revenue — in addition to readership — is
healthy, although college newspapers are not immune
from the reverberations of the economic crisis in the
last months of 2008, said Eric Jacobs, general man-
ager of The Daily Pennsylvanian at the University of
Pennsylvania in Philadelphia.

“We ended the last school year (2007-2008) with
advertising revenue up more than 3% over the previous
year. We're pretty happy with even a small gain in a
down economy.”

Similar trends are happening at The Daily Texan.

“We had a strong summer and a strong start to
fall, but as some of the economic news started to

filter down in September, we saw some of our own

national revenue being impacted by that,” explained
Lawrence. She is optimistic that ad revenue will remain
adequate, particularly highlighting campus events and
local establishments.

Business is also good at The Exponent, Purdue
University’s daily newspaper in West Lafayette, Ind.,
said Jim Priest, advertising director. Priest is a pro-
fessional staff member who manages and mentors the
students in the advertising department. Ad revenue at
The Exponent was up by about 8% in 2007-2008.

“We are not struggling the way commercial news-
papers are,” he said.

The Exponent sells a large quantity of ads in specialty
sections, such as in tailgate guides, housing guides, and
asalary guide, which is a listing of all Purdue employee
salaries. The salary guide generates a lot of excitement
and interest on campus, so advertisers want to be in the
guide, Priest noted.

“If 70,000 people are downloading it plus 18,000
people reading the print edition and the guide will lie
around for a while, then it’s a natural venue for me to
suggest to advertisers.”

Classifieds — and particularly display classifieds
— remain steady at college newspapers, primarily
because categories in classifieds such as jobs, cars and
apartments are highly relevant to students.

At The Daily Texan, students and faculty can place
some private-party classified ads for no additional
charge on the Web site.

At The Exponent, private-party classified line ads
have dwindled, said Priest. Student sales reps go out on
calls to sell classified display ads, he noted.

At the Red & Black newspaper, revenue from clas-
sifieds has stayed stable at about 10% of the revenue
base, explained Montevideo.

While readership of online commercial newspapers
has increased over the years, only 18% of students
reported reading the newspaper online cither alone
or in combination with the print version, according
to the study.

However, some campus newspapers are devot-
ing more resources to their online editions in order

to capture more readers, including those who live

in the community but are not on campus every day.
For example, The Daily Texan recently redesigned
its newspaper Web site so that readers can find more
content on articles they read in the print edition as well
as multimedia, said Lawrence.

“It’s been a little quirky as we get it going, so the
students have had some nights of frustration, but by
and large, they are pretty happy with what has been
developed.”
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