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 From the introduction of computers in the classroom to the genesis of a 
commercial web in the 1990s, from the perfection of the touch-screen device to 
the digital reader, soothsayers and the general public alike have been foretelling 
the demise of the publishing industry. This, however, just isn’t true. These 
developments and the constant changes of the digital environment certainly 
change the publishing industry, but it in no way heralds the end, neither for 
the industry nor for print.  The digital environment does, however, call into 
question the priorities of publishing, specifically the priorities of periodical 
publishing. 

 By assessing the current strengths of the newsroom, the needs of 21st 
century audience and the needs of publishers, it is apparent 
that traditionally print magazines and newspapers need to 
refocus their efforts and become digital first. 

 Primarily, know that digital first is not “web 
only.” Rather, it means that a story—or to be more 

inclusive, content—needs to be produced with 
multiple mediums in minds. These mediums 

range from the web to print, obviously, but 
also to Twitter, Facebook, LinkedIn, apps, 

email, and print from a webpage, ect. 
Jeff Jarvis, in his 2011 The Guardian 
article, “Digital First: what it 
means for journalism” perfectly 
illustrates this concept: 

But in the age of online, we 
should reconsider the article and 

its place. No longer do the means of 
production and distribution of media 

necessitate boxing the world into neat, 
squared-off spaces published once a day and well 

after the fact. Freed of print’s strictures, we are finding many new and 
sometimes better ways to gather and share information.

http://www.theguardian.com/profile/jeffjarvis
http://www.theguardian.com/media/2011/jun/26/digital-first-what-means-journalism
http://www.theguardian.com/media/2011/jun/26/digital-first-what-means-journalism
http://www.theguardian.com/media/2011/jun/26/digital-first-what-means-journalism
http://www.theguardian.com/media/2011/jun/26/digital-first-what-means-journalism
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 This paper will argue the necessity of traditionally print magazines 
and newspapers to become digital first by evaluating the strengths of the 
newsrooms, and the needs of the readers and publishers through the eyes of 
scholastic insight and recent online commentary.



4

Contents

Current Strength of the Newsroom 5
The Digital Reader 8
The Digital Publisher 11
Areas for Improvement 13

Post Content on the Web in the Format Digital Readers Want 13

Make Digital Content Findable on the Web 15

Engage the Reader 17

Up the Reporting Game 19 

All Things Considered 20
Reference 21



5

Current Strength of the Newsroom

 The strength of the newsroom is inherent of the trust and dependence 
that our post-printing-press society gives to print media. 

Adrian Johns, professor at University of Chicago and 
author of The Nature of the Book (1998) joins 

other academics in referring to our society as 
“print culture;” despite being in the digital age, 

we are a print culture because we implicitly 
trust what is printed. After stressing the 
fact that print media is reliable, he states 
that “we do not agonize over the reliability 
of a published [medium] before we can put 

it to use” (2). This does not mean that our 
society believes what is written and committed 

to ink is an uncontestable truth, because there 
are still works of fiction, still incorrect reporting, 

still opinion-pieces that angle their interpretations. It 
means, however, that we do not doubt that the book or paper 
in our hands contains the same text as its sister-editions; 
that the content will have been reviewed and edited before 
being printed; that the author listed is actually the author 
(or at least owns rights to call themselves such).

Print culture was not always so trusting, as Johns 
explores in depth: “Textual corruption of even such 
closely monitored texts as the Bible actually increased 

with the advent of print, due to various combinations of piracy and careless 
printing” (31). In light of this corruption, the culture and trust surrounding 
printed works had to be established, and it was done so through the efforts 
of publishing companies. Arguably, it is not the very act of being printed that 
readers trust, but the efforts of the publishing industry; it is a trust that has 
been under careful development for centuries.

https://www.mollykoe.files.wordpress.com/2015/03/a-johns-nature-of-the-book-selections1.pdf
https://mollykoe.files.wordpress.com/2015/03/a-johns-nature-of-the-book-selections1.pdf
https://www.mollykoe.files.wordpress.com/2015/03/a-johns-nature-of-the-book-selections1.pdf
https://mollykoe.files.wordpress.com/2015/03/a-johns-nature-of-the-book-selections1.pdf
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In the leaked New York Times Innovations 
report (2014), the traditional newsroom is 

challenged to be more nimble and responsive to 
digital readers. Though the report notes that 

the New York Times is falling behind 
their competitors when it comes 
to digital strategy, the newsroom is 
still an established name and their 
readers still seek online. Having a 
print publication in addition to an 
online presence affords both mediums 
the same credit of reliability. Readers 
recognize the brand, the authors and 
the journalistic integrity; these media 
outlets have a niche audience and an 
identity that gives them credit over 
automatically generated content, 
blogs and new platforms, such as 
social media. 

 Focusing, for a moment strictly in the medium of print, in order 
to produce a product worth buying or subscribing to, publishers needed to 
provide everything the reader wanted; be a one-stop-shop, you could say, for 
daily news or topical expertise. This type of journalism boiled down to: 

• Long, exclusive articles that limit the reader’s need of 
going elsewhere for information.

• Original content that is produced by the publisher, 
and thus, of the same journalistic integrity. 

• Stories that are well executed and go through the 
sometimes-long process of interview, fact checks, 
copy-edits, and design considerations before they are 
neatly printed, packaged and delivered.

The unfortunate truth of the matter, however, is that the days of paper 
boys have been distilled into a Broadway musical and the days of relying on a 
newspaper—even a radio or a television—for news have been undermined 

https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
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by the web. In the following sections, I’ll expand on what differences lie between 
a print reader and a digital reader—who, by the way, can be the same person 
just at different times with different mediums—on what the publisher should 
be focusing on when it comes to digital publishing, and on how publishers 
should be reacting to all this new media. 

(Just a reminder, I’m advocating for digital-first newsrooms.)
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The Digital Reader

 In a Wall Street Journal interview from 
February 2015, Time INC. CEO Joe Ripp sums up the print 

versus digital reading schism unambiguously:

Magazines are the quiet time where I 
sit back and really engage in quiet 

reading. Our readers love that 
experience. That’s why magazines 

aren’t going anywhere. But 
the reality is that in the new 

digital space there is a lot more 
opportunity to get some of the 
information we cover. So we’re 
looking at how we can take our 
content and help our audiences 

engage with us on digital 
platforms.

 To Ripp’s point, both print 
and digital readers of a given publication 
are interested in the same content, but 
they do not intend to read it the same 
way. Print readers are linear. This does 
not translate into “reading from start to 
finish,” which rarely happens outside of a 
book anyway; this has to do with access. 
Michel Chaouli in his 2005 Critical 
Inquiry essay, “How Interactive 

Can Fiction Be?” touches on print reading. “I am not required to make such 
navigational decisions,” he writes. “I may obediently turn the page or freely 
skip passages or entire [sections], read the ending first and the beginning 

http://www.wsj.com/articles/is-people-magazine-relevant-in-a-digital-age-1424664618
http://www.wsj.com/articles/is-people-magazine-relevant-in-a-digital-age-1424664618
https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
http://www.wsj.com/articles/is-people-magazine-relevant-in-a-digital-age-1424664618
https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
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last, or randomly access any other section I please” (611). Though he is writing 
about fiction, his assessment of how the reader approaches the medium of 
print remains the same for newspapers and magazines. By recognizing this 
manner of reading—and its difficult to recognize it because it’s intrinsic to 
us—publishers can then start to recognize why their print strategy has been 
working. Furthermore, they can recognize why it might not be working for 
their digital strategy.

Chaouli compares how the reader experience changes dramatically with 
interactive mediums. Note that interactive reading is different than digital 
reading; it has to do with the “chose your own adventure” style of reading, and 
news and information seekers online are “chose your own adventure” readers. 
They will click on embed links, they’re take a screen shot of a section, they’re 
bookmark the page, they’re share it on LinkedIn. Just like interactive reading 
in literature is different than print reading, so to is digital reading different than 
print reading in the periodical world—and it actually works in the periodical 
world.

The point I’m trying to hit is that readers do not approach digital interfaces 
like that do print. If they try to, their eyes quickly become sore from reading the 
pixilated screen of light and “lose [their] bearing within the text” (600). Digital 
readers want quick and intuitive access to the information they are looking for, 
even if that means clicking an embedded links and being directed to a different 
corner of the Internet. This approach to digital reading is supported by how the 
web is categorized. Clay Shirkey, who specializes in the social and economic 

effects of Internet technologies, explores the organization 
of the Internet in his piece “Ontology is Overrated: 

Categories, Links, and Tags.” On the topic 
of search engines he says, “Google understood 

there is no shelf, and that there is no file system. 
Google can decide what goes with what after 
hearing from the user, rather than trying 
to predict in advance what it is you need to 
know.” By being able to access the information 

they want easily, readers are allowed to just 
read what specifically pertains to their current 

https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
http://www.shirky.com/writings/ontology_overrated.html
http://www.shirky.com/writings/ontology_overrated.html
http://www.shirky.com/writings/ontology_overrated.html
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interest and to disregard what doesn’t.
Another difference would be the reader’s expectation of participation. 

In the print publishing business, there is a term called, “pass along rate” that 
publishers use to try to gauge how many times their readers are—you guessed 
it—passing that magazine or newspaper around. This information informs the 
editorial staff that their work is worth sharing, and it informs the sales staff 
and their advertisers that more sets of eyeballs are on their material than the 
circulation numbers imply. It’s one of the few ways that print media can be 
social, but it can only be reliably reported by reader surveys. 

 In this situation, if the reader wants to share what they are reading in 
print, their efforts have to be very manual, even in the days of 

technology. It’s either handing off the physical copy, scanning 
the printed piece to a digital format, personally describing 

the article and its significance (either in person or over 
a digital platform) or finding that article on the web. 
The ease of share is not present (in print form). Not 
to mention, it is even more manual and difficult for 
the reader to question, reply to or challenge what the 
author has written or for the reader to crowdsource 

their thoughts.
 Conversely, digital readers can easily share, 

comment on and connect with the author; sharing, 
commenting and connecting are all arguably part of the online 

reading experience. This reading experience is centered on the 
engagement that the digital universe offers, and that digital universe 
is centered on the hyperlink. In her 2013 Computational Culture 
article, “The Algorithmization of the Hyperlink,” Anne 
Helmond states that, “the hyperlink as a key natively digital object 
is considered to be the fabric of the web and in this role has the 
capacity to create relations, constitute networks and organize and 
rank content.” Furthermore, “sharing is seen as the fundamental and 

constitutive activity of Web 2.0 where Web 2.0 relies on shared objects—and 
avenues for circulating said objects.” Now firmly in the digital age, readers 
approach reading on the web with Web 2.0 mentalities. 

https://www.mollykoe.files.wordpress.com/2015/03/helmond-algorithmization-of-the-hyperlink-1.pdf
https://www.mollykoe.files.wordpress.com/2015/03/helmond-algorithmization-of-the-hyperlink-1.pdf
https://www.mollykoe.files.wordpress.com/2015/03/helmond-algorithmization-of-the-hyperlink-1.pdf
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The Digital Publisher

 To acknowledge the elephant in the room, the publisher wants to turn a 
profit, but it’s not as simple as selling a dress or a ticket to an event (admittedly, 
return on investment isn’t simply supply and demand for appeal and events, 
either). ROI that digital publishers need to recognize and monitor are:

• The information collected about the audience.
• The web traffic to their sites.
• The engagement of their readers.
• The price of their content.

Especially for business-to-business publication (with which I have most 
of my experience) and newspapers, knowing the demographics of the audience 

and auditing that information is one of 
the more important aspect of business 
in the twenty-first century. In the 
Publishing Executive article “The 
Data Evolution: How Publishers 
Are Using Data to Become More 
Audience-Centric,” Denis Wilson 
clearly defines the current environment 
for publishers:  “It’s become abundantly 
clear that smart publishers are getting 
more sophisticated in their data 
management, and using it to better 
understand, grow and monetize their 
audiences.” Wilson goes on to explain 

how audience-centered media-companies 
are able to reinvent their traditional publishing 

methods and thrive across multiple channels. 
Data collected from the audience also 

attracts advertisers who look at this audited 
information—the age, education level, job position, 

http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1
http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1
http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1
http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1
http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1
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buying power, company size, industry involvement, household size, family 
situation, location, ect.—to determine whether or not (and if whether, then 
how much) they hope to spend aligning their promotions to that publisher’s 
content; advertiser want to find their target audience and have a presence in 
that audience’s digital life. Publishers, specifically those who have inherent 
trust due to their print publications, already have that branding. 

Web traffic and engagement statics enhance the information being 
collected about the audience. Tools within the ad manager and general web 
analytics databases, such as Google Analytics or Adobe’s Omniture, show the 
behavior of the online audience. The statics tell publishers and advertisers the 
impact of their material. All this information about the digital reader and the 
digital reader’s behavior advocates for digital first initiative as preferable to the 
publisher as well as to the reader. To Wilson’s earlier point, publishers can use 
the information they collect about their audience to build a strong portfolio 
of content. Whereas print publications have to base their reception on issues 
purchased and feedback manually given and aggregated, digital publication 
can test subject lines, measure engagement rates, see how far a reader goes into 
an article before leaving, ect. This information can clue publishers into how 
content can be improved. 

Lastly, I mentioned the price of the publisher’s products, and I mentioned 
it last on purpose. People view the web and the content they find there as free. 
If they are going to be asked to pay for something, they’ll need incentive to do 
so. Publishers need to recognize this fact, and optimize the content for which 
the reader is willing to lay down money. 
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Areas for Improvement

 As with most things, there is no perfect algorithm or 10-step process 
that will lead publisher down the yellow brick road to their readers. It is a 
relationship that has to constantly be maintained and adjusted; new players 
and rules are added everyday, if not more regularly.  So, if you take nothing else 
away from my argument or want to disregard everything I’ve written in toto, 
please instill this into your brain: 

There will always be a market for publishers, and in order to reserve 
space in that market, companies need to constantly seek feedback and 

innovation.

Post Content on the Web in the Format Digital Readers 
Want

 The reader wants stories that are easy to read 
and easy to extract information from. The average 
digital reader’s attention span, according to the Oracle 
infographic “Why your data needs a makeover.,  
is only 8 seconds, but they read an average of 100,500 
digital words every day. This means that readers do not 

stay on a particular site or within a particular article for 
very long before they believe they have extracted all the 

meaning from one resource and need to dig into something 
else—be it another topic or more information about the current 

topic. 
  The digital reader, now better acclimated to technology, seeks out 

mediums online other than just text. Graphics, images, videos, podcasts, ect. 
are all accepted formats for content and considered reliable when branded 
properly.  Readers respond to media options, especially when they can 

https://www.mollykoe.files.wordpress.com/2015/03/miss-photogenic-why-your-data-needs-a-makeover-1-638.jpg
https://www.mollykoe.files.wordpress.com/2015/03/miss-photogenic-why-your-data-needs-a-makeover-1-638.jpg
https://www.mollykoe.files.wordpress.com/2015/03/miss-photogenic-why-your-data-needs-a-makeover-1-638.jpg
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process visuals 60,000 times faster than text (another data-point from Oracle.) 
 How content—either of the same or different mediums—relates to each 

other is also important. To keep a digital reader clicking around the website—
and increase the page views and ad impressions—provide related content 
or content collections. In the New York Times Innovation report, Flipboard, 
Medium and Vox are singled out as competitors who optimize the use to content 
collections (15).  “Collections would allow us to curate or automatically group 
our content in many different ways,” the report states (34).  Though this does 
seem pretty basic, it is a refreshing way to think about journalistic content on 
the web; as things can never really be deleted, an argument is mad that things 
never really become obsolete. 

The report gives the example of a 161-year-old article about the 
inspiration for 12 Years a Slave, Solomon Northup, which was discovered 
and referenced by Gawker during the 2013 film release; that 161-year-old 
article became one of the best performing articles for The New York Times. 
Creating collections of articles on their own site excavates old content, gives 
that content a longer life, and puts less pressure on the editorial staff to produce 
more content for the sake of more content; recycling older pieces provides 
context, relevance and timeless conversation surrounding a topic. For a 
great example of this, see the Oscars 2015 collection that Time.com 
established; it has everything I wanted to know about this specific event 

 Another strategy, that does not keep the reader on the site, is to refer 
readers to outside sources, exactly like Gawker did with the 161-year-old 
article. The traditional form of blogging, referencing outside sources, allows 
the publication in question to provide context to topics and news that other 
sources have already covered. (Where the Solomon Northup article was a top-
performing page for The New York Times, imagine what it was for Gawker!) 
Unlike print, where readers are more likely to pick up one news source over 
another, a digital reader can reference several different sources to collect their 
daily news and insights. So, unless you have an interview that no one else has 
or facts in a story that haven’t broken anywhere else yet, it’s better to focus on 
context and an angle that is otherwise unexplored, referring to the facts that 
someone else posted, saving time and energy of recreating something that is 
already accessible. And in some instances, such as the Gawker example, it is 

https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
https://mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
http://query.nytimes.com/mem/archive-free/pdf?res=9E03EEDC1438E334BC4851DFB7668388649FDE&smid=nytimesarts
http://query.nytimes.com/mem/archive-free/pdf?res=9E03EEDC1438E334BC4851DFB7668388649FDE&smid=nytimesarts
http://gawker.com/this-is-the-161-year-old-new-york-times-article-about-1-1535199589
http://time.com/3717860/oscars-2015-winners-list/
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impossible to re-create the original, but that doesn’t mean there isn’t a story or 
an angle to be explored.

Make Digital Content Findable on the Web

The hot term right now is, Search Engine Optimization (otherwise known 
as SEO).  When a reader goes to the web in pursuit of information, they 

want their search engine of choice to retrieve for them exactly what they 
are looking for. Sometimes this information even appears for them on 

the search engine result page—SERP. But how does a publisher let 
the search engine know what is relevant to a given reader-request? 
In the Search Engine Journal white paper, The 2014 Beginner’s 

Guide to SEO, SEJ explains what they call the 
three pillars of SEO: content strategy, inbound 
links and social media. These pillars “work together 
synergistically” to help webpages communicate 
and rank strongly with search engines. 

Content strategy plays into the hands of 
publishing companies because it puts emphasis 
on quality production and publication. The first 
part of this is to know the topics and keywords 
the target audience is looking for. When these are 
communicated clearly to readers and to the search 
engines, it attracts readers, wins traffic over other 
websites and encourages social media interaction. 
Aside from gaining web traffic (and the ROI 

of audience interest and investment), it’s supporting online branding and 
visibility, helping future content rank better. 

Content does not necessarily mean text. Below is an inconclusive list of 
what can be considered content online:

• Web page content.
• Blog posts.
• Articles and guest posts.
• Social media updates.

https://www.mollykoe.files.wordpress.com/2015/03/sejs-beginner_s-guide-to-seo.pdf
https://www.mollykoe.files.wordpress.com/2015/03/sejs-beginner_s-guide-to-seo.pdf
https://www.mollykoe.files.wordpress.com/2015/03/sejs-beginner_s-guide-to-seo.pdf
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• EBooks, white papers and reports.
• Presentations.
• Brochures, tips sheets, and product FAQs.
• Sales pages.
• Videos and micro-videos.
• Pictures, infographics, and animated GIFs.

The industry, as express by the SEJ in their white paper and by several 
other sources I’ve come across, is trending away from “link building” towards 
“inbound linking”. Both refer to the relationship a given webpage has with 
other webpages. This practice, aside from building navigation points for search 
engines, plays into the hands of how digitals reader consumer information 
online. To reiterate a point I made earlier—readers do not stay on a particular 
site or within a particular article for very long before they believe they have 
extracted all the meaning from one resource and need to dig into something 
else.

The final pillar of SEO is social media. By posting to social media the 
publisher is reaching out to the audience when they are in the mindset to play 
an active role in the information they collect. What is important to remember 
is that the information on social media should result in an action—such as 
visiting the website to read an article—but also for readers to share it. 

Engaging social media is a tricky hurdle, specifically for writers, because it 
has an air of marketing and it defies some of the basic principles of journalism. 
Paul Berry, who was at the ground floor of the Huffington Post, explains this 
struggle perfectly. He states, “Far too often for writers and editors the story is 
done when you hit publish. At Huffington Post, the article begins its life when 
you hit publish” (24). This means a change in how editorial departments work. 
How the life of an article (and, in effect, the workflow of its author) evolves and 
requires more attention.

SEO has almost become a competitive sport in the publishing industry 
(as well as with online retailers). Winning keywords may be the environment 
now, but I foresee that changing. Where SEO really wins is when a reader is 
searching for a topic, an event, or a story and the results provided by the search 
engine is exactly what the reader needs. If the article they find doesn’t answer 
their questions—or takes too long to answer their question—that SEO 

https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
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worked, but the digital content did not. And in the long run, that’s what counts.

Engage the Reader

 Engaging the reader was touched on earlier with social media, but it 
bears repeating because the evolution of the Write-Read Web in 90s solidified 
the fact that digital readers want to engage the information they find on the 
web. This goes beyond the idea that digital readers wanting quick and intuitive 
access to the information; they want quick and intuitive information that is 
easy to explore, to share and to discuss. 

There is also the mindset among digital readers that, “If something 
is important, it will find me.”  This can be broken out into several different 
practices, particularly newsletters, social media and search engines. The New 
York Times attributes this mindset through the use of social media and the 
effectiveness of news alerts and personalization.  As quoted in the New York 
Times innovation report, Janine Gibson, editor-in-chief of The Guardian’s 
website:

The hardest part for me has been the realization that you don’t 
automatically get an audience. For someone with a print background, 

you’re accustomed to the fact that if it makes the editor’s cut — gets 
into the paper — you’re going to find an audience. It’s entirely the 

other way around as a digital journalist. The realization that you have 
to go find your audience — they’re not going to just come and read it 

— has been transformative. (24)

 Finding your audience includes engaging social media and SEO, as 
mentioned above, but it also includes email, RSS feeds, subscriptions, news 
alerts and discussion boards. 

When a read comments on a story, it gives the story more weight with 
other potential readers as well as giving the writer feedback on:

• What readers take away from the piece.
• Whether or not the piece was liked.
• What other angles and topics the audience might be 

https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
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interested in.
The latter is especially important to niche publications. With enough 

development, news and magazine websites can prioritize stories per reader, 
whether it’s based on the users’ interest or stories they haven’t read yet.

 When a reader shares articles on their social media pages, they are 
helping reach more readers. Therefore, sharing a story should be easy to do 
with share-this-icons and, when one of those icons is selected, a post that 
populates for the user should be optimized for that platform—a Twitter post 
shouldn’t be longer than 140 characters, a Facebook post should be written 
for the reader’s friends, a LinkedIn post should be professional and discussion 
worthy, ect. RSS feed readers can even allow the reader to curate their own 
content by following certain topics and opting to alerts when new stories on 
that topic are published. 

 Engaging the reader compels them to subscribe. If it’s a paid subscription, 
that’s already a bit of ROI, but the true ROI in this day and age of big data media 

is the collected information about the reader. Whether it is information 
that can be audited for circulation or information based on the 

reception of content, its the acquisition of information that should 
be deemed ROI. 

 There is quality to be found in all these practices, and it 
boils down to the following 
projection illustrated here. 
To begin, readers are 
non-readers, who come 
by every once in awhile, 
then more frequently, then 
constantly and then they 
move in, subscribe, and 
then they are advocates the 
mission of the publication; 
they are helping promote 
individual articles, authors 
and the brand at large. 
From what we all 

https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
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intrinsically know about the digital age, is it has transformed humanity into 
boastful-share-alls who—arguably—believe it didn’t happen unless it’s shared 
online. Readers, to this point, want to share what they find interesting; they 
want to align themselves with good content—just like advertisers do—and to 
participate in the conversation. 

Up the Reporting Game

 The point that I get jazzed about (and I get paid to get jazzed about) is 
the reporting and how all the arguments above distill into numbers and figures. 
Digital media is great because publishers can look at everything; publishers can 
antiquate demographics, interest and engagement with precision. The biggest 
downfall of the accessible information is not that there is anything missing, but 
it is how the information is viewed. It’s easy to see a trend in the stats that is 
only a consequence, to see a trend and to have no explanation for it or to have 

several, inconclusive explanations. 
 The fact I want to communicate here is brief—reporting is only 

as important as far you know what to do with it. I can fall down 
Alice’s rabbit hole when looking at Google Analytics, Twitter 

trends, and Ominture graphs. But to really utilize the wealth 
of information that digital publishing affords 
publishers, there has to be an understanding 
of what you’re looking at and what you hope 
to improve and there has to be a willingness to 
change. As expanded upon in Scott Elser’s 2014 
INC.com article “6 Words Your Employees 
Say That Will Kill Your Business,” status 
quo management and responding to suggestions 
for change with, “We’ve always done it this way” is 
not only doing kill your business, as Elser defends, 
but it will also kill the publishing industry.
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All Things Considered

 Being a digital-first publication is not a new idea. Jarvis, who I reference 
at the beginning of this piece, wrote his article on the topic nearly four years 
ago. This idea was being talked about then and is still being talked about now, 
because it plays to all the advantages of a given publishing company. 

• The content is already writen; format it based on 
where it lives when the reader encounters it. 

• The content is already there (it’s probably already 
online, too); make sure the reader (subsequent to the 
search engine, of course) is able to find it. 

• With it being there, engage, explore, share and collect 
it with and for the reader.

• And, throughout the digital-first initiative, focus 
on analytics both to measure the progress with the 
audience and to collect that informational ROI.  

Digital-first does not mean that print is dead; I’m not certain print will ever 
die based on my research into print-culture and my independent observations 
of how people read for leisure. Rather, digital-first helps keep print and the 
publishing companies alive by furthering the goals of the company, optimizing 
the use of content feedback and audience demographics for the benefit of the 
reader and for the publisher. 

 



21

Reference

Chaouli, Michael. “How Interactive Can Fiction Be?” Critical Inquiry 31.3 
(2005): 599-617.  Print.  

Duty, Lissa. “What Is The Best Times to Post on Social Media? Infographic | 
Rocks Digital.” Rocks Digital. N.p., 06 Mar. 2015. Web. 08 Mar. 2015. 

Elser, Scott. “6 Words Your Employees Say That Will Kill Your Business.” Inc.
com. N.p., 1 July 2014. Web. 08 Mar. 2015.  

Hedgecock, Sarah. “This Is the 161-Year-Old New York Times Article About 12 
Years a Slave.” Gawker. N.p., 3 Mar. 2014. Web. 08 Mar. 2015.  

Helmond, Anne. “The Algorithmic Turn: Photosynth, Augmented Reality and 
the Changing Implications of the Image.” Visual Studies 26.1 (2011): 25-35. Print.  

Innovation Report. Rep. New York City: New York Times, 2014. Print. 

Jarvis, Jeff. “Digital First: What It Means for Journalism.” The Guardian. 
N.p., 26 June 2011. Web. 1 Mar. 2015.  

Johns, Adrian. The Nature of the Book Print and Knowledge in the Making. 
Chicago, IL: U of Chicago, 1998. Print.  

“THE KIDNAPPING CASE.; Narrative of the Seizure and Recovery of 
Solomon Northrup. INTERESTING DISCLOSURES.” The New York Times. N.p., 
20 Jan. 1853. Web. 08 Mar. 2015.

Shirky, Clay. “Writings About the Internet.” Shirky: Ontology Is Overrated. 
N.p., 2005. Web. 08 Mar. 2015.  

Trachtenberg, Jeff A. “Is People Magazine Relevant in a Digital Age?” WSJ. 
Wall Street Journal, 22 Feb. 2015. Web. 08 Mar. 2015. 8 

Wilson, Denis. “The Data Evolution: How Publishers Are Using Data to 
Become More Audience-Centric.” Publishing Executive. N.p., Feb. 2015. Web. 08 
Mar. 2015. 

 

https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
https://www.mollykoe.files.wordpress.com/2015/03/chaouli-how-interactive.pdf
http://www.rocksdigital.com/best-times-to-post-on-social-media/
http://www.rocksdigital.com/best-times-to-post-on-social-media/
http://www.inc.com/scott-elser/6-words-your-employees-say-that-will-kill-your-business.html
http://www.inc.com/scott-elser/6-words-your-employees-say-that-will-kill-your-business.html
http://www.gawker.com/this-is-the-161-year-old-new-york-times-article-about-1-1535199589
http://www.gawker.com/this-is-the-161-year-old-new-york-times-article-about-1-1535199589
https://www.mollykoe.files.wordpress.com/2015/03/helmond-algorithmization-of-the-hyperlink-1.pdf
https://www.mollykoe.files.wordpress.com/2015/03/helmond-algorithmization-of-the-hyperlink-1.pdf
https://www.mollykoe.files.wordpress.com/2015/03/the-full-new-york-times-innovation-report.pdf
http://www.theguardian.com/media/2011/jun/26/digital-first-what-means-journalism
http://www.theguardian.com/media/2011/jun/26/digital-first-what-means-journalism
https://www.mollykoe.files.wordpress.com/2015/03/a-johns-nature-of-the-book-selections1.pdf
https://www.mollykoe.files.wordpress.com/2015/03/a-johns-nature-of-the-book-selections1.pdf
http://query.nytimes.com/mem/archive-free/pdf?res=9E03EEDC1438E334BC4851DFB7668388649FDE&smid=nytimesarts
http://query.nytimes.com/mem/archive-free/pdf?res=9E03EEDC1438E334BC4851DFB7668388649FDE&smid=nytimesarts
http://query.nytimes.com/mem/archive-free/pdf?res=9E03EEDC1438E334BC4851DFB7668388649FDE&smid=nytimesarts
http://www.shirky.com/writings/ontology_overrated.html
http://www.shirky.com/writings/ontology_overrated.html
http://www.wsj.com/articles/is-people-magazine-relevant-in-a-digital-age-1424664618
http://www.wsj.com/articles/is-people-magazine-relevant-in-a-digital-age-1424664618
http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1
http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1
http://www.pubexec.com/article/the-data-evolution-how-publishers-are-using-data-become-more-audience-centric/1

	Current Strength of the Newsroom
	The Digital Reader
	The Digital Publisher
	Areas for Improvement
	Post Content on the Web in the Format Digital Readers Want
	Make Digital Content Findable on the Web
	Engage the Reader
	Up the Reporting Game

	References 
	All Things Considered
	Reference

