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about hearst connecticut media 

group 
 

 Serving the Southwest Region of CT 

 5 Daily Newspapers 

 6 Weekly Newspapers 

 11 Web & Social sites 

 Affiliated with Hearst Media – Owner of 

Houston Chronicle and SF Chronicle 
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strategic investment in data-driven 

marketing 
 Engaged with LEAP in January, 2015 

 Built a marketing database to support audience development  

 Every address in the market 

 Household-level demographics and lifestyle data 

 Integration of first party data (online + offline) 

 Three primary objectives: 

 Deepen our understanding of the market and our audience through analytics, 

modeling scoring and segmentation  

 Optimize marketing investments through more intelligent, data-driven acquisition 

 Improve retention and renewal through increased engagement and brand loyalty 
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1) identify best customers 

 Append demographics to every household 

 Analyze households based on demographic 

and lifestyle characteristics 

 Identify leading indicators of propensity to 

subscriber among current customers 

 Score every household based on these 

characteristics 

 Produce a segmentation model that identifies 

the highest value potential customers 



TGM Value Segments Total Households % of Market Active Subscribers % Active Active Index Prospects 

High Value 48,771 28.0% 19,112 80.5% 287.1 29,659 

High-Mid Value 24,369 14.0% 2,261 9.5% 68.0 22,108 

Mid Value 17,420 10.0% 821 3.5% 34.5 16,599 

Mid-Low Value 29,631 17.0% 913 3.8% 22.6 28,718 

Low Value 58,859 30.9% 649 2.7% 8.8 53,210 

Total All 174,050 100.0% 23,756 100.0% 100.0 150,294 

targeted growth model 
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These households are nearly 3x more likely to be subscribers or become subscribers 

Over 80% of active subscribers are found from among 28% of the market, based on the scoring model 

Among this universe, there are close to 30,000 “High Value” potential subscribers that we can target 
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2) targeted acquisition 

programs 
 Apply Targeted Growth Model segmentation 

model to identify highest value potential 

customers 

 Multi-channel curriculum that includes direct 

mail, telemarketing and email. 

 Reallocates marketing investments toward 

those customers that have the highest 

potential ROI 

 Leverage demographics and lifestyle data to 

present the right offer, using the right channel 

with the right message 



demographics & lifestyle data drive customization 
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Variable creative based on 

customer attributes 

Copy-points tailored to 

audience segment 

Offer and price 

unique to 

prospective 

customer 
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3) promote retention via clm 

 Automated, multi-channel curriculum driven 

by date and event triggers 

 Based on business rules (e.g. billing schedule, 

grace days, etc.) 

 Proactively intervenes with customers to 

identify potential issues 

 Drives retention and profitability while 

reducing non-renewal/non-payment stops 



customer lifecycle 

management 
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Stop save reacquisition 

messaging 

Pre-grace renewal messaging  
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4) optimize pricing strategies 

 Using demographic segmenting, pricing for 

acquisitions targeted to the model  

 TGM segments offered 7day, higher priced 

offers 

 Mid-value segments are offered lower 

FOD’s at lower prices 

 Enables intelligent AB testing 
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5) focus newsroom on right 

content 
 Apply household-level demographics and 

psychographics information to support 

newsroom initiatives 

 Understand content interests and preferences 

to shape product strategies and editorial focus 

 Ex: Greenwich Times political position 

 Ex:  Geographic areas for CP 

 Ex:  Book reviews 



distribution of households by party affiliation (ANY STATUS) 
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distribution of households by party affiliation (ACTIVE SUBS 

/ DEMS) 

360 MEDIA ALLIANCE 



distribution of households by party affiliation (ACTIVE SUBS 

/ GOP) 
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6) deepen reader engagement 

 Increase engagement using content as a 

marketing asset 

 Launched Newsletters – email and reader 

engagement 

 Tailor paid premium sections to reader 

preferences 

 Reader Rewards programs 



automated distribution of content to affinity segments 
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Drive site traffic 

through curated 

editorial content 

Reward loyalty 

through goodwill 

giveaways  
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7) continuous improvement 

 Deliver accurate assessments of campaign 

performance to facilitate continuous 

improvement 

 Access critical business data that informs 

strategic and tactical planning initiatives 

 Optimize decision-making by spending less 

time on the preparation of reports and more 

time on the actual analysis 



weekly performance & benchmarking reports 
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Automated reporting 

and analytics enables 

rapid decision-making 
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8) optimize and automate 

 Shift from a project-based approach to a 

process-driven automation approach 

 Activities that were previously manual 

become seamless executions (set-and-forget) 



automated marketing based on pre-defined 

criteria 

NEACE 
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results: growth in data-driven starts 

 19.9% increase in 

data-driven starts over 

the past two years 

 Collectively, these 

sources retain 27% 

higher than intercept 

sales (crewing/kiosk) 



NEACE 

results: dramatic reduction in non-payment stops 

 30.4% reduction in 

non-payment stops 

over the past two 

years 
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results: fishing in the right waters 

 New starts among “High Value” 

segments increased +23% YOY since 

deployment of Targeted Growth Model 

 …while Permanent stops among “High 

Value” segments have declined by 23% 

 This represents a +2,088 increase in 

subscription volume (new starts net of 

permanent stops) over one year 
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