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AOR provides your members the latest 
intelligence based on the latest research 
Hundreds of newspapers have relied on American Opinion Research (AOR) to meet the challenges 
of the most revolutionary communications period in history. Now your members can get insights 
based on the same information free*.

AOR provides highly-qualified expert speakers free of charge to provide members of all sizes 
the latest research-based information to succeed in today’s increasingly complicated media 
environment, along with specific, actionable strategies and recommendations to help build 
readership, online use, revenue and market share.

Here are just a few topics. Have other concerns? Chances are we have information to  
address those.

Reader/advertiser engagement: The glue that makes customers stick
Such AOR clients as General Electric, Siemens, General Motors, IBM have retained customers and 
grown market share through effective customer engagement programs.

The same can be true for newspapers. More effectively engaging print readers, online visitors and  
advertisers will reduce churn (print and online), grow audience and help increase advertising.

But while reader engagement is becoming a buzzword, many media executives don’t understand  
what it is, and ever fewer know how to accomplish it.

• Engagement is not customer satisfaction; satisfaction focuses on what has been.  
Customer engagement is all about what can be.

• Reader engagement is not a short-term fix, but long-term solution
• It is not relationship marketing; reader engagement is much more powerful

We will share with you:
• The most powerful strategies in building reader and advertiser engagement
• Implementation tactics
• How to measure results

Winning the battle for local news
Across the nation, television rates as the No. 1 source of local 
news; newspapers and their websites rate well back.

That’s dead wrong, but newspapers and their websites also rate 
low for providing information useful in consumers’ daily lives, and 
information they can’t get elsewhere—the very best predictors 
of readership, loyalty and website usage. We tell you how to turn 
these images around, and win the battle of local news.

45%  Television
27%  Daily/Sunday Newspapers
15%  Internet
4%  Radio
8%  Other

LOCAL 
NEWS 
SOURCES

*Except for out-of-pocket travel expenses without markup
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Building total reach:  
Print and digital support  
each other
If your print and digital products aren’t  
working together, they’re not working.

But, most readers believe a newspaper’s  
website is simply the printed newspaper  
online; and, most website users say the  
newspaper is just the digital product in print. 

AOR has developed new research-based  
strategies to differentiate your products,  
building unduplicated use and audience  
reach.

What editors, publishers, and others need to know about marketing
Most newspapers don’t take the same advice they give advertisers; newspapers are their most 
effective marketing vehicles, and at a low cost. Based on interviews with thousands of consumers,  
AOR has developed a step-by-step marketing process using newspapers’ own products to build their 
image of value and usefulness and increase print and digital audiences without breaking the bank.  

Building audience; attracting “low-hanging fruit”
Newspapers were once called a “mass-market” 
vehicle, certainly not true today if it ever was. Using 
new research techniques, AOR can pinpoint specific 
segments of consumers with the most potential 
to use print and digital newspaper products, the 
unique needs of each group, and the most effective 
strategies to reach them.

While every market is different, there are 
commonalities every newspaper can use.

Again, these are just some of the topics we can 
cover. Just ask us, we offer many others.

COMPARING THE IMAGE OF NEWSPAPERS

Printed newspaper Newspaper website
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Some AOR Speakers 
Anthony M. Casale, CEO

Tony Casale was on the planning and startup team of USA TODAY, its national 
editor, helped found its well-known polling operation and served as corporate 
Director of Research Services for Gannett Co., Inc. before joining AOR.

Before USA TODAY, he was deputy managing editor for news of  
The Times-Union in Rochester, N.Y. while attending the Rochester Institute  

of Technology, working toward an MBA in marketing, which he continued at The George 
Washington University.

Casale is a two-time Pulitzer Prize nominee, and winner of the Robert F. Kennedy Foundation 
award for Excellence in Print Journalism. 

In addition to hundreds of newspapers, he has conducted research for such companies as  
Procter & Gamble, Kraft Foods, IBM, Coca-Cola, Johnson & Johnson, Cablevision, Southern 
Living, Time magazine and many others.

He is author of Tracking Tomorrow’s Trends, a best-selling book examining trends shaping the 
business world, as well as author and narrator of a video on newspaper branding produced by 
Newstar Communications.

Lois Kaufman, Ph.D., President
Dr. Kaufman’s works with newspapers and newspaper associations turning 
market research into effective marketing, branding, and advertising building 
programs. She has also been involved in dozens of studies focusing on digital 
use, including extending newspaper brands online. In addition to newspapers, 
Kaufman has worked with ESPN The Magazine, Time magazine, various McGraw-

Hill publications and many others, as well as such companies as Siemens Corporation, Johnson 
& Johnson, Agfa, Becton Dickinson, Berlitz, IBM and many others.

Kaufman received her Ph.D. in Media Ecology from New York University (NYU). Media Ecology 
is the study of media usage based on “general systems theory,” (change one part of a 
communication system and others change) ideal to understanding today’s changing patterns of 
media usage. She has a Masters of Arts degree from NYU in Speech Arts and Image Building 
and a B.A. from Brooklyn College. She is a former professor of communications at NYU, and 
helped start the communications program at Rutgers, the State University of New Jersey.



ABOUT AMERICAN OPINION RESEARCH
American Opinion Research (AOR) is the nation’s top custom media research and consulting firm.  
AOR has conducted research for such companies as The New York Times, Seattle Times, Newsday,  
Los Angeles Times, Baltimore Sun, Chicago Tribune, Houston Chronicle, McClatchy, more than a  
dozen newspapers owned by the Hearst Corporation, and hundreds of medium, small newspapers  
and weeklies, as well as more than 20 state-wide newspaper associations.
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For More Information:
Anthony Casale, acasale@imsworld.com or (609-683-9055, Ext. 202) or
Lois Kaufman, Ph.D, lkaufman@imsworld.com or (609-683-9055, Ext. 203)


