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Dayparting: Introduction

The data is irrefutable: Daytime is emerging as primetime online, with news sites leading the
pack. Based on the 2002 Online Consumer Study conducted on behalf of the Newspaper
Association of America by MORI Research, only e-mail leads news as the most powerful
content for reaching online users during the day.

Advertisers wanting to reach online users during the day have a choice: Advertise on news sites
during the day if you want to reach the most online users. And because TV is extremely weak at
reaching at-work users, the Web is emerging as daytime’s most effective advertising medium.

This creates powerful advertising advantages for online news sites that embrace the concept of
selling dayparts rather than selling inventory. But it also comes with a challenge.

Despite the fact that most at-work Internet users also are at-home users, according to a 2001
Media Consumption Study by the Online Publishers Association, at-home users do not flock
news sites. Website traffic to news sites begins slipping in the late afternoon and plummets at
night, leaving newspaper sites largely de-populated — a traffic trend found at small newspaper
sites and major news portals.

This is particularly troublesome when looking at data from more than 50,000 online users MORI
studied in 2002. In telephone and online-intercept surveys, online users consistently report that
their most active Internet use occurs after 5 p.m. — exactly when online news traffic logs show
the least amount of activity.

Could it be that online audiences have different appetites at different times of day? Does interest
in news decline over the course of the day? Do some topics become more interesting in the
evening?

If so, the Internet may share another genetic link to television and radio — joining the common
bonds of breaking news and impression-based advertising. But if online users shift priorities
based on time of day, that opens the possibility of daypart programming — the practice of
shifting not only content but also the personality of that content depending on temporal zones.

For this reason, many say daypart programming is a sign that the Web is maturing as an industry
— or morphing into an old one.

With online connectivity rapidly approaching a state of plateau — 67 percent of all U.S. adults are
online — growth in frequency and in new dayparts will play the biggest role in future online
growth in general — and especially for online news sites.

Building on findings from the 2002 Online Consumer Study, MORI Research fielded an online
daypart study in October and November of more than 12,000 online users from nine newspaper
sites in eight distinct geographic zones. The study probed whether content and advertising
interests are influenced by time of day.
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The results are astonishing. Without a doubt, the priorities of online newspaper users are not
constant across a 24-hour period. Their priorities — what they want to do online, how often they
do it and, at its core, why they use newspaper sites — change based on the time of day.

This report reveals provocative new directions for the online-newspaper industry.

By morning, our users are almost as interested in news — breaking, local, national,
business and sports — as they are in e-mail.

By afternoon, with the importance of news waning, entertainment-category features such
as movie times, maps and directions, and offbeat news are on the rise.

In the evening, our ability to connect users with jobs, cars and homes becomes central,
along with our ability to facilitate their online-shopping needs — from researching
products to actually purchasing products.

This research provides insights that could be the online-newspaper industry’s first steps toward
becoming as powerful a medium for nighttime, at-home users as they currently are for daytime,
at-work users. Many participating companies have already begun redesigning their websites
based on these findings.

But first, it would be helpful to gain some perspective — to better understand daypart
programming and its emerging place in online media. And that begins with the Internet’s media
siblings: radio and television.
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Chapter 1
Dayparting: From Broadcast to Online

While a new concept in online circles, dayparting is a familiar one in broadcast media.
“Dayparts” represent a subsection of the day during which a program — or a series of related
programs, such as soap operas or sit-coms — airs. These subsections have a distinct audience and
attitude that fit terrifically with some advertisers and abysmally with others.

In radio and TV, each daypart has a different personality that is reflected in its programming and
in its advertising. Here is how these occur:

TV Dayparts Radio Dayparts

1. EM/Early Morning — 5 am. - 9 am. 1

; : . Morning Drive — 5 am. - 10 a.m.
Eastern, Central & Pacific Time

2. Midday - 10 a.m. - 3 p.m.
2. DA/Daytime — 9 a.m. - 4 p.m. Eastern,

Central & Pacific Time 3. Afternoon Drive — 3 p.m. - 7 p.m.

3. EF/Early Fringe — 4 p.m. - 7 p.m. Eastern 4. Evening — 7 p.m.-midnight
& Pacific Time; 4 p.m. - 6 p.m. Central

5. Overnight — Midnight-5a.m.
4. EN/Early News —4 p.m. - 7 p.m.

5. PA/Prime Access — 7 p.m. - 8 p.m. Eastern
& Pacific Time; 6 p.m. - 7 p.m. Central

6. PT/Prime Time — 8 p.m. - 11 p.m. Eastern
& Pacific Time; 7 p.m. - 10 p.m. Central

7. LN/Late News — 11 p.m. - 11:35 p.m.
Eastern & Pacific Time; 10 p.m. - 10:35
Central

8. LF/Late Fringe — 11:35 p.m.-2 a.m.
Eastern & Pacific Time; 10:35 p.m. - 1 a.m.
Central

9. ON/Overnight —2 a.m. - 5 a.m. Eastern &
Pacific time; 1 a.m. - 5 a.m. Central

On its surface, online isn’t bound by temporal definitions. Touted as a 24/7 medium, the Internet
seemed to transcend the clock — saying you are a “dynamic” website is, for many users, stating
the obvious. Of course you’re dynamic. It’s like radio bragging that it’s full of sound.
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But temporal influences do influence Internet audiences. One of the most compelling pieces of
data in the recent OPA study is that the at-work Internet user spends more time with the Internet
than he or she does with any other media. According to the study, the share of total minutes of
media consumed using the Internet is 34 percent among the at-work audience. In other words, 34
of every 100 minutes of media consumed belong to the Internet. TV accounts for 30 percent.

So Internet sites are exploring advertising models based on time rather than page impressions. In
a now-notorious example, CBSMarketWatch sold Budweiser exclusive sponsorship of its pages
at the close of the business day — happy hour — when people may be headed for a bar. And this
summer, five major Web publishers, including CBSMarketWatch, Weather.com and CNET
Networks, aligned to sell ads that span all of their sites, helping advertisers target at-work
audiences. AT&T's mLife campaign was the first to sign on.

Yahoo! has sold by daypart across the network and on its homepage since 2001. By contrast, as
of December 2002, Microsoft Corp.'s MSN network does not.

But if TV’s history of dayparting tells us anything, it’s that selling blocks of time is only a start.
It misses a major understanding in broadcast about dayparts: Each block has a unique personality
that is reflected in its programs. A “Good Morning, America” show is conversationally styled to
appeal to people getting ready for work. “CBS Evening News,” by contrast, is a far more sober
and punctuated wrap-up of the day’s events.

With a few exceptions, online media has been slow to adopt dayparting programming. News
sites are news sites, morning, noon and night. The headlines may be dynamic and ever changing,
but the genre of the site remains the same: Even if all the headlines are new, they’re still
headlines. It’s still a news site. But that’s beginning to change.

AOL announced in October it would begin emulating TV by selling time-targeted ads and that it
was developing more than 45 online "shows” targeted to members' interests.

AOL's time blocks look more like radio than television. Unlike TV’s eight dayparts, AOL
defines its blocks as 6 a.m. to noon, noon to 6 p.m., an expanded primetime of 6 p.m. to 11 p.m.

and an overnight — 11 p.m. to 6 a.m. — during which AOL says it plans a late-night component
with AOL Music.

MORTI’s 2002 Online Consumer Study for the NAA found that online users flock to the Internet
at night in record numbers, despite conventional knowledge based on site server logs measuring
traffic trends to newspaper websites, which suggest that the night is an unpopulated wasteland.

That finding sparked questions in the online-news industry. With online connectivity rapidly
approaching a state of plateau — 67 percent of all U.S. adults are online — growth in frequency
and in new dayparts will play the biggest role in future online growth in general — and especially
for online news sites.

To win in the future, seizing the day will not be enough. Online newspapers also have to seize
the night.
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Chapter 2
Dayparting: Time of Day & Media Use

For this study, MORI honed the online-newspaper industry’s definitions of dayparts to reflect
online traffic patterns. The workday slot — 8 a.m. to 6 p.m. — expands earlier definitions by one
hour in the morning and one hour in the evening, providing flexibility around the 9-to-5
workday. Inside of that, we defined a middle daypart to reflect at-work/lunchtime traffic, which
generally accounts for surges in news-site traffic.

As we found in the 2002 Online Consumer Study, online newspaper users spread their online use
across the day, peaking in the morning but also driving large numbers online in the evening —
though perhaps not to our websites. Again, we asked online users what time or times of day they
go online and where they accessed the Internet most frequently. They told us:

Time/s access Internet Where access Internet most
Before 8 a.m. 32
8 a.m. 11
a.m. to 60 Home
a.m.
11a.m.to1 44
p-m.
1 p.m. to 6 p.m. 49
6 p.m. to 10 49 Work
p.m.
After 10 p.m. 22

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

To begin probing temporal influences on content and media, we asked online users what time or
times of day they used a variety of media in a typical weekday and in a typical weekend day —
radio, TV, newspapers, newspaper websites and the Internet (excluding e-mail).

In the early morning (before 8 a.m.) on weekdays, radio is the strongest media at a powerful 53
percent. The next strongest media in that timeslot for online newspaper users is the Internet in
general and the newspaper website in particular. Thirteen percent say this is the time they read
the newspaper. TV ranks above the newspaper at 23 percent — but this is as high as TV will get
before primetime, 10 hours later.
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Then an interesting thing occurs: All other media fall by the wayside during the daytime at-work
hours and the Internet — and online newspapers — reign supreme. Notice how strong the Internet
and online newspapers are during the workday.

Time-of-day use of various media

Before | 8 to Ilto | 1to Gto | After | Don't

B am Illam | lpm | é6pm | lUpm | 1Upm LUse
Mewspaper Website 27 49 32 35 28 13 2
Printed Newspaper 13 16 7 6 13 2 50
Internet (excluding e-mail) 30 59 48 52 50 25 |
Radio 53 14 23 la 26 B 12
Television 22 7 (i 11 78 35 7

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

Obviously, TV’s “primetime” is aptly named. But the Internet — and local newspaper websites in
particular — are in a unique position to “own” the daytime media audience. As an advertising
medium, online news sites are far more effective at reaching consumers by day — and are the
only medium to challenge TV at night. This again highlights the opportunity for online
newspapers to maximize their daytime strength while attracting nighttime audiences.

Clearly, the newspaper website extends the “brand life” of the newspaper — which sees use
plummet after mid-morning. This complementary relationship adds muscle to the newspaper’s
brand by continuing the brand’s presence in its market throughout the day.

But it’s also important to note that high level of “don’t use” numbers for printed newspapers — 50
percent of online newspaper users say they don’t use local printed newspaper on weekdays and
46 percent say they don’t use it on weekends. The next closest “don’t use” rating was for radio,
at 12 percent on weekdays and 31 percent on weekends. This highlights the online newspaper’s
strength in extending its reach to the online users who do not read print — and opening
opportunities for frequency-based advertising catered to the online users who use both media.

Weekend use shows three important trends:

Use of the Internet in general declines across all timeslots, with 15 percent saying
they don’t use the Internet at all on the weekends.

Use of online newspapers plummets, too: 30 percent say they don’t use the site on
weekends, reinforcing the site’s dependence on at-work audiences.

In that gap, TV arises. Unable to reach people during daytime hours during the
weekday, daytime use of TV shows growth in every timeslot on weekend days.
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Chapter 3
Dayparting: Time of Day & Media Sources

Intercept-surveys of website users do not accurately gauge those sites’ competitive relationship
in the market because of the obvious: It does not interview non-users. As we found in the 2002
Online Consumer Study, half of all online users (interviewed via telephone; n=2,000) have never
visited an online newspaper.

However, online surveys are a powerful means of learning how many core users also sample
other local sites. This is a sobering statistic for many online newspapers because, as we found in
the 2002 Online Consumer Study, online newspaper users are far from monogamous.

That said, site users continue to report that online newspapers are their most vital source of local
news, things to do and shopping information. When asked where users go for local news and
information, users — as they did in the 2002 Online Consumer Study — pointed to national
competitors as well for meeting their local needs:

Sites used for local news, things to do & shopping information

NP website 83
Yahoo! 31
MSN 25
AOL 11
Other website 29

Didn't use W4
Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

Sites participating in this study were able to measure the strength of specific local competitors,
and this also proved a sobering statistic. In many markets, local TV websites were extremely
strong, some rating as much as 41 percent — underlining the growing concern of online-
newspaper publishers about the reach of local TV competitors. And one market saw a local
classified-ad competitor poaching as much as 43 percent of the newspaper site’s core users.

Beyond minor statistical shifts, the popularity of newspaper sites — and their competitors — did

not change based on time of day. But news-related sites — from newspaper sites to CNN.com—
were stronger in the morning than after 6 p.m., while Yahoo! and AOL gained in the evening.
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One-third (37 percent) of users arrived at newspaper websites via bookmark while another third
(35 percent) typed in the address. Only 12 percent said the newspaper site was their homepage —
although one market was as high as 25 percent. Seven percent had visited via search engine.

Visitors who arrive by typing in keywords or by search engine are less likely to be loyal site
users — or advertising customers. And being a user’s homepage is a holy grail. So it’s obviously
imperative to entice users to bookmark these sites or make newspaper sites their homepage —
through pointed campaigns with easy, one-click instructions.

When asked, in separate questions, how often they currently use the site and how often they plan
to use the site, users told us the following:

ll Current Use B Future Use

Several times a
day

Once a day

. Newspaper site use: Current vs. Future
Several times a

week

Several times a
month

Once or twice a 3
month/rarely 3

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

Future use is statistically identical. This signals stability in online newspapers’ use — but also a
possible plateau. Users are signaling that they see no reason to use our sites more or less than
they currently do — highlighting the need for strategies to build audience frequency.

Where we fit in the user’s clickstream is important for two reasons: It tells newspaper sites where
they can market their sites — and it tells us their frame of mind. So we probed what users had
done online before visiting newspaper websites — and what they plan to do after they leave.

Prior to visiting newspaper sites, online users were just as likely to have visited a news-related
site (47 percent) as an e-mail site such as Hotmail (42 percent), and another quarter (23 percent)
had visited a search-related site. Where site visitors planned to go after leaving also followed this
trend — 51 percent planned to visit a news-related site, 38 percent planned to visit an e-mail site
and 27 percent planned to visit a search-related site.

Based on research showing that half of online user never visit a newspaper website, buying
advertising on Web-mail and search engines would be an obvious avenue for marketing.
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Chapter 4
Dayparting: Temporal Influences on Content Interests

To measure how content interests change across different temporal zones, we first asked online
users when they accessed the Internet (described on page 8). Building on what we learned in the
2002 Online Consumer Study, we were interested not only in when they accessed the Internet the
most, but a// times, so we could probe how their online use differed in each timeslot.

We asked respondents to tell us how frequently they went online for a variety of content, service
and online features (listed below) within specific timeslots. For example, if a user said he went
online from 8 a.m. to 11 a.m. and between 6 p.m. and 10 p.m., we asked how many times he or
she went online for e-mail, news, maps, music, etc., during the morning slot, then asked how
frequently he went online for those topics in the evening. Respondents were only asked their
habits during timeslots in which they reportedly accessed the Internet online.

The topics:

News: Weather conditions/forecasts, Breaking news, Local or regional news, National or
world news, Business news/stocks, Offbeat news, Medical/health info, Sports scores

Entertainment & Leisure: Local events & things to do, Movie, theater & event times,
Travel or destination info, Multimedia features (film clips, etc.), Online games &
interactive features, Downloading music & file-sharing

Services: E-mail, Maps & directions, Online banking & bill paying, Message
boards/chat, Research for business reasons, Research for personal hobby

Interestingly, top content drivers changed very little throughout the day. That’s good news for
news sites. (But again comes with the caveat that this is a survey of news-site consumers, not
general Internet consumers.) Aside from e-mail, all of the top-five content interests were news-
related in all four dayparts.

E-mail is the killer application of the Internet and continues to be a powerhouse. But close
behind e-mail is the power of news. Despite spam complaints, e-mail remains the best delivery
mechanism for promotional material — and many forms of content, from headlines to what’s on
sale. This study reinforces e-mail’s strength — it is the leading and most frequently used Web
feature across all dayparts. Further, its lead over other content and services widens dramatically
in the evening hours, which is when interest in news-related content decreases.

For example, when we combine online newspaper users who say they access the following
content “Most days,” we see little change. But frequency of accessing news-related content falls
dramatically — by more than one third in nearly all news categories — in the evening:
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Frequency of use by daypart
Bam to 11 am to I pm to
11 am I pm & pm After 6 pm

E-mail BY B7 B8 76
Breaking news 70 65 63 45
Local news 67 61 58 41
Mational news 67 61 59 43
Business research 40 42 i3 15
Weather 40 34 13 27

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133
Comparing users who go online for news “most days” in a typical week in the 8§ a.m. to 11 a.m.
daypart against users who go online “most days” in a typical week in the 6 p.m. to 10 p.m.
daypart, we found significant levels of falloff in these categories:

Local or regional news: 26 percent decline

Breaking news: 25 percent decline

National news: 24 percent decline
Sports is a renegade. Although a niche audience — typically, only about one-third of online
newspaper users care one whit for sports — sports readers are avid readers of this content during

all dayparts. Sports is a consistent and powerful content area in all timeslots.

Combined, the decline in news-oriented content across the dayparts looks like this:

News use by temporal zones

100
90 - nﬁ —o—Breaking news
gg . \ —o—TLocal news

60 \'\-\ - National news
50 — , T —=— Weather
10 A—A;‘b\\’ —o—Business news

30 . —e—Sports information

20 —a— Offbeat news

10 Health information
0 T T T 1

8a.m-11 1lam.-1 1p.m.-6 6p.m.-10
a.m. p.m. p.-m. p.-m.
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These categorical shifts remained constant in small and large markets. While national and
international news may not be seen as a smaller market’s core competency, users in those
markets are nonetheless heavy online readers of broader content.

It’s not surprising to learn that offbeat-news site Fark.com sees peak traffic at 4 p.m. “The best |
can figure is that people have an hour left to work but don’t want to start another project,” said
Fark.com founder Drew Curtis. “They want to goof off for an hour. That’s what I’'m here for.”

In the 1 p.m. to 6 p.m. afternoon daypart, entertainment content and services enjoy a minor up-
tick in user interest. Observe these patterns of users saying they access this content, combining
“most days with “1-3 days” in a typical week:

Leisure use by temporal zones

60

50 * e c\ —o— Calendar of events
40 p—— N — —»—Movie, event times
30 Travel information

20 M —m— Multimedia features

——Downloading music
10

—o— Online games

0 T T T 1

8a.m-11 1la.m.-1 1p.m.-6 6p.m.-10
a.m. p-m. p.m. p.m.

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

Very few content areas gained frequency in the evening daypart, and those gains were slight
compared to the losses cited above. However, given declines in news content “Research for a
personal hobby” remains steady (71 percent of users access this content during the 8 a.m. to 11
a.m. daypart; 75 percent access it after 6 p.m.) and, at night, is more important to online
newspaper users as news.

But night is when young users under the age of 24 provide clues to their primary interests.

Looking again at the “most days” responses, we see what content drives use in the 6 p.m. to 10
p.m. daypart — particularly when we compare those increases in general users to young users:
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Comparing General users to Youth users

General users Young users (<24)
Message boards, IM & chat 17 percent 34 percent
Downloading music 10 percent 24 percent
Online games 10 percent 12 percent

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

Online games are an interesting opportunity for online news sites, as Media General is learning.
Media General recently acquired online gaming company Boxerjam, according to Neal Fondren,
president of the Interactive Division, as a product investment that would benefit all three
divisions of Media General — publishing, broadcast and interactive media. But the investment
may help the company crack audiences in otherwise underdeveloped dayparts.

Boxerjam games fall into three broad categories — single-player puzzles, multi-player
gameshows and online game tournaments. With more than 10 puzzle games that are updated
daily, users typically spend from 5 to 8 minutes on these puzzles. Use of these short-play puzzles
peaks from 11 a.m. to 2 p.m. — the lunchtime amusement daypart. But multiplayer gameshows,
such as “Strike A Match,” offer a different traffic trend. Fondren said use of these online games
usually stretches to 20 minutes per session — and that usage peaks from 7 p.m. to 11 p.m.

“We didn’t know about the daypart aspect when we bought Boxerjam,” Fondren said. “But
having something on our sites that appeals to primetime audiences is obviously a great thing.”

In our survey, online games did not occur to most online newspaper users as an enticement that
would drive them back to the site. When asked what changes to the site would encourage users to
visit more frequently at night, “updated/breaking news” was the dominant choice — 55 percent of
users selected this option. But this could be interpreted as our users simply not knowing what we
could do differently, since online newspapers have so ingrained news as our central focus.
However, users also said they’d be more likely to return if websites offered more:

Entertainment-related news — 17 percent

Offbeat stories — 16 percent

Hobby/personal interest content — 11 percent
This is not to say that emphasis on hard news newspaper website homepage should disappear.
News headlines — particularly breaking and local news — remain important in the evening.
However, the increased use for non-news content (chat, entertainment, and downloadable music)

coupled with news — and sports — would create a site with broader appeal to the after-6 audience.

But there’s still one thing missing.
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Chapter 5
Dayparting: Temporal Influences on Commerce

Declining use in so many areas of content paints a bleak picture for sites hoping to increase
audience share during the evening hours. That goes doubly for news sites, because interest in
news content — from local to national — drops so precipitously at night. While entertainment and
offbeat-news categories, interactive and gaming content show promise for growing night
audiences, their numbers don’t compensate for the staggering declines in news categories. So
how can news sites capture nighttime at-home readers?

The answer, it turns out, isn’t content. It’s commerce.

Similar to our sequence regarding online content and services, we asked online newspaper users
what time or times of day they were most likely to shop for 12 diverse items or services, from
airline tickets to vehicles. Without fail, the top-rated timeslot for shopping for these items was 6
p.m. to 10 p.m. No other daypart came close.

Shopping by temporal zones

Before | Bito lto | 1to Gto | After
B am [lam | 1pm | é6pm | I0pm | 10pm | Never
Airline tickets 7 23 15 22 34 11 25
Books 5 14 14 13 i3 10 34
Clothing + 9 9 14 29 B +4
Computer hardware/ software 5 15 13 17 29 a9 41
DVD or videocassette movies 3 7 B 11 24 B 53
Electronic equipment 4 11 1] 14 28 9 46
Furniture 2 5 5 7 15 4 67
Crames or tovs 2 7 L] 9 22 7 57
Make hotel accommodations f 19 16 21 32 10 30
Mlusic CDs or tapes 4 9 ! 13 27 9 47
Theater/ concert/ sports tickets 4 13 12 18 30 9 38
Vehicles 3 B 7 9 22 7 56

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

This landslide vote for a single daypart shows an almost single-minded focus to when most
online newspaper users browse, shop, and buy goods and services.

By combining all daytime dayparts into a single, 10-hour workday daypart, percentages of users
shopping for these items rivals shopping frequency during the nighttime. The items, however, are
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very similar. Observe how similar the online shopping trends are for online newspaper users
between the workday daypart and the combined evening dayparts:

Shop online 8 a.m. to 6 p.m.

Airline
tickets

Hotel
reservations

Books

Computer-
related

Event tickets

43

Shop online after 6 p.m.

Airline tickets 45
Books 43
Hotels

reservations

Event tickets

Computer-
related

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

Contrasting the steep declines in use of news content, shopping frequency across temporal zones

looks like this:

Online shopping by temporal zones

40
35
30
25
20
15
10

5

0

—o— Airline tickets

//'

—e—Books

‘\

Clothing

o
e
.

—=— Computer

\’//(
v

hardware/software
——DVD or videocassette

/

movies

—e—FElectronic equipment

8a.m-11
a.m.

11 a.m.-1

p.m. p.m.

1p.m.-6 6p.m.-10

p.m.

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133
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And this:

Online shopping by temporal zones

35

30 A —o— Furniture

25 /}' —o— Games or toys
20 / Make hotel

accommodations

15 .\’///{/ /?: -m— Music CDs or tapes
10 —o— Theater/concert/spor
W ts tickets

—eo—Vehicles

O T T T 1

8a.m-11 1lam.-1 1p.m.-6 6p.m.-10
a.m. p.m. p.m. p.m.

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

Outside of business-related purchases, the majority of online users say the night is when they log
on to find a job, a home, a car, participate in online auctions and simple shop for personal items.
Here are the times when online newspaper users are most likely to go online for classified-
related items:

Adbvertising interest by temporal zones

45 —o— Info about available jobs
40
35 / —e— Info about homes for sale|
30 Info about vehicles for
25 sale
20 o / / —m— Participate in online
:\ \‘%/ /' auctions
15 paS-aE— A —e— Advertisements for
10 singles/personals
5 .>'/J, e —e— Shopping for business-
.\‘—//./ related purchases
0 T T T 1 | —a— Shopping for personal-
8a.m-11 1la.m.-1 1p.m.-6 6p.m.-10 related purchases

a.m. p.m. p.m. p.m.

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133
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Shopping for business purchases is the exception. The top daypart for business-related shopping
is 8 a.m. to 11 a.m. — which positions online newspapers nicely as an advertising vehicle for the
business decision-maker. (MORI confirmed this in a previous study for washingtonpost.com,
which found that business decision-makers turn to the Web more than any other medium for
advertising to help them make business-related purchases. Details at:
http://www.washingtonpost.com/wp-

adv/mediakit/mediacenter/pr/2002/release_ BDM_Study.html

When all three daytime dayparts are combined, they rival the popularity of the nighttime daypart
for online shopping and online commerce. This presents two strategic opportunities:

By day, news sites are the most effective vehicle for reaching passive local shoppers

By night, by increasing the focus on commerce-related areas of the newspaper’s website
— from classified ads and retail ads to business directories — newspaper sites could be the
most effective vehicles for reaching active local shoppers

This is particularly powerful when we look at where users get their advertising and what media
help them make purchasing decisions. Online newspaper users are aggressive users of
advertising — more than visitors to your peer sites. Here are their primary sources of advertising:

Main source of advertising

Printed newspaper _ 41
Television _ 36
Radio _ 32
Newspaper Website _ 25
Other newspaper - 18
Shoppers/fliers ! 16
Yellow Pages - 13

The Internet .6

Other .4
Source: MORI Research Online Daypart Study, October-November 2002, n=11,133
More actionable still is how influential the Internet is on making purchase decisions. This is

where media are measurably judged — by the amount of business they produce for advertisers.
When asked what media had influenced a personal purchase decision in the past year, users said:
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Media that influences purchase decisions

Television 46
Newspapers 41
Internet 37
Radio 26
Magazines 25

None 17

Source: MORI Research Online Daypart Study, October-November 2002, n=11,133

While many newspapers have increased the presence of classified ad categories on their
homepages — from minor text links to prominent skyboxes — their presence is tiny compared to
news content, despite declining interest in headlines as the day wears on. By making classified
ads, shopping- and entertainment-related content more prominent on a newspaper homepage,
online newspapers will reflect the goals and appetites of the at-night audiences.

Companies that offer regional portals may be in a better position to leverage these daypart
findings. A central newspaper.com site can remain editorially pure as the day wears on without
modifying its homepage to emphasize commercial content — while the portal site builds its entire
interface around an entertainment/shopping architecture. In this way, “daypart programming” for
media companies with dual online identities may be as simple as “switching channels.”

As previously stated, the data does not call for completely removing news in the evening.
Interest in news declines during the day but remains a strong driver of loyalty and use. However,
interest in commerce, shopping and classified content increases in the evening. By riding this
wave, newspaper sites will better reflect what audiences want.

Again, it should be emphasized that this survey polled users of online newspapers and by design
could not reach users who do not visit our sites. By interviewing a national sample of online
users for the NAA in the 2002 Online Consumer Study, we found that half of all online users had
never gone online for local news and four in 10 had never gone online for national news.

That alone is a clue for expanding online franchises into non-news categories — particularly at
night. If news as a category doesn’t inspire them, marketing ourselves solely as “news websites”
will not attract them, either. But it may be that the answer to growing nighttime audience is the
franchise online newspapers were built to protect:

Our ability to connect buyers and sellers.
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Chapter 6
Dayparting: Conclusions and Recommendations

This study reveals provocative possibilities for the online-newspaper industry. It also reinforces
the need to market our strengths in several areas. Without a doubt, the priorities of our users are
not constant across a 24-hour period. Their priorities — what they want to do online, how often
they do it and, at its core, why they use us — change based on the time of day.

By morning, our users are almost as interested in news — breaking, local, national, business and
sports — as they are in e-mail. By afternoon, with the importance of news waning, entertainment-
category features such as movie times, maps and directions, and offbeat news are on the rise.
And in the evening, our ability to connect users with jobs, cars and homes becomes central,
along with our ability to facilitate their online-shopping needs — from researching products to
actually purchasing products. And these trends are even more pronounced in younger users —
particularly those under age 24.

This opens a new door for newspaper website design. Rather than remaining psychographically
static — offering the same blend of news, entertainment and classifieds across all temporal zones
— homepage designs can be redrawn to reflect users’ daypart priorities. For example:

Early Day (6 a.m. to 2 p.m.) — News-heavy homepage with special attention to
breaking news, local news, national news, weather and business-related news — and
services for business-related research. Sports and entertainment appear on the page
but have a lower priority than breaking and business news.

Afternoon Drive (2 p.m. to 6 p.m.) — Breaking news with other news categories
diminished in homepage presence; rise in entertainment news and services such as
movie times, maps & directions, events and calendars — all searchable from the
homepage — along with offbeat news. Sports remains mid-page.

Night (6 p.m. —to 6 a.m.) — A four-pronged homepage consisting of:

Breaking news and links to other news headlines, with sub-section headlines
(such as business) moved lower on the site; special emphasis to offbeat news

Entertainment & Hobby content: Search engine to find local hobby groups or
search the Web for personal-interest sites, a calendar of local events, movie
times, travel information, online games, playful interactive features

Classifieds: Jobs, Homes, Cars. Not just top-of-page navigation but in-page
content that gives the homepage user more ready access to the wealth of
classified-ad content inside — especially because that is the time of day most
users are seeking that type of information

Retail Shopping: A searchable database of retail ads imported from the printed
newspaper and a local calendar of shopping events
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This also paves the way for a breakthrough regarding Internet advertising. Consider:

As an advertising medium, newspaper sites are strongest during workday hours, stronger
even than radio, when TV is weakest and use of the printed newspaper falls off.

While radio is strong in the workday daypart, it is not seen as a medium that influences
purchases and therefore not as effective as Internet advertising.

At night, the Internet is the only medium that rivals TV in use; all others simply
disappear.

While newspapers are seen as being just as influential as TV and the Internet in
influencing purchase decisions, newspapers as a medium are a non-factor in the PM
hours.

Therefore:

The most effective advertising medium with the most reach for people at work during
the day is the Internet.

The second-most effective advertising medium with the most reach for people at home
in the evening is the Internet.

Newspaper websites, as the dominant site in their markets, are in the best position to
capture these advertising dollars.

An increased focus on advertising features in the evening would seal the deal.

Of course, we believe this is just a first step. This is the beginning of a new conversation in
online newspaper publishing — one that embraces audience shifts based on time of day and
selling advertisers on daypart strength rather than inventory.

It’s clear that online newspaper users are avid online users and depend on newspaper sites for
news and advertising. They continue to rely on printed newspapers for advertising but see the
Internet as a key influencer of purchasing decisions — both business and personal. While TV may
enjoy its own primetime at night, the Internet has its own — during the workday, when no other
media can rival its reach — with online newspapers well positioned to own that daypart. And TV
now has a rising competitor for nighttime audience: the Internet.

Online newspaper users also have exposed a key to increasing their reliance — and satisfaction —
with local digital media products. By embracing daypart programming, online newspapers can
maximize their daytime use, build an afternoon audience and increase nighttime use — using
largely the same assets that already exist at online newspapers. The key is finding a balance and
design that conveys this message to users — testing concepts, designs and marketing materials —
while continuing to leverage the strength of such core assets as news and classified ads.

One thing is clear: The online newspaper industry’s work in this field is just beginning.
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Appendix A
Dayparting: Study Methodology

Data in this study was gathered via online-intercept surveys launched from the homepages of
nine online news sites in eight distinct geographic markets. The survey invitations were random,
with an N-value based on the online newspaper’s site traffic. Survey participants — and those
who declined — were cookied, so that they would not be intercepted again. Only responses from
participants18 and older were included in the final report. Different N-values were used
dependent on daypart to ensure a fair sampling of nighttime users. Sites participating in the
survey were self-selecting but were limited in number to accommodate a rapid deployment.

The survey consisted of 35 questions, including seven demographic questions, and took an
average of 15 minutes to complete. Surveys launched October 15, 2002, and completed
November 8, 2002.

National/net percentages shown in this report do not include responses from GazetteOnline.com
or NandoTimes.com, because these sites are unique and incomparable to free-access regional
newspaper sites. GazetteOnline.com is a paid-subscription site accessible only to paying
subscribers; NandoTimes.com is an international news site.
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MORI Research
About Us

Minnesota Opinion Research, Inc, (MORI) is a national leader in media research and consulting.
For more than 20 years, MORI has helped newspaper, broadcast, magazine, advertising and
interactive-media companies increase readership, boost advertising revenue and develop
successful growth strategies. We conduct primary, proprietary research for small, medium and
large companies, provide ongoing project-based consulting and initiate industry-oriented studies
for such organizations as the Newspaper Association of America, American Society of
Newspaper Editors and AARP. We would appreciate your feedback on this report. E-mail Rusty
Coats, Director of New Media, at Rusty Coats@MoriResearch.com.

MORI is located at Three Paramount Plaza, 7831 Glenroy Road, Suite 450, Minneapolis,
Minnesota, 55439. The telephone number is 952.835.3050.

In addition to this report, MORI Research is also presenting this research at several newspapers
and media companies for a small fee. These presentations include a half-day of strategic
discussions regarding dayparting and the opportunities for your business —both now and in the
future. Most importantly, these presentations include research-based recommendations that can
be implemented immediately to harness the potential and profitability of dayparting. It also
includes professionally produced PowerPoint slides to be used for sales and marketing collateral.

To request an on-site presentation or to participate in future dayparting research, please contact
us at 952.835.3050, or visit us online at http://www.moriresearch.com.
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