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“MAY AAM BE WITH YOU” 

How AAM Can Support Newspapers with Brand Empowerment 

 



 A Look Back in Time- 1977 

• Apple introduces Apple II the first personal computer 
with color graphics 

 

• Four Main TV Stations:  ABC, NBC, CBS & PBS 

 

• Phones were Just Phones and Used Land Lines 

 

• 1st Star Wars Movie Released 

 

• Common for Newspapers to have both Morning and 
Evening Editions 

 



Newspaper Challenges Today: 

• Grow Newspaper Revenue and Audience in a 
“Touch Of a Button World” (Media Wars) 

 

 

• Oh and by the way….. Do more with Less 

 

• How Can AAM Help??? 

 



Overview-Brand Empowerment 

• The Foundation of AAM 
 

• The Power Behind AAM (Media Intelligence Center-MIC) 
 

• Open Access 
 What Does Open Access Mean to AAM/CAC Members 
 Unleash the Power of the MIC 

 
• Measuring Value:  What Metrics Do You Want To Emphasize Your 

Brand View? 
 What Do Media Buyers use to measure your audience value? 
 Paid Vs Qualified Vs Verified 
 Affiliated Publications 
 Digital Access 
 Cross Media Metrics 

 

• Sale Opportunities:  Expanding Your AAM Data Profile 



The Foundation of AAM: Motto 

 

AAM’s Motto:   

To Transact with Trust:  Help 
Buyers Buy and Sellers Sell 



Our Mission: 
Facilitate Commerce 

 
 
 
 
 
 

Provide relevant, trusted actionable 
information to the media marketplace. 
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The Foundation of AAM 

• AAM Has been around since 1914 

 

•  AAM connects North America’s top 
advertisers, ad agencies and , media 
companies  and platform providers 

 

•  AAM provides its members trusted media 
analysis across all brand platforms, print, web, 
mobile, social media, and more….. 



IM Services Merge with AAM 

• Effective June 2014, IM Services Group 
merged with AAM 

• Merger created a leading independent digital 
service provider that helps address client 
issues with  interactive advertising such as 
unseen ads, illegitimate clicks, fraudulent 
traffic etc. 

• AAM/IM Service clients include:  Yahoo!, AOL, 
eBay, Pandora, just to name a few 



CAC Acquisition 

• AAM acquired Certified Audit of Circulation (CAC) in 
the Fall of 2012 

 

• No difference in cost between AAM Vs. CAC 

 

• CAC members have been integrated into AAM’s 
database 

 

• All CAC Newspaper members began quarterly filing 
effective with the June 2015 quarter 

 



The Power of AAM’S Data Base: 
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The Future of MIC: Adding More Power 

 



The Future of MIC: Adding More Power 



The Future of MIC: Adding More Power 



Open Access:  Unleash the Power 
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Open Access:  Unleash the Power 

• ALL AAM/CAC Members have Open Access to the MIC 

• Searchable data and analysis tools  

̵ Research publications and verify claims  

̵ Monitor competition  

̵ Build media plans, presentations and proposals  

̵ Conduct market analysis  

̵ Define market penetration 

 Save yourself time! 



Open Access:  Unleash the Power 

• Use the Tool Bar on Left side to Customize your search 

• Search by Circulation, City, Parent Company, etc. 

 



Open Access:  Unleash the Power 

• Use the Search By Bar to customize search: ZIP 
Codes, City, Member Name, Etc. 

 



Open Access:  Unleash the Power 



Open Access:  Unleash the Power 

• The Power of the Newspaper Analyzer 

 



Open Access:  Unleash the Power 

• Analyze either Quarterly or Audited Data (Executive Summary, 
Print, Digital, ZIPs, etc.) 

• Export to Excel for further analysis 



Open Access:  Unleash the Power 

• Sign Up for Report alerts ( Your data or 
competitor data reports) 

• Save Your Filters 

 



Open Access:  Unleash the Power 

• Ongoing Basic Training Seasons for MIC 

• Customize Training  

One on One Training 

Group Training 

Jenni.Anderson@auditedmedia.com 



Measuring Value 

• Flagship Newspaper  
 Circulation units  

 Home delivery, single issue sales, Business Traveler-hotels, business distribution, 
Qualified-residential requests vs. Verified-samples, public access 

 Digital editions paid for or accessed 
 ZIP code level analysis 

 

• Other print – Affiliated Publications 
 Circulation units – Print and Digital Editions 

 Home delivery, single issue sales, Business Traveler-hotels, business distribution, 
Qualified-residential requests vs. Verified-samples, public access 

 ZIP code level analysis 
 

• Readership- Readers and reach in market 
 

• Cross Media Metrics (Web activity, Social Media, etc.) 
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Q: What metrics do media buyers use to  
determine your audience value? 



Home Delivery Metrics Summary 

• Home Delivery 
Category Requirements Address known? 

Paid • Payment of one cent, net of 
considerations. 

Yes. 

Qualified - Requested • Residential delivery 
• Opt-in  
• 12-week minimum term 
• Delivery addresses 

Yes. 

Qualified - Targeted • Residential delivery 
• Opt-out 
• Address specific route lists 

Yes. 

Verified  • Residential delivery-Home 
Delivery Market Coverage 

No. Only general 
distribution area 
(Detail Routes Maps 
must be available) 



Single Copy Metrics Summary 

• Single Copy 

Category Requirements 

Paid • Payment of one cent, net of considerations 

Qualified – Retail/Business • Non-residential delivery to retailers or 
other established business locations 
(hospitals, restaurants, etc..) 

• Request or agreement with retailer or 
business exists and available for audit 

• Distribution is recurring 

Verified – Racks & Other Distribution 
(Events, Kiosk) 

• Non-residential delivery 
• Distribution locations 



Measuring Value: Affiliated Publications 

• Effective October 1, 2014 

̵ Re- labeled as an “affiliated publication”. 

̵ “Edition of” phrasing no longer required. 

• Affiliated Publications 

̵ Any newspaper or periodical you publish 

̵ May be any frequency (weekly, daily, monthly, etc.) 

̵ Reflects own averages for its frequency 

̵ Reporting will show: 
̴ Total circulation for primary AAM newspaper 

̴ Total circulation for each affiliated publication  

̴ Combined total. 

 

 

 

Contact 
Client 

Solutions 
Prior to 

Reporting 
 



Affiliated Publications Example 

 

 

 



Digital Replica Vs Non-Replica 

• Digital Replica: 

̵ Consistent with the print edition in layout 

̵ Consistent with editorial & advertising content 

̵ It may exclude FSI (Free Standing Inserts) 

 

• Digital Non-Replica:   

̵ Consistent in character of the print edition 

̵ Editorial Content Same as print 

̵ Advertising may differ 

 

 



Digital:  Paid Circ Units  

• Three options to qualify paid digital circulation 
units: 
1. Paid Digital Only  

2. Incremental pricing, or  

3. Recipient usage  

 

• Key Points: 
̵ Only issues actually accessed are eligible as 

circulation units if incremental pricing isn’t presented. 

̵ Applies to paid and qualified circulation 

̵ Daily usage reports needed. 

 



Digital:  Qualified 

• Qualified Digital Units: 
̵ Subscription 

̴ Registration and Activation (or download and 
open) 

̴ Day of Access 
 

̵ Educational Copies (NIE) 
̴ Order and affidavits from teachers/school 

 
̵ University Copies 

̴ Access for each issue and tie to student status 
 

̵ Employee Copies 
̴ List of employees and proof it was made 

available 
 

̵ Retail/Business 
̴ Digital only permitted for libraries 

 



Measuring Values- Cross Media  

̵ Cross Media Metrics: 

 

 Website analytics 

 

 Mobile apps 

 

 Social Media 

 

 E-newsletters 
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Cross Media Metrics 

• All cross media metrics are optional, but help 
you tell a smarter, more complete brand story. 

• Monthly totals 

• Analytics vary by platform  

• Website, apps, social media, etc. 

• Can access the Cross Media Metrics 
Application through Quarterly Filing Tool 



Measuring Value:  Cross Media:  What Metrics can 
we Report?  

• Web Traffic  
̵ Monthly Unique Browsers  
̵ Weekly Unique Browsers 
̵ Daily Unique Browsers 
̵ Page Views 
̵ Visits 
̵ Visit Duration 
̵ Unique Browser Duration 
̵ Top URL’s 

 
 

• Mobile Web Traffic 
– Monthly Unique Browsers  
– Weekly Unique Browsers 
– Daily Unique Browsers 
– Page Views 
– Visits 
– Visit Duration 
– Unique Browser Duration 
– Top URL’s 

 
 

• Mobile/Text Alerts 
– Sends 

– Subscribers 

 

 

 

• Mobile Applications 
– Unique Devices 
– Page Impressions 
– Visits 
– Visit Duration 
– Downloads 
– Subscribers 

 
 
 

• eNewsletters 
– Sends  
– Receives/Delivered 
– Bounces 
– Subscribers 
– Opt-Ins 

 
 
 • Social Media 

– Facebook Fans/Likes 
– Twitter Followers 
– LinkedIn Connections 
– Foursquare Followers 
– Tumblr Users 

 
 
 

  Metrics  

Auditable Products  Reach Volume Engagement 

Web Traffic Unique Browsers Page Impressions Visits, Visit Duration  

Mobile Web Traffic  Unique Browsers Page Impressions Visits, Visit Duration  

Mobile Alerts Subscribers Net Distribution  Opens 

Apps  Downloads Page Impressions Visits, Visit Duration  

E-Newsletter Subscribers Net Distribution Opens 

Social Media  Subscribers     

Print  Products Circulation Readership 



Sales Opportunities 
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• How else do you distribute your 
publishing brand’s content? 

 

• Do you monetize these efforts 
(via ad sales)? 

 

• If so, what metrics are requested 
of your ad sales team? 

 



Expanding your AAM data profile 
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2015:  

Total Audience 
 

 

 

 

Circulation units 
• Print 
• Digital replica 
• Website 
• Smartphone app 
• Tablet app 
 
Other print reach 
• Community news 
• TMCs 
• Alternative  
• Foreign language 
• Entertainment 
• Local magazines 
 
Cross Media metrics 
• Additional websites 
• Mobile apps 
• Social media 
• E-newsletters 



Expanding your AAM data profile 
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2015:  

What will media buyers see via AAM? 

OR 



Illustrate Trends & Highlights 
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Add visual appeal to your AAM data. 



Illustrate Trends & Highlights 
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How much color do you want to show 
buyers? 

 

• Cover image only 

̵ Known as the ‘Standard CMR’ 

̵ Included with membership 
 

• Enhance the data within the report 

̵ Known as the ‘Enhanced CMR’ 

̵ Additional customized investment 



Quarterly Data Report 



Standard CMR 
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Illustrate Trends & Highlights 

http://auditedmedia.com/resources/newspaper-brand-reporting/standard-cmr-gallery/ 
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Enhanced CMR 
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Enhanced CMR 
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Be Part of the Power of  the MIC 
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Web 
analytics, 

Social 
media, etc.. 

Flagship 
Circulation 

Affiliated 
publications 

AAM’s Media Intelligence Center (MIC) 
How AAM gets your story in front of media buyers 

CMR portal: 
CMR & Quarterly Data 

Reports for all data filed 
in a three-month period 

Reports Library: 
CMR’s & Audit 

Reports 

Analyzer tool: 
In-depth searchable, 

sortable and 
exportable data 

analysis 



Providing One Source 

• Multiple metrics, multiple sources 
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Arm your ad sales team and media buyers 
with one source that enables buyers to 

transact with trust.  

The Alliance for Audited Media 



Resources Available 



Resources Available:  Client Solutions Contact 

Sandi Licking 

Client Solutions Manager 

Phone:   224-366-6342 

Cell #: 224-806-0333 

Email: Sandi.Licking@auditedmedia.com 



Questions? 


