News Media Performance: A Survey Study

Mary Callaghan, Ph. D. Chair  Business-- Argosy University, Chicago

Kenya N. Floyd, DBA Student -- Argosy University, Chicago
Bharat S. Thakkar, Ph. D., Assoc. Prof. Business -- Argosy University, Chicago

ABSTRACT

This survey study considers the complexities of market segmentation as applicable to consumer age segment market models for news publication.   The authors propose a matrix model for news content media assignments.  The paper asserts that news media capacity and news content type are appropriated determinants of news delivery channel assignments per stratified public interest.  In formulating the matrix model the authors engage qualitative observations concerning media characteristics.  For the purposes of this study, survey outcomes were subjected to statistical analysis as a means to test for correlation between media performance factors and age segment market preferences.  The piloted survey instrument posed queries regarding: 1. News content recall per media channel and 2. News content classification tendencies—among the U.S. age market segment for ‘Generation X’ (individuals ranging from 30 to 40 years of age).  This study’s piloted survey outcomes imply that factors impacting media performance are a basis for assigning delivery modes per news content type.  Findings presented herein are significant as related studies have uncovered that content reach (i.e., performance) is a major basis for attracting advertising revenue.  The authors conclude that their findings merit further investigation in consideration of application across various market segmentation models.
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