
From examining the state of marriage to compiling a list of the funniest family vacation stories, 
Reader’s Digest has a found a way of continuously reaching their readers in the most sincere and 
thought-provoking ways. Whether you grew up seeing Reader’s Digest on the corner of your father’s 
night stand, like we did, or reading it in the waiting room at a doctor’s office, it is one of the few 
publications that hasn’t resorted to sensationalism to keep readership. Incidentally, this is the vision 
that drove founders, DeWitt and Lila Wallace to create a media property group in the first place; 
they wanted to bring only the very best and trustworthy content to readers. Trusted Media Brands, 
Inc. is known for their media publications, most recognizably Reader’s Digest, which was founded in 
1922. Under Trusted Media Brands are three prominent magazines, Taste of Home, Reader’s 
Digest, and The Family Handyman, that have a combined reach of nearly 40 million readers per 
month.
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“We’re so thankful for the Inner Circle, because it connects us with Taste of 
Home “super fans.” They offer truly valuable insights into their everyday 
lives—information we use to tailor our content to really fit home cooks. We 
trust them, and they trust us!
----
ELLIE MARTIN CLIFFE
SR. EDITOR, TASTE OF HOME



Trusted Media Brands publications are beloved staples to American and international households, 
where their enduring legacy is sustained by providing unbiased and stimulating content to audi-
ences of every demographic. Even still, Trusted Media Brands faces the same challenges that major 
media publications face today; how to stay relevant in a digital age of click-bait articles and disrup-
tive news media that are taking over print channels. Editors at Trusted Media Brands want to be 
closer to their readers and have a place where open-dialogue can be maintained. Babette Lazarus, 
Executive Director of Brand Insights at Trusted Media Brands speaks to what first drove their team 
to turn to a community insights platform. “Originally, we wanted a community to help increase 
response to editorial surveys as well as get access to customers who might serve as a ‘think tank’ 
for new content, formats, etc. Once we rolled it out, however, we realized that we had struck a 
rich vein of engaged consumers that are primed to share on just about any topic put before them.” 
They found that through the platform, 
readers genuinely wanted to interact 
with the brand and have used that to 
educate their entire team. “We now 
leverage the platform constantly for 
constituents across the company from 
editorial and advertising to product de-
velopment and digital innovation,” con-
tinues Lazarus. Reader’s Digest, in par-
ticular, is in the process of expanding 
and growing, and their “Inner Circle” 
community is a tool for helping them 
evaluate what articles and issues to run. 

THE CHALLENGE:

Dear Readers 
---------------•:•---------------

H ERE'S A QUIZ: Since 1988, Reader's Digest has interviewed every ma
jor presidential nominee except two. Who are they? Answer: Donald 
Trump and Hillary Clinton. It wasn't for lack of trying-Trump never 

responded, and Clinton canceled on us (though we're still trying for rd.com). 
The saga began when it became clear that the election would be a contest 

between two people with low favorability ratings, and I wondered: Did you 
even want us to cover the candidates? So, using our inner circle of readers 
at tmbinnercircle.com (please join!), I asked you. And surprisingly, three quar
ters said we should both interview and cover them-as real people. "It would 
be awesome to know how he or she acts with family and friends, not in the 
political arena," said one. "We need to get beyond rhetoric;' another advised. 

That's when we decided to do what RD does best: read though mountains 
of commentary and reportage by journalists and biographers from the right, 
left, and center for insights into these two living, breathing people. 

I think the result, "Who They Really Are," on page 102, reveals as much as 
or more than the thwarted interviews would have. From it, I discovered that 
he has been obsessed with nuclear issues nearly his whole life and that she's 
an avid Bible reader. One writer observes Clinton's lack of nation-changing 
accomplishments, while an attorney who worked for Trump recalls him being 
gleefully loose with facts. And I learned the deep-seated 
traits that make each so hard to know: Trump's performer 
mentality and Clinton's defensive need for privacy. 

I don't agree with every writer; nor will you. But 
each carries authority, and the collective chroniclers 
create the evenhanded portraits we all need more of. 

P.S. StartinK next issue, you'll get to know other 
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Genevieve Bonadonna, Director of Global Market Research at Trusted Media Brands attests 
to the new level of intimacy that having an online community platform has provided for their 
team saying, “The [client] testimonials from discussions and surveys are very detailed. It has 
reassured us that we know who are readers are. We’ve always enjoyed receiving letters to 
the editor, but through our community we can access their voice and receive rich dialogue 
that we simply didn’t have before.”  For example, Reader’s Digest has been running a series 
since 1988 that interviews the top two candidates for presidency every four years. This past 
election, the Trusted Media Brands team turned to their community to see if the series still 
held value. The discussion results were fascinating, showing that most readers wanted to hear 
more about the personal aspects of each candidate, rather than hearing campaign rhetoric. 
This type of feedback helps drive editorial content that is catered to reader’s wants and helps 
renew possibilities for future work.

Bruce Kelley, Chief Content Officer of Reader’s Digest speaks to the importance of their Inner 
Circle community saying, “They are a great group of brand fans who are virtually parked here 
in the office, ready to talk. We find it amazing and so helpful that we can walk into the ‘room’ 
anytime and ask for their reaction…” They have received feedback on everything from design 
concepts to editorial content, Kelley notes, “Inner Circle members were strongly influential in 
deciding many of our recent cover images and main cover lines. By having this ongoing rela-
tionship with a couple of thousands of our most engaged and digitally savvy readers, we feel 
much more likely to be successful and forward-thinking as a content brand.”

THE SOLUTION:



FUEL CYCLE is a mobile-first community platform for supercharging the relationship between 
brands and customers. From discussion boards and live chats to gamification and rewards man-
agement, FUEL CYCLE offers an easily customizable and robust solution for brands and businesses 
to build high-impact online experiences for their customers. FUEL CYCLE provides customer intel-
ligence for organizations across industries, including media & entertainment, consumer goods, 
financial services, healthcare, automotive and technology. Brand communities powered by FUEL 
CYCLE include ELLE, Hertz, UPS, AIG and more. 

ABOUT FUEL CYCLE:

In a time of constant media anxiety and disruption, readers are demanding transparency and 
honesty. Trusted Media Brands has faced these challenges head on for nearly a century and 
know that to maintain relevancy their content must fill an emotional space and need.  Through 
their branded online community, they have found a new level of intimacy with readers old and 
new and have a renewed sense of security in their voice and brand.  We are confident that 
Trusted Media Brands will continue to fulfill their promise of media integrity well into the next 
century and beyond. 

THE RESULTS:

“The feedback is higher quality coming from the “Inner Circle” panel compared to what 

we receive from Facebook followers. Inner Circle participants always come through for me 

when I am looking for content.” 

ASHLEY LEWIS | READER’S DIGEST

 “…Being here [Reader’s Digest] for a year, I actually can’t imagine leading the brand 

without having this almost instant access into the lives, opinions, and insights of our 

customer.”

BRUCE KELLEY, CCO | READER’S DIGEST




