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The last two years have brought an unprecedented shift in 
consumer behavior as the pandemic changed everything 
about the way we live, work and consume information and 
entertainment. Even as we regain some semblance of 
normalcy, things are still in flux—people are itching to go out 
and about more, but also remaining quite content with the 
comfort of home. 

With things still changing rapidly, having access to real-time 
news and information has become more important than 
ever. And despite remaining high news consumption over 
the last year, consumers still struggle to find sources they 
can trust.  

Perhaps that’s why this year, our in-depth look at consumer 
trends in digital publishing revealed an interesting 
dichotomy: consumers crave the reliability and validity of 
content they get straight from the publisher but also the real-
time, community feel of social platforms. They want 
interaction but in a safe, trustworthy environment.  

With consumers wanting the best of both worlds, new data 
reveals that publishers can learn a thing or two from the 
influencers and change-makers on social media to drive 
audience engagement, while leveraging the trust and 
reliability their audiences depend on. 

Introduction

Let’s be honest. Consumers 
want content they can trust. 
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Email is Still King

Between the ongoing pandemic, and social and political 
issues, Americans are still consuming more news than ever. 
Sixty percent say they watched or read more this year than 
they did last, and 1 in 4 say their habits haven’t changed - 
they’re still up from 2 years ago. And we’re seeing an uptick 
in usage across all channels, with more people turning to 
publishers’ websites, newsletters and news readers for 
content. 

Consumption Is Up Across all Channels
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The nearly 2X increase in publishers’ email readership 
confirms what many already know: Email is more important 
than ever, especially for publishers. Not only are people 
consuming more news and entertainment via this tried-
and-true channel, but they’re also checking email more. 
More than 3 out of 4 say they check email several times a 
day, compared to just two-thirds last year.  

That means publishers have a perfect opportunity to 
capitalize on this eager, engaged audience. 

This Year Last Year
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Trust Reigns Supreme

One of the reasons email is so important is because audiences are desperately looking for sources they can trust. The 
most relied upon source for news is publishers’ websites, which 97% of users consider to be trustworthy.  

But the truth is they don’t have a lot of other good options. Among those who say they get news from Facebook,  only 
1 in 5 say Facebook is very trustworthy, with nearly 40% of users saying it’s not trustworthy at all. Twitter fares only 
slightly better, with 24% of users saying it’s trustworthy and nearly 55% who are a bit skeptical. Clearly publishers have 
the upper hand when it comes to trustworthy content. So, let’s talk about how to use it to your advantage!

Very Trustworthy Somewhat Trustworthy Not Trustworthy I don’t see news on this platform
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Facebook

YouTube

Twitter

LinkedIn 26% 52% 7% 15%

24% 55% 16% 7%

18% 55% 16% 11%

13% 44% 37% 5%

12% 46% 26% 15%

12% 40% 36% 13%
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While the content on social media may not be trustworthy, publishers can learn from the strategies that drive its 
appeal. Taking a page or two from the social media playbook can give audiences the best of both worlds.  

Here’s what social gets right, and how publishers can leverage these strategies to grow audience engagement and 
revenue. 

Credibility + Community = A Winning Formula for Publishers

1) Build Loyalty

Curiously, so many people still use social media, even if 
they don’t trust it. So, what’s the secret? Loyalty. While 
loyalty is different from trust, it’s certainly built on it. 
Consumers have to feel confident that what they get 
from publishers is reliable and valid to keep them 
coming back. 

Publishers have a ripe opportunity to cultivate loyalty 
by leveraging the trust consumers have in their 
content. Millennials—perhaps the most stereotypically 
skeptical generation—are especially reliant on 
publishers’ websites, apps and newsreaders to get 
information. That means publishers already have their 
attention. Now they must implement ways to keep 
them coming back.

Email can be a powerful tool for keeping users 
engaged. Over 60% of those who subscribe to news 
publishers’ emails say they do so because they’re 
already reading the content on the site. And for 
evergreen sites (like recipes and lifestyle media), it’s the 
main reason over 56% subscribe.  

If you’re not already engaging visitors with email, now is 
the time to get started. Effective email newsletter 
strategies can help publishers leverage the trust and 
interest audiences already have in your content to drive 
organic traffic, and increase pageviews and revenue.
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2) Personalized Content is Key

But simply blasting out one-size-fits-all content won’t 
do the trick. Consumers expect more from digital 
publishers and have little patience for irrelevant 
content they don’t care about. They want content that’s 
relevant and relatable. 

In fact, our data shows an increasing interest in 
personalization year over year. Now, a full two-thirds 
say they’d be more likely to subscribe to publishers’ 
emails if they knew content would be personalized to 
their interests, up from just over 60% last year, and 59% 
say they want personalized web content, as well. 

And consumers seem more willing to share their 
personal details in order to get the personal experience 
they want. More than half say they want emails 
personalized based on their behavior, interests, 
location or birthday, up nearly 21% over last year.  

Personalization doesn’t only entice them to subscribe—
it also plays a big factor in whether they actually read 
the content. Nearly 1 in 4 respondents say they read an 
email newsletter because the content feels like it was 
written just for them, and this is especially prominent 
among younger subscribers (Millennials and Gen Z).  

The good news is that consumer feedback indicates 
publishers are getting better at delivering the 
personalized experience subscribers expect. While 
“irrelevant emails” are still a frustration for around one-
quarter of subscribers, that’s down from nearly 35% last 
year. And fewer email subscribers complain about 
getting too many emails. 

So, keep up the good work!
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3) Appeal to Consumers’ Desire To

While the majority still say they prefer ad-supported 
free content than paying for it, a fast-growing number 
are willing to pay. The number of users who pay for 
email subscriptions has doubled over the last year, and 
the number who pay for digital publication 
subscriptions has grown by 80%.  

It seems the main reason is a strong desire to support 
the mission. Nearly half of those who pay for a 
subscription explicitly say they do so to support the 
organization—up nearly 60% from last year.

The good news is that publishers can have the best of 
both worlds. By implementing a hybrid revenue model 
that combines paid email subscriptions with ad-
supported emails, publishers can offer their audiences 
the opportunity to support their mission while also 
giving brand partners the chance to reach these highly 
engaged audiences. Of course, ad personalization is 
still essential to drive maximum engagement, trust and 
loyalty among audiences.

Support the Mission

More Are Willing To Pay for Subscriptions
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Even better news, user feedback shows publishers 
have an opportunity to extend their one-to-one 
relationship with subscribers to other messaging 
channels as well.channels, as well. Millennials especially 
are interested in receiving messages via other channels 
like WhatsApp or Facebook Messenger—of course, 
with permission (opt in), and as long as the content is 
timely, personalized and relevant (we’re sensing a 
pattern here…).  
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4) Create a Sense of Community

One of the things social does really well is create a community where individuals can come together to discuss and 
engage over content they care about. During the pandemic, it seems this has been especially valuable as 
consumers still remain somewhat isolated and lonely.  

In fact, readers of publishers’ websites overwhelmingly want social-style features like the ability to comment, share 
and discuss content, and many say they’d participate if those features were made available. This is especially true 
for evergreen sites, and many respondents say emails that notify them about new postings is or would be a handy 
feature. 

While we know these features can be risky—it requires careful moderation to maintain civil discussion—this desire 
for engagement suggests a huge missed opportunity for publishers who aren’t offering this sense of community.
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For publishers, engaging audiences with personalized 
content that appeals to their interests, creates 
community and drives loyalty can be extremely difficult. 
Most publishers are struggling with limited staff 
resources and budget, and even those that do have 
deep pockets also have the biggest audiences to 
address. 

That’s why deploying an artificial intelligence (AI) 
strategy is essential for delivering the experience 
consumers expect. By using AI, publishers can 
implement their own first-party data strategy to track 
user behavior, curate content and deliver the content 
users want, when they want it and are most likely to 
engage.  

Curating and distributing personalized content through 
automation is the only way publishers can succeed at 
putting the social platform playbook into action to give 
audiences the experience they want with the content 
they can trust.

At Jeeng, we’ve been helping publishers create those 
unique, personalized experiences since 2020 with 
automated, personalized messaging and personalized 
email advertising that drives audience engagement and 
revenue. 

If you’re ready to be a game-changer, get in touch to 
see how we can help!

Putting AI Into Play
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Visit www.jeeng.com for more information.

http://www.jeeng.com

