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Agenda

Colorado Media Project timeline

Secondary research 

Empathy interview insights and “how 
might we” statements

Community interview themes 
and learnings
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Where we are in the process
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• Defining existing 
successes/failures in the 
local news markets

• Defining the current 
Colorado media landscape

• Identifying gaps or needs 
for the Colorado
news audience

• Conducting 10-12
empathy interviews 

• Synthesizing interviews to 
determine opportunity 
areas for CMP

• Designing prototypes
with fast iteration and
user feedback 

2 weeks 2 weeks 6 weeks

Secondary research Primary Research Prototyping Imple-
mentation

Quantitative survey

Today
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Six dimensions to frame the research

Business 
Model

Free (Ad)
Pay-per-view

Freemium
Metered

Subscription

Geographic 
Focus

Neighborhood
City
State

Region

Audience

Age
Culture
Niche
Etc.

Content
Role

Aggregator
Curator
Editor

Creator

Topic Focus

Politics
Sports

Business
Lifestyle
Activism

Digital Format

Text
Audio
Video
Blend
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Identified several insights to test through primary research by leveraging the 
six dimensions framework and secondary research

Dimension

Geographic Focus

Topic Focus

Content Role

Digital Format

Audience

Business Model

Insight

Decline in local news has led to "news deserts" across the US, driving increased 
investment in local media at the national level

Preferred local news topics differ by age and ethnicity. Local news interest 
specifically increases with age

Consumers place higher trust in local news content when they are familiar with the 
source—such as a news organization website or app—as opposed to social media

There is widespread digital adoption for local news consumption, however, there are 
many available formats, each with higher traction among certain segments

Philanthropic or local funded models are becoming increasingly common in 
supporting a sustainable local media model

Users aged ~18-40 are the most likely to pay for digital news, and have lowest 
barriers to adopting digital formats
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Interviewee archetype

Attribute Parameter �Rationale

�Age 18–44 Age range with the highest willingness to pay, digital 
fluency and increasing willingness to pay

Employment Employed Hypothesis that employment/income necessary to have 
a willingness to pay for local news

�Region Front Range (4), Western Slope (4), 
Mountains (2)

Achieve a breakdown of interviews that represents the 
average population distribution of Colorado

Residency Lived in Colorado
for 2+ years

Hypothesis that 2+ years accounts for the time it takes 
to become settled and invested in a local community 
and local news 

�Education N/A Enable diversity of perspectives 

Ethnicity/
Gender/Race

N/A Controlled to be representative of Colorado
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Interviewee archetype 
represent more than

one third of
Colorado’s population

Interviewee archetype is the 
largest and fastest growing 

age range for digital 
news subscribers

Interviewee archetype age 
group is motivated to 

subscribe by a desire to 
support local news

Archetype selected due to large age range, high willingness to pay and 
potential for conversion due to lower local news consumption habits

Large potential 
population High willingness to pay Untapped local 

news consumers

Source: US Census Bureau; Media Insight Project: Paths to Subscription: Why Recent Subscribers Chose to Pay for News February 2018 
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10 empathy interviews conducted to ensure targeted, quality and in depth 
conversations

Targeted audience to allow 
for segment deep dive

Limited number of 
interviewers for quality and 
consistency

Prioritize depth over volume
of interviews
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Over eight days …

�cities across 
Colorado

�5

�interviews
�10
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Interview and Synthesis Process

Interviews 
conducted and 
documented

Identified facts
and assumptions Grouped by theme Chose top insights Developed HMW 

statements

54321
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Insight 1: Interviewees and Quotes

Program Manager, Aspen Institute
• Age: 29
• About Chloe: Grew up in 

Connecticut and loves getting 
outside

Chloe—Aspen

Seamstress, self-employed
• Age: 26
• About Vivian: Originally from Hawaii 

and spends a lot of time listening to 
radio and podcasts

Vivian—Littleton 

�Chloe has to stay up on the hot issue of 
the day to feel that she is valuable at work 

and among coworkers

�“If there’s an argument back and forth 
[between friends] you have to be able to 
prove what you're saying and if you don’t 

have a phone on you, no one will 
believe you”

�Vivian
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Insight 1

Social capital is a primary motivator for news 
consumption
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How Might We …

HMW give someone the news they need to feel confident and smart in 
their social circles? 

HMW give someone the news that makes them feel like a trendsetter 
when they are talking about news with their peers? 
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Insight 2: Interviewees and Quotes

Para-Professional
• Age: 26
• About Natalie: Getting her 

teaching license through 
Boettcher Program

Natalie—Durango

�Real Estate Agent, Firefighter
• Age: 35
• About Mike: Grew up in Littleton, 

went to CU Boulder, works in
CO Springs

�Mike—Denver/Colorado Springs 

�Primarily uses phone and radio for news 
consumption as they both are easy to 

incorporate into her routine 

�“I use the 9 News app out of habit more 
than anything else… It is so easy to pick up 

the phone and look at stuff”

�Mike
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Insight 2

People feel that news is entertainment that doesn’t 
feel like a waste of time
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How Might We …

HMW make local news as addictive as Angry Birds?

HMW make local news as attractive during leisure time as national news?
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Insight 3: Interviewees and Quotes

IT, Montrose County Gov’t
• Age: 34
• About Matthew: Former military, 

wife, 5 year old child

Matthew—Montrose

Program Manager, Aspen Institute
• Age: 29
• About Chloe: Moved to CO 7 years ago 

from Connecticut, loves to read

Chloe—Aspen

�“I want to be able to see what my state 
representative and senator are doing, this 
last session they passed a bill and that was 

pretty cool to see”

�Matthew 

�“If I’m being honest I just don’t think 
Colorado news would be that interesting, 
�I don't know why, a shutting down of a 

national park on the front range for 
�a day, eh I don’t care”

�Chloe
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Insight 3

Statewide news is not as directly impactful as local 
news, but also doesn’t deliver the heightened 
identification that national news does. 
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How Might We …

HMW make people identify with statewide news the way that they do 
with national news?
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Insight 4: Interviewees and Quotes

Recent Grad, Tech Consultant
• Age: 24
• About Chris: Loves park days and 

social justice events

Chris—Denver

Real Estate Agent, Wyndham Resorts
• Age: 32
• About Jen: She has lived in CO for the 

last 8 years, originally from DC area

Jen—Steamboat

�“There is real value in conservative 
counter weight opinions for our 

democracy, I wish we could bring things 
back to civility and that I could appreciate 

this perspective more”

�Chris 

�“There needs to be a group in the middle 
that's committed to presenting both sides”

�Jen
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Insight 4

Getting outside your bubble can be more trouble than 
it’s worth
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How Might We …

HMW help people get outside of their bubble by making a source they 
disagree with trustworthy?

HMW help people get views outside of their bubble without creating 
conflict for them with their friends?



22

How Might We … Insight 1

HMW give someone the news they need to feel confident and smart in 
their social circles? 

HMW give someone the news that makes them feel like a trendsetter 
when they are talking about news with their peers? 
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How Might We … Insight 2

HMW make local news as addictive as Angry Birds?

HMW make local news as attractive during leisure time as national news?
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How Might We … Insight 3

HMW make people identify with statewide news the way that they do 
with national news?
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How Might We … Insight 4

HMW help people get outside of their bubble by making a source they 
disagree with trustworthy?

HMW help people get views outside of their bubble without creating 
conflict for them with their friends?
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The Four “How Might We” Questions (HMW)

HMW equip a politically opinionated Colorado 
resident who wants to be exposed to different 
perspectives to trust a source with a
differing viewpoint?

HMW 1

HMW encourage a Durango citizen who primarily 
reads their local news to identify the direct 
relevance and value of statewide information 
and stories?

HMW 3

HMW make it easier for the busy Coloradan with 
a full time job and family who currently 
consumes news passively to fit relevant and 
interesting news into their existing routines?

HMW 2

HMW 4

HMW enable an engaged, Colorado young 
professional with work and social circles that 
value being perceived as informed to more 
efficiently understand detailed content?
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15 Papers, sites, stations

23 Reporters, editors, publishers, broadcasters

500+ Combined years of media industry experience

ONE Big question … What is the future of journalism in colorado?

Andrew Elliman | aelliman@gmail.com 

Community Interviews
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Editorial

Andrew Elliman | aelliman@gmail.com 

Traditional
Philanthropy Audience Advertiser

Includes Grants, endowments, 
large-dollar donors

Subscriptions, memberships, 
small-dollar donors

Sponsorships, ad space, 
branded content

Pros Large capital influxes, 
longer runways

Broad audience base won’t 
churn en masse

Hyperlocal, niche-interest 
easier to sell ads against

Cons Philanthropy is fickle, 
funding can disappear

Loyalty hard to build, 
engage, maintain

Hyperlocal, niche-interest 
harder to scale

Bottom Line: Local media outlets can not become overly dependent on one single revenue 
stream, and should also explore experimental products and models. 

Experimental
Models Products

Blockchain, joint operating agreements, 
community information districts, employee stock 
ownership plans

Special events, white label tech, marketing 
analytics reports, misc. consulting 
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Business

Andrew Elliman | aelliman@gmail.com 

Observations

Region Statewide Hyperlocal

Interest General Niche

Style Formal Conversational

Audience Static, passive Dynamic, engaged

Analysis
Possible Problems Potential Solutions

Reporters Loss of newsroom culture, 
collaboration, mentorship Co-working spaces, open 

newsrooms, advertising cooperative, 
cost efficiency management

Publishers Niche audiences = 
niche revenues

Publishers Decentralized platforms, 
fragmented information

Content aggregation backed by 
strong social media presence


