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About NAA
• NAA is a non-profit organization 

representing the $55 billion newspaper 
industry 

• Primarily corporate newspaper 
memberships

• 4,300 individual Federation members
• TIMSS user since 2005



Where We Were, 2005

• Overestimating total Federation 
membership  by as much as 10%

• Overestimating retention rates by as 
much as 5-10%

• No reliable benchmarks for year-to-
year comparison



Step 1 – Reliable Numbers

• Created a standard query to give us 
consistent membership levels by expire 
month



• Weekly Expire and Actives Report 
(WEAR) now gives us quick look at 
membership levels week-to-week and 
year-to-year



Step 2 – Creating Renewal Efforts

• Conduct a test renewal run
• Verify accuracy of every name



• Developed Crystal query to create 
custom invoices and lists



• Crafted extensive grid to manage 
schedule



Step 3 – Collecting Response Data

• Use Market Codes to segment first year 
members from previous renewers 
during batch renewal process

• Manually add Market Codes to track 
response by retention effort

• Manually add Order Method codes to 
track response method



Step 4 – Reporting

• Developed a Crystal Query linked to our 
database which evaluates orders 
created through the monthly batch 
process.



• Track renewal and cancel rates by 
product, expire month, and first year 
vs. previous renewers.

• Track response data based on effort 
number and response method.

• Identify non-renewers for follow-up



•Weekly renewal reports summarize
results



What We’ve Learned

• 54% of our renewers pay from the first 
invoice

• 75% of our members mail in checks, 
despite our best efforts to push them 
to the Web



• 75% of previous renewers stay with us.  
Only 50% of first-year members do so.

• 25% of our memberships are outside 
our traditional December renewal base



What We’ve Done Since

• Changed our business rules so that 
memberships expire on an anniversary 
cycle, not just in December.

• Developed a mid-year retention 
process to address this group of 
members



• Started December retention process 
sooner

• Modified our schedule to provide 
enough time for check requests to be 
processed



• Initiated more outreach to first-year 
members including customer care calls 
to ensure benefits are being used.



• Cut off benefits sooner
• Tracked cancellation reasons – even if 

anecdotally
• Created more targeted marketing 

efforts



Post Script

• In June 2008 NAA completed a 
Strategic Planning Process

• New organizational focus but fewer 
staff to implement initiatives

• Impact on 2009 retention efforts TBD


