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Gannett’s merger with Gatehouse Media makes it the largest media company in the USA but with a significant decline in paper publications, future growth will need to address major digital transformation challenges to compete with the likes of Facebook and Google. With Gannett’s huge market segment and domestic footprint in regional dailies, right up to national papers, Gannett aims for growth in the local advertising market with focus on media and marketing solutions, with a commitment to strengthening communities across its network.  Cost savings across its business following the merger have aimed to increase its ability to compete in the market, whilst also sustaining local journalism across the country and enhance the services the provide to small and midsized businesses.
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Gannett Company is a mass media holding company in the USA, with its headquarters in Virginia, Washington, D.C. Gannett Co. is the largest newspaper publishing company in the United States as per daily newspaper circulation in the country and owns several newspapers, including smaller regional papers, and the national newspaper USA Today. In 2015, the company split to form two public companies whereby one focused on publishing and newspapers, and the other focused on broadcasting. In this case, the broadcasting company changed the name to Tegna, whereby it owns around 50 TV stations, while the newspaper company maintained the name, Gannett. In 2019, Gatehouse Media merged with Gannett, which resulted in the emergence of the largest newspaper company in the United States. The merge adopted the name of Gannett and chose Mike Reed as the CEO and the deal created the largest newspaper company in the country and aimed to reshape the media. The company has maintained a good position in the market through various strategies and market approaches as well as coping with the technological changes, regulations, consumer dynamics, and digital era (Mays, 2006).
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According to a study done by researchers from the University of North Carolina, Gannett owns one in five daily newspapers in the U.S. Acquisition of Gatehouse by Gannett, a cash-and-stock transaction valued at around 1.2 billion dollars, the combined company aimed to get annual savings of $300 million (Schulte, 2018). With a decline in in revenue from daily publications and the traditional print advertising being impacted by the strength of Facebook and Google, Gannett need a new strategy to try and expand on the digital business. Reed, who took over as the CEO of the newly combined company placed Paul Bascobert as CEO of the Gannett subsidiary. With a background in e-commerce and media, it was a clear step in the right direction to try and improve Gannett’s digital transformation and avoid the overreliance on a declining print media market.  In Jan 2020, Bascobert was also eliminated as part of the streamlining of the business operations, with Reed assuming his responsibilities (Brinkerhoff and Guynn, 2020).

In a speech by the now former CEO of Gannett, Paul Bascobert, he said they aimed to connect, secure, and celebrate local communities. The success of digital firms such as Yelp and Angie’s List has targeted local markets and with Gannett’s existing strength in regional dailies, this move made sense. Although the aim was to try and avoid cuts to the frontline reporters, the industry has been struggling for years with the competition against digital media. Research done by Pew Research Center shows that 25 percent of newsroom employees were stopped in a period of 10 years between 2008 and 2018 (Van Gent, 2019). Before they merged to dominate the market, both companies had laid off several employees in the past years (Chiou, 2013). 

As Mr. Reed and Mr. Bascobert spoke with New York Times in USA Today, they revealed that the savings they thought of were amounting to 8% of the year costs. They added that the goal is not overwhelming but highly achievable. However, News Guild President Bernie Lunzer said that they would continue demanding the merged companies to fund high-quality journalism. This pushes the company to maintain the high standards in offering its services according to the agreement (Medina, 2020). Through his approaches to make the company successful in the competitive market, Mr. Reed said that he would make decisions on the newsroom regarding the information that tracked interest of the reader and journalists' output. 

Mr. Reed knew that the Guild would not accept the stats-based method towards newsroom management. That is one big inefficiency the company faced to strategize in their market plan. The only method they could support the general newspaper industry is cutting costs. Subscribers reduce, and advertisers pay less. However, the merger was faced with queries such as what it meant for the newspaper industry, which is considered critical to democracy can be overwhelmed by few corporations, whereby most of them are focusing on financing instead of covering news. 

Gannett's USA Today is a national newspaper that most content focuses on resonating across America. Its content is more on featuring human interest stories compared to other newspapers such as the New York Times and Wall Street Journal. Most subscribers of the newspaper still prefer hard copies only. Even though readership was comparatively strong, more improvement and modernization are still relevant, and there is room for that (Shaw, 2007). The company hired both new Chief Revenue Officer as well as Chief Content Officer. It went on and built an advertising studio that is internal and native and is known as GetCreative (Brown, 2019). The studio approach was meant to accelerate the advertising revenue development as well as digital content ability in local and in USA Today. Furthermore, the company got ReachLocal, a digital marketing service that was meant to be a local product suite of the company, making it expand its reach to more customers through local digital advertising.

With the company's brand attracting a wide range of readers, it makes them a crucial partner to advertisers with both online and print forms. Even before the merger, Gannett's critical aim was to increase the marketing business, which was a central to its strategy with significant potential in development in the digital advertising arena (Kwasnik, 2018). To put this opportunity into practice, the company redeveloped the business to consumer strategy with advertisers as they look for better ways to excavate and employ audience data. The company’s CFO Engel stated the encounters related to digital revenue models. Acquiring trustworthy data from advertising and page views can be hard. Digital advertising rates are said to be lower compared to traditional print publishing advertising rates. Digital ads are being blocked by upcoming software such as ad blockers and privacy apps. From this challenge, it is challenging to reach profitability with digital advertising alone. The market currently is being driven by the dominance of revenue sharing and in-kind partnership models.

Gannett invested a lot in establishing a content strategy grounded on the segmentation of the audience to enhance their ways of reaching and engaging their audience. The main audience of the company is called "In the Know," whereby they are the news junkie’s readers and daily readers making a crucial part of the company's audience. The others are known as "Know the Score," which is made of the readers of sports. These readers of sports make a significant part in the readers of Gannett's pages (Kosterich, 2020). The company is focusing on adding another group of "Family Forward," which will involve homemakers as well as parents who require activities, news on finance, and parenting information. However, the company is as well looking forward to readers who need to know how to spend their free time and those interested in celebrities.
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Every audience segment requires a particular kind of information that is covered as well as a reading experience. Through that way, a room for Gannett to expand and reach the targeted audience will be created as well as native advertising platforms such as targeted sponsored information and better-embedded ads. Gannett has made it through various strategies and approaches, whereby it is currently the largest newspaper company in the United States. Being the owner of a national newspaper USA Today, it targets all kinds of people to get their attention and build its audience. Putting into consideration the high growth in online news, the company developed an online advertising platform to cope with the competition. Unfortunately, there is an emergence of software and privacy apps, which limits digital ads and prevents the company from being able to rely heavily on online advertising as a more profitable method, compared to the traditional approach of printed publications. More approaches and methods are underway to ensure the company continues to thrive and grow. It is trying to fix the USA Today to ensure it meets all people's needs in a wide range from normal news updates of the country, sports, parenting, finance and range of lifestyle features.
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