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The Problem:

Trusted Media Brands publications are beloved staples to American and international 
households, where their enduring legacy is sustained by providing unbiased and stimu-
lating content to audiences 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 disruptive 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 re-
sponse 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 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 
development and digital innovation,” continues Lazarus. Reader’s Digest, in particular, 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. 

“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, Inc.



The Solution:
Genevieve Bonadonna, Director of Global Market Research at Trusted Media Brands attests to the new level of inti-
macy 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 dia-
logue 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. The Trusted Media Brands team recently 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 commu-
nity 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 mem-
bers were strongly influential in deciding many of our recent cover images and main cover lines. By having 
this ongoing relationship 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 Results:
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 stay relevant, their content must 
fulfill an emotional need.  Through their branded online community, they have found a new level of intimacy with 
readers 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. 
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“The feedback coming from the “Inner Circle” panel is higher quality compared to what 
we receive from Facebook followers. Inner Circle participants always come through for 
me when I am looking for content.” 

Ashely 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
CEO

Reader’s Digest


