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About the report
A

s we write this, the war in the Ukraine is still raging
and the pandemic lingers unabated in many parts of
the world, leaving a fog of uncertainty over lives, economies, and this industry. That said, it’s safe to say that
hope is the prevailing sentiment expressed worldwide on
both fronts – hope that both come to some end sooner
rather than later.

Breakdown of survey respondents
by primary role

It is fitting that the publication of this report coincides
with that of World Press Freedom Day (3 May) when
we shed light on the importance of this basic right that
is increasingly under siege and impacting journalists,
colleagues, newsrooms and publishers. May 3rd always
signals a sobering reality buoyed with hope.
World Press Trends has always been about assessing the
global reality of our industry – in numbers, context and
nuance. And somewhat surprisingly, and encouragingly,
our survey of publishers (conducted in October and November before the invasion of Ukraine) finds an industry
challenged (no surprise there) but mostly optimistic
about its business – today and in the near future.
The online survey was distributed to WAN-IFRA Members and other media executives. Our survey participants
were typically members of the senior team at a newspaper or a newspaper group.
Collectively, we received 162 complete responses from
58 countries around the world. Based on World Bank
classifications, these countries encompass 25 developed
and 33 developing economies. Because of that, we took
the decision to break out these two factors in our survey
analysis.
Set against the continued backdrop of COVID, survey
respondents shared how the pandemic — as well as wider
deep-rooted strategic challenges that pre-date this era —
were continuing to define their work.
As we shall see, this includes a comprehensive look at
changing revenue strategies and areas of investment, as
well as attitudes towards digital transformation, and the
challenges that news organisations across the globe are
facing in terms of media and press freedom.
These different elements are consistently intertwined,
with our research also showing clear links between
media freedom and profitability. As we explain in the
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final chapter of this report, news publishers operating in
nations with greater press freedom are much more likely
to report increases in profitability than their peers in
countries where freedom of the press is more limited.
First and foremost, we want to thank the publishing executives for sharing their insights, results and strategies.
As always, we owe a huge debt of gratitude to our data
partners on this project. For key performance indicators
(revenue, circulation and ad spend), WAN-IFRA relies on
its historical WPT data, but also works with PricewaterhouseCoopers (PwC) and ZenithOptimedia. For audience
insights, we work with analytics specialist Chartbeat.
Protecmedia has very generously sponsored World Press
Trends for years now. If you are looking for content management solutions, be sure to check out their services and
solutions.
And last but not least, a big thanks to our contributors:
Damian Radcliffe, longtime industry analyst, journalist
and academic, authored most of the report for the first
time, offering his analysis and context to the survey
and emerging trends. Dr. Francois Nel, also a longtime
analyst, well-known academic within our industry and
contributor to WPT, provided his analysis, contribution
and data analysis of all our collected data. WAN-IFRA's
Teemu Henriksson helped to coordinate the project along
with Dean Roper.
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Executive Summary
This year’s report is inevitably shaped by the ongoing
COVID pandemic. As we enter the third calendar year of
the coronavirus crisis, there are signs that news publishers are beginning to feel confident they have adapted to
this current state of affairs, and that some of their early
pandemic-era pivots are beginning to pay dividends.

Respondents in developed economies tend to
be more optimistic about the future: Nearly nine
in 10 (87%) of survey participants in developed markets
have a positive view of the next 12 months, compared
to three-quarters of respondents (76.5%) in developing
economies.

At the same time, even if we are witnessing a resurgence
in global advertising markets and a maturing of many
reader revenue strategies, there remains considerable
transformation and turmoil for publishers to contend
with. The invasion of Ukraine has obviously undermined
companies’ plans, as how that conflict will unfold can
have long-lasting effects on industries across the board,
in addition to the humanitarian crisis it is causing. Other
issues facing the news media include continued challenges to press freedom, like those we have witnessed in
Russia.

Known unknowns: Confidence can be a fickle beast
and the impact of inflation, the conflict in Ukraine and
other factors since our survey took place may mean
that these confidence levels have been dented in recents
weeks and months.

The need for sustained efforts to build trust with audiences, as well as understanding how emerging technologies – such as AI, the metaverse, NFTs and social audio
– may impact publisher’s product, revenue and consumption models.
Our analysis is rooted in an online survey distributed to
industry leaders by WAN-IFRA in Fall 2021. We received
162 detailed responses, from 58 different countries.
Based on World Bank classifications, these countries
comprise 25 developed and 33 developing economies.
Here is a summary of some of the most important findings from our new 2021-22 research.

The Big Picture
Optimism: More than eight of 10 (81.8%) of our sample
told us that they were optimistic about their company’s
prospects for the year ahead. That number dropped
slightly to 78.8% of our sample when survey participants
were asked about their projected confidence levels for the
state of their business in three years' time.
This positive outlook is global: There are some differences in optimism levels, not least, between developed
and developing economies. However, overwhelmingly, respondents across the globe are upbeat about the current
and future state of their industry.
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The Move to Digital
Organisational transformation is well underway: Nearly half of participants (49.1%) described the
level of digital transformation at their company as “very
advanced” (12.7%) or “advanced” (36.4%). Only 10.9% indicated these efforts are “nascent” or “seriously lagging.”
There remains plenty of work to be done: The
largest single group, 40% of responses, indicated such
activity was “emerging,” recognising that while there has
been progress, digital transformation efforts are far from
complete.
Digital revenue is the biggest source of income
growth: From the perspective of our sample, respondents cite digital sources – advertising (+16.5%) and
readership (+14.3%) – as the areas witnessing the biggest
growth in revenue over the last year. In contrast, print
revenues – although important to overall income – are
contracting with revenues from print readership (-2.6%)
and advertising (-8.7%) both shrinking.

Revenues
Respondents expect revenues to grow in 2022:
This is in contrast to 2021, where developed countries
saw a quick bounceback from the financial challenges of
2020. Across our sample in developed countries revenues
were up 21.8% in the past year.
Revenues will grow fastest in developing countries: Survey participants in developing markets envisage revenues will grow by 19.1%, compared to an average
of 12.1% in developed countries.
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Advertising revenue is the leading source of income: Across our sample, advertising revenue accounts
for nearly half (46.8%) of anticipated income for the next
12 months. One reason for this may be the record-breaking bounce back that ad markets were projected to see in
2022. Reader revenue, an area of considerable focus for
news publishers around the world, is expected to bring in
around a third of total income in 2021-22.
Print also continues to dominate revenues: When
combined, print advertising and circulation generates
more than half (56.1%) of the total income seen by our
survey respondents.
Respondents in developing countries are confident of turning the revenue tide in 2022: After
reporting that revenues were down (-4.6%) in 2021,
13.7% of respondents in developing countries project that
revenue at their organisation will increase by more than
50% in 2022. A further 43.2% indicated they envisage
revenues will grow by 11% - 50%. Publishers in developed
countries are also predicting revenue growth this year,
but not on the same scale.

A Changing Revenue Mix

in developing countries in the year ahead, our sample
suggests.

Investment and Expenditure
Editorial and content are the biggest outgoing
costs: These areas represent a little over a third (33.5%)
of expenditure, some way ahead of other core activities
such as advertising and sales (15.8%), general costs
(15.6%) and print production (14.5%).
Product development and data analytics are core
areas for investment: In both developed and developing markets, these areas were identified by our survey
respondents as the most important areas for organisations to invest in.
Marketing, Automation & AI, and Print Production are much bigger priorities in developing
markets: Participants attributed high levels of importance to investment in these areas than their peers in developed markets. Three-quarters of respondents (75%) in
developing markets said investment in Automation, AI &
Machine Learning was important to their business, compared to just under a third (30%) in developed economies.

Digital is the primary source of revenue growth:
Despite the fact that print dominates existing revenue
streams, it is digital advertising (+16.5%) and reader
revenues (+14.3%) that have grown in the past year. In
contrast, income from both print readership (-2.6%) and
print advertising (-8.7%) have both decreased, despite
print’s continued dominance of the overall revenue pie.

Publishers are most likely to divest in print production and senior management development:
Across our whole sample these areas where participants
said they were most likely to divest. Even in the developing world, 59% of our sample said that it was important
to reduce their print expenditure.

News publishers are diversifying their revenues,
but face a long road ahead: Income from non-advertising and readership sources grew by 4.7% last year.
Collectively, this accounts for 13.2% of income at present,
but respondents envisage that this will grow to 20% over
the next 12 months.

Platforms

Events are the leading focus for non-advertising
and reader revenue: This is followed in the coming
year by partnerships with platforms, and e-commerce.

Relationships with platforms are getting better: Nearly
two-thirds of participants (63.4%) said that this dynamic
had improved over the previous year. Two-thirds of those
in developing countries held that view, along with more
than half in developed markets (67.4% vs. 57.1%).

Media Freedom

Diversification is most pronounced in developing
markets: Partnerships with platforms, membership and
e-commerce will be greater priorities for news publishers

News outlets around the world face major challenges
doing their job: Nearly half of all respondents indicated
that their employer had been a target of cyber attacks
(45.7%), legal intimidation (45.7%) and denied access to
information (44.3%). Online harassment (41.4%) was
also common. These, and other measures used to restrict
media freedom and journalistic endeavours, are more
prevalent in developing markets, but by no means limited
to them.

WPT Outlook 2021-2022

Executive Summary

More than 20 percent of outlets don’t appear to
be looking beyond traditional income sources:
Over one in five (21.7%) survey participants don’t attribute any revenue efforts beyond advertising and reader
revenue as “important.”
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Source: WPT analysis of WPT Outlook survey and historical data, informed by Zenith Advertising Expenditure Forecast 2021.

There are two firsts this year in the (hopefully familiar)
World Press Trends snapshot (above) of the industry’s key
performance indicators. That overview takes into consideration what publishers told us for their expected results
(in 2021) in their core revenue streams, as well as the
historical data we have compiled, our Publishers Outlook
survey, and Zenith’s Advertising Expenditure Forecast.
Back to the firsts… This year we have included “Other
Revenue Streams” in our analysis of the global newspaper industry revenues (chart above) for the first time,
primarily because publishers told us in the Outlook
survey that this diversified revenue stream now makes up
a significant part of their overall income: about 21%. With
that much at stake, we felt featuring just the two core
revenue streams of advertising and reader revenue no
longer reflected the full picture. (Full disclosure: Just as
news publishers give us their best estimates of expected
results, our calculations and analyses are the same: our
best estimates based on the data we have.)

WPT Outlook 2021-2022

2021 was a year
to bounce back
after a challenging
pandemic-fuelled 2020
The other first: Since introducing the Outlook survey
as a core part of World Press Trends, for the first time
this year we see significant differences in what publishers
forecasted for some of their revenue streams compared
to the forecasts and analyses based on our historical data
and data partners – primarily that of print advertising
and circulation revenue.
Regardless, the overall picture above is similar to our
overall takeaway: 2021 was a year to bounce back after
a challenging pandemic-fuelled 2020. Digital growth
remains robust and forecasts the same. Perhaps the unexpected increase in print revenues is not so far-fetched
as our World Printers Forum Outlook reported that publishers’ print business indeed did bounce back in 2021.

Global snapshot of key performance indicators
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Why we sponsored
this report?
The past year saw unprecedented growth in subscriptions and a
return on advertising investment. This has completely changed
the rules of the game for news publishers worldwide and is for this
very reason that this edition of World Press Trends report is more
relevant than ever. Protecmedia has always supported WAN-IFRA
as we both believe in the future of media and the importance of
journalism.
Our digital experience platform for editorial media MDXP
integrates speciﬁc tools for news makers. We answer to our clients’
needs in terms of technological advice and outstanding service a
team of growing experts and a wide network of partners
internationally.
MDXP is the Digital Experience Platform with ﬂexible solutions to
automate workﬂows, increase your content value, connect with
your readers, and monetize your news business with:
A centralized editing and publishing CMS
for digital and print.
A complete tool for the management
of your digital and print ads
A uniﬁed subscription management solution
An integrated push notiﬁcations
and GDRP friendly analytics tool.
A powerful Data Asset Management
for media archive monetization.

Sponsoring this report is sign of the
compromise to support news
makers that Protecmedia committed
to more than 40 years ago.

Maintain the prestige
and proﬁts of
Print and reduce costs
Context is always key. The pandemic has consolidated the
digitization of audiences and media companies, and the
print business is now facing not only the change of reader
habits, but also a signiﬁcant increase in the cost of paper.
As the price rises and print revenues fall, media outlets
should focus on reducing print production costs.
While the Print edition remains a sign of prestige and
status for most newspapers. It poses a real proﬁtability
challenge for most newspapers.
We found the answer to this Challenge, AidaDXP
automatizes Print Layout of your web contents in seconds.
The Print Layout Automation process powered by Aida DXP
is a time and money saving machine that allows your
newsroom to concentrate on what they do best, quality
journalism.
, can be implemented on any system and is part
of our complete MDXP Digital Experience Platform.

The time has come to turn the
page and enter the newsroom 3.0.

WAN-IFRA
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Access to an array of knowledge

Just visit our microsite at:
www.wan-ifra.org/insights/

