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Executive summary
The World Association of Newspapers, in
collaboration with Borrell Associates,
surveyed newspapers across all continents
about the growth of Internet and print revenues
from 2005 to 2007. The survey results show
that despite signs of a worldwide economic
slowdown, digital revenues are rising at a
spectacular rate. However, these increases are
less dramatic than in previous years,
particularly in Europe and North America,
which have well-established online newspaper
operations.
No other newspaper group in the world comes
even close to Scandinavia’s Schibsted, which
is now making more than 50 percent of its
EBITA operating profit from online
operations. The continuing and rapid growth in
newspaper digital advertising sales is the
catalyst for the newspaper industry
transforming itself at a stunning pace. Another
newspaper in Western Europe has achieved
near-equality between online and print profits,
and several others report around 20 percent of
total advertising coming from digital
operations.

In its sixth year, the Benchmarking New
Digital Revenues survey results show a marked
shift of classifieds verticals from print to Web
over time, particularly recruitment, the
newspaper industry’s most valuable and
lucrative vertical around the world. Just in the
last three years, several European respondents
have witnessed a slide of overall classifieds
revenues from print to Web, with most
respondents reporting that more than 85
percent of their classified revenues came from
print in 2005, on average, and in 2007, more
than half of the respondents reported that
percentage had slipped five percentage points.
Another key trend is the expansion of display
advertising revenues online. In Europe, for
example, newspaper companies are reporting
that online display advertising revenues
represented less than one to eight percent of all
revenues in 2005, but now represent eight
percent, on average.
While North America and northern Europe are
hot spots for newspaper companies growing
substantial online revenues, news operations in
the rest of the world are seeing triple-digit
5
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growth as they embark on their online revenue
strategies.

In North America, 20 percent to 25 percent
annual compound growth is being achieved by
most companies. That number is a bit higher in
the United Kingdom, where several
newspapers are seeing growth in the 25
percent to 30 percent range and one company,
Trinity Mirror, filed an annual report with a
35.6 percent increase.
In all, 73 online publishers took the survey,
representing 252 newspapers worldwide. The
most robust data was collected in Europe, from
which half of the survey takers hail.

Average Print/Online
Ad Revenue Growth
2005-2007, by Region
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In Africa, where digital operations are newer
than in most other regions, growth in one case
was almost 400 percent, but online ad revenue
as a proportion of total ad revenue was
typically quite low, in the three percent to four
percent range. The story is similar in South
America, where some companies more than
doubled their online sales, which is quite
common in the early “start-up” days, with the
online total ratio at not much more than two
percent.
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In Asia, online ad revenue grew much stronger
than its print counterpart, between 42.9 percent
and 244 percent from 2005 to 2007, compared
with an average print revenue growth of 27.8
percent during the same period.

Average Online Ad Revenue
as the Percentage of Total
Ad Revenue, 2006 and 2007

* Note: North America numbers are taken from the Borrell “What
Websites Earn” study, May 2008, and reflect online ad revenue as a
percentage of total revenue. Percentages would be expected higher
if they would be a percentage of total advertising revenue.
Source: WAN – Borrell Benchmarking New Digital Revenues Survey,
2008
© World Association of Newspapers 2008

The survey also explored the respondents’
quest for innovation and expansion. The
survey-takers were asked what strategies are
working and not working, which new products
have been rolled out in 2007 and what
innovations are planned for 2008 and 2009.
In the next 18 months, newspaper companies
said they plan on implementing new initiatives,
such as: More online-only products, online
video advertising, new speciality sites (such as
travel and health), hiring more dedicated sales
people, video marketing and sponsoring,
outsourcing online sales advertising,
commercialising foreign traffic and beginning
to audit online and cost per sale (CPS)
campaigns.
While a few U.S. newspapers hit by declining
recruitment advertising caused a decline in
advertising sales online, the rest of the world
continues to see robust growth now and in the
foreseeable future. However, the
transformative impact of online growth while a
majority of newspapers are seeing circulation
and print advertising decline needs to be
assessed. The good news, though, is that
despite those worrying trends, online
advertising continues its high double-digit rise,
and newspaper companies around the world
are working to overcome declines in print
through new and exciting initiatives.
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Introduction
Last year’s WAN-Borrell Benchmarking New
Digital Revenues survey showed an industry
still in transition. Some countries reported high
and rapidly-rising online revenues, while
others were struggling. There was also a
measure of inconsistency within even the
countries that were doing well. In the United
States and United Kingdom in particular, some
companies clearly “got it” and were tracking
upwards of 10 percent of revenues from
online, while others equally clearly didn’t,
hovering around the one percent to two percent
range. The reasons varied: size of market,
circulation, ownership structures and priorities,
the actual commitment to online – all of these
were cited to explain this diversity. The
reasons affected profits, too. The largest
companies typically had the most profitable
online operations, reflecting not just their size
and so their economies of scale, but also the
tipping point at which online revenue
translated to profit at an extremely high rate.
Operating profits of more than 60 percent were
reported, a level at which some respondents
said was enough to compensate for attrition on
the print advertising side.

This year, the rapid growth in online continues
although, again, with no discernible pattern
nationally or even corporately. With virtually
no exceptions, however, the survey participants
reported increases of 25 percent and upwards
in revenues, with online generally representing
an even higher proportion of total ad revenues
in the face of ongoing declines in the print
sector. That underscores what for many media
companies is a key concern, because they see
their online operations competing with the
traditional print business, and some of them
are very uneasy about where that can lead.
Although the strongest performance typically
comes when online sales are managed
separately, several companies especially in the
United States and Canada essentially folded
their digital divisions into their mainstream
organisational structure.
The problem, of course, is not internal. The
Internet completely changes the competitive
landscape in ways that are horribly threatening
to newspapers:
• TV and radio stations can carry advertising
on their Web sites, and that advertising could
7
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as easily have been destined for newspaper
sites
• Without the cost barriers to entry, niche sites
can appear almost overnight and target
classified advertising
• Craigslist is a huge problem because of both
its business model (or rather, lack of one!) and
its ability to spread its tentacles just about
anywhere
• Google is having a profound impact on the
online advertising landscape, making the
largest share of online revenue overall with its
keyword search business
• Much of the traditional “verticals” business is
at risk as advertisers use the Internet to create
direct relationships with potential consumers;
real estate agents and brokers often invest
more in their own Web sites and databases
than they spend on commercial advertising,
auto manufacturers and dealers are likewise
taking aim to end-users, and maybe using print
and online ads only to draw them to their own
sites.
To survive, newspapers have to secure online
advertising in the face of a far more crowded
competitive environment. Whereas the
competition for print advertising is, in many
markets, close to nonexistent, online is an
entirely different matter. Certainly there are
ways for newspapers to leverage their print
business to increase online ad sales, but as the
former continue to decline, that cannot be the
strategy for the future! The more progressive
media companies understand this, with a high
degree of separation and autonomy, and a
focused awareness of their market
demographics. Factors that seem to translate to
above-average growth of online advertising
include broadband penetration, the extent of
usage of PDAs and similar devices and
younger, more educated and even (in some
countries) a more a liberal political inclination.
Respondents were asked to complete a survey
that addressed three main fields:
• Print advertising revenue 2005 – 2007
• Online advertising revenue 2005 – 2007
• Market shares in both sectors, for those years
With each of these fields, they were further
asked to indicate revenue by ad category. And
this year, helped by a redesigned and much
more user-friendly survey template, most of
them did. The results are presented and
8

discussed in the chapters that follow. The
focus, reflecting to an extent the pattern of
WAN membership, was on Europe, Asia,
Africa and South America. Collaboration with
Borrell Associates made it possible to include
their surveys of the United States and Canada,
and although they use a somewhat different
data collection format, the scope of this year’s
report is essentially global.

Survey Respondents
by Continent
South America
11%
Europe
51%

North America
12%

Africa
12%

Australasia
3%

Asia
11%

Source: WAN – Borrell Benchmarking New Digital Revenues Survey,
2008
© World Association Newspapers 2007-2008

The market share questions last year were
generally ignored. They required participants
to state relevant shares and few actually did so.
This time, the survey offered ranges for each
ad category. From the very high level of
response, that format is obviously preferable
for what can be a somewhat imprecise metric.
Overall participation was good. In keeping
with the commitment to confidentiality, care
has been taken to present revenue data in ways
that do not identify the source. The only
exceptions to this are for public companies that
file their financial results (mainly in the United
Kingdom, United States and Canada), and
these sources are named.
This year the survey included a series of
questions to determine market share. Unlike
previous surveys where participants were
asked to supply their estimate – and most
simply ignored the questions – this time they
were presented with ranges for each revenue
line completed. As a technique it was highly
successful, as almost everyone checked a box.
Some of the estimates are clearly incorrect,
based on an analysis of all of the surveys
submitted. But, with a few exceptions, the
tendency with the online market share was to
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Print vs. Online Ad Revenue as % of Total in the Category, 2005 - 2007
(% of print : % of online)

Display
Total

Classified
Recruitment
Real estate

Auto

2005
Africa

Company A
Company B
99.1% : 0.9%
Company A
Asia Pacific
98.9% : 1.1%
Company B
(including
99.9% : 0.1%
Company C
Australasia)
99.4% : 0.6%
South America Company A
96.7% : 3.3%
Company B
99.6% : 0.4%
Company C
Company D
Company E
100% : 0%
Company F
North America Company A
98.5% : 1.5%
Company B
Company C
Company D
98.7% : 1.3%
Company A
Europe
100% : 0%
Company B
98.7% : 1.3%
Company C
99.6% : 0.4%
Company D
93.4% : 6.6%
Company E
Company F
Company G
94.9% : 5.1%
Company H
98.7% : 1.3%
Company I (Scandinavia)
Company J (Scandinavia) 97.8% : 2.1%
Company K (Scandinavia) 96.3% : 3.7%
Company L (Scandinavia) 93.4% : 6.6%
Company M (Scandinavia) 92.1% : 7.9%
91.3% : 8.7%
Company N (UK)
91.7% : 8.3%
Company O (UK)
95.9% : 4.1%
Company P (UK)
97.7% : 2.3%
Company Q (UK)
2006
99.7% : 0.3%
Company A
Africa
96.6% : 3.4%
Company B
98.9% : 1.1%
Company A
Asia Pacific
98.4% : 1.6%
Company B
(including
99.9% : 0.1%
Company C
Australasia)
98.2% : 7.8%
South America Company A
96% : 4%
Company B
99.6% : 0.4%
Company C
97.7% : 2.3%
Company D
Company E
100% : 0%
Company F
North America Company A
Company B
Company C
Company D
98.5% : 1.5%
Company A
Europe
100% : 0%
Company B
98.9% : 1.1%
Company C
98.8% : 1.2%
Company D
88.9% : 11.1%
Company E
98.6% :1.4%
Company F
94.7% : 5.3%
Company G
97.8% : 2.2%
Company H
97.3% : 2.7%
Company I (Scandinavia)
Company J (Scandinavia) 96.2% : 3.8%
94% : 6%
Company K (Scandinavia)
Company L (Scandinavia) 85.3% : 14.7%
93% : 7%
Company M (Scandinavia)
93.3% : 6.7%
Company N (UK)
87.1% : 12.9%
Company O (UK)
95.2% : 4.8%
Company P (UK)
96.7% : 3.3%
Company Q (UK)

93.8% : 6.2%

100% : 0%

97.7% : 2.3%
100% : 0%
98.4% : 1.6%
99.6% : 0.4%
93.8% : 6.2%

95% : 5%

93.1% : 6.9%

98.8% : 1.2%

99.1% : 0.9%

99.1% : 0.9%

86% : 14% 54.5% : 45.5% 73.3% : 26.7%
94.4% : 5.6% 89.7% : 10.3% 83.4% : 16.6%
96.7% : 3.3% 94.6% : 5.4% 90.3% : 9.7%
94.7% : 5.3% 89.3% : 10.7% 97.4% : 2.6%
98.5% : 1.5%
97% : 3%
100% : 0%
93.8% : 6.2% 90.3% : 9.7%
100% : 0%
94% : 6%
91.9% : 8.1%
100% : 0%
92% : 8%
91.4% : 8.6%
96.6% : 3.4% 98.1% : 1.9% 96.7% : 3.3%
97.8% : 2.2%
96% : 4%
98.2% : 1.8%

100% : 0%
76.9% : 23.1%
90.5% : 9.5%
93.9% : 6.1%
100% : 0%
100% : 0%
100% : 0%

95.9% : 4.1%
92.6% : 7.4%
94.1% : 5.9%

88.3% : 11.7%

94.9% : 5.1%

91% : 9%

95.2% : 4.8%
97.3% : 2.7%

99.7% : 0.3%

83.6% : 16.4% 51.8% : 48.2% 92.3% : 7.7%

93.2% : 6.8%

100% : 0%
100% : 0%
94.5% : 5.5%

94.4% : 5.6%

98.5% : 1.5%
99.6% : 0.4%
98.5% :1.5%

99.4% : 0.6%

53.8% : 47.2%
85.2% : 14.8%
92.6% : 7.4%
89.5% : 10.5%
54.3% : 45.7%
93.9% : 6.1%
92% : 8%
87.8% : 12.2%
95.4% : 4.6%
97.5% : 2.5%

31% : 69%
87.5% : 12.5%
93.4% : 6.6%
90.1% : 9.9%
37.1% : 62.9%
87.9% : 12.1%
86.9% : 13.1%
86.2% : 13.8%
97.6% : 2.4%
94.2% : 5.8%

print = 100% ; online = 0%
100% > print > 95% ; 0% < online < 5%
90% > print >
_ 80% ; 10% < online < 20%
80% > print ; 20% < online
Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

92.6% : 7.4%

99.1% : 0.9%

99.1% : 0.9%

99.1% : 0.9%

73.3% : 26.7% 100% : 0%
78% : 22% 74.5% : 25.5%
87% : 13% 87.9% : 12.1%
85% : 15%
95.9% : 4.1%
100% : 0%
100% : 0%
100% : 0%
100% : 0%
100% : 0%
100% : 0%
95.5% : 4.5%
98.7% : 1.3%

95.7% : 4.3%
96.9% : 3.1%

95% > print >
_ 90% ; 5% < online < 10%
© World Association Newspapers 2007-2008
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Print vs. Online Ad Revenue as % of Total in the Category, 2005 - 2007
(% of print : % of online)

Display
Total

Classified
Recruitment
Real estate

Auto

2007
Africa

Company A
98.8% : 1.2% 96.1% : 3.9%
Company B
96.2% : 3.8% 99.6% : 0.4% 92.4% : 7.6%
Company A
98.2% : 1.8%
90% : 10%
Asia Pacific
Company B
97.7% : 2.3%
(including
Company C
99.9% : 0.1%
Australasia)
97.3% : 2.7% 99.3% : 0.7%
South America Company A
Company B
95.7% : 4.3% 92.4% : 7.6% 96.7% : 3.3%
Company C
98.7% : 1.3%
98% : 2%
Company D
97.4% : 2.6%
71% : 29% 48.3% : 51.7%
Company E
97.9% : 2.1%
100% : 0%
Company F
100% : 0%
North America Company A
Company B
96.6% : 3.4% 91.8% : 8.2%
Company C
100% : 0%
99.8% : 0.2% 98.9% : 1.1% 99.2% : 0.8%
Company D
98.1% : 1.9% 91.8% : 8.2%
Company A
Europe
93% : 7%
100% : 0%
Company B
99.1% : 0.9% 99.1% : 0.9%
Company C
98.5% : 1.5%
Company D
84.1% : 15.9% 93.2% : 6.8% 90.1% : 9.9%
Company E
97.8% : 2.2% 98.6% : 1.4%
Company F
100% : 0%
94.6% : 5.4%
Company G
94.8% : 5.2% 34.2% : 66.8% 16.7% : 84.3%
Company H
96.3% : 3.7% 67.7% : 32.3% 36.7% : 73.3%
Company I (Scandinavia)
Company J (Scandinavia) 95.9% : 4.1% 84.9% : 15.1% 89.5% : 10.5%
Company K (Scandinavia) 89.5% : 10.5% 90.8% : 9.2% 89.8% : 10.2%
Company L (Scandinavia) 94.7% : 5.3% 95.6% : 4.4% 91.5% : 8.5%
Company M (Scandinavia)
88.4% : 11.6% 88.4% : 11.6%
93.5% : 6.5% 91.3% : 8.7% 86.2% : 13.8%
Company N (UK)
85% : 15%
Company O (UK)
81.8% :18.2% 78.4% : 21.6%
93.5% : 6.5% 95.9% : 4.1% 97.1% : 2.9%
Company P (UK)
94.7% : 5.3%
Company Q (UK)
95% : 5%
88% : 12%
print = 100% ; online = 0%
100% > print > 95% ; 0% < online < 5%
90% > print >
_ 80% ; 10% < online < 20%
80% > print ; 20% < online
Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

90.9% : 9.1% 87.6% : 12.4%

94.5% : 5.4%

98.1% : 1.9%

88.5% : 11.5%

91% : 9%

98.3% : 1.7% 98.3% : 1.7%
88.1% : 11.9% 95.8% : 4.2%
99.1% : 0.9%

95.5% : 4.5%

55.6% : 45.4% 100% : 0%
73.3% : 26.7% 71.6% : 28.4%
84.1% : 15.9% 72.2% : 27.8%
96.2% : 3.8% 83.3% : 16.7%
100% : 0%
100% : 0%
100% : 0%

100% : 0%

95.5% : 4.5%
98.7% : 2.3%

96.9% : 3.1%
95.7% : 4.3%

95% > print >
_ 90% ; 5% < online < 10%
© World Association Newspapers 2007-2008

veer on the low side, suggesting that many
companies lack the data and perhaps the
comfort level to know where they fit in the
marketplace. And while almost everyone did
answer these questions, they gave the same
answers for each of the three years requested.

• Launching mobile Web sites and Web TV
businesses with advertising

The survey also gave an opportunity for online
newspaper publishers to list strategies that are
working and not working, their
implementations for 2007 and their plans for
new product launches in the next 18 months.
The questions produced a variety of useful
insights for their online newspaper
counterparts around the world. Some of the
themes included:

• Implementing new channels on niche topics

• Re-organising the sales department into
cross-trained sales or matrix organisations
• Integrating social media such as blogging
and citizen-generated content into Web sites
for high traffic generation and inexpensive
content
10

• Adding more salespeople
• Exploring paid search, behavioural targeting,
e-mail campaigns and archive monetization

• Re-designing present Web sites to be more
modern and user-friendly
We at the World Association of Newspapers
would like to thank the many online publishers
worldwide who completed the survey, and
would like to invite more publishers who read
this to take the survey in 2009. The survey
instrument is published in the Appendix of this
report.
Special thanks to our research partner,
Borrell Associates, for its contributions.
www.borrellassociates.com
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1. North America
This chapter draws largely on data collected by
Borrell Associates for its annual ‘What Local
Websites Earn’ report, and is augmented by
data submitted by participants in the WAN
survey.

Canada
The Canadian newspaper market is
characterised by a high degree of ownership
concentration: of 100 daily papers, 62 are
owned by just four companies, and they
account for nearly 80 percent of national
circulation. This limits the comparison that can
much more easily be made in the United
States, and it also leads to a degree of secrecy
on the part of the larger publishers, given the
highly competitive landscape. Together with
only limited information filed in annual
reports, advertising data from Canada lacks the
granularity of many other countries. However,
as most daily papers participate in an industry
revenue survey, it is possible to determine with
near-total confidence the extent of the print
and online market held by Canadian
newspapers.

In 2007, Canadian daily newspapers generated
nearly C$148 million from their online
operations in 2007, up 29 percent on total
2006 revenues of approximately $116 million.
Print advertising totalled $2.58 billion and so
online accounted for 5.4 percent of advertising
revenue, and four percent of overall industry
revenue including circulation. For 2006 the
online ratios were 4.3 percent of total
advertising and 3.3 percent of total revenues.

BENCHMARKING
SITES

CANADIAN NEWSPAPER

Revenue per unit of print circulation is a
commonly-used metric, but given that it is
based on the number of newspapers printed, it
is not in fact an especially helpful measure of
performance, except perhaps relative to
newspapers of similar circulation in similar
markets. In reporting for Canada, though, there
are three challenges:
• Very wide variations in each of the
circulation ranges
• The need to avoid reporting in a way that
might allow identification of individual titles –
11
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Canada Advertising by Segment, 2002 – 2011
US$ millions
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Source: PricewaterhouseCoopers LLP, Wilkofsky Gruen Associates

a particular concern for the daily circulation
greater than 200,000 category in which there
are only five titles.
• The inclusion by some papers of certain
online revenues in national portals rather than
attributing them to print titles
Notwithstanding these qualifications, it was
possible to calculate broad comparisons for
Canada and the United States:

U.S. and Canadian Newspaper
Web Site Revenue
Per unit of print circulation, 2007
Daily Print
Circulation
0-50,000
50,000-100,000
100,000-200,000
200,000+
Combined

Canadian
average
$14.00
$ 8.00
$10.00
$40.00
$21.00

U.S.
average
$28.51
$39.86
$51.97
$63.70
$34.87

Source: Borrell Associates Inc., 2008
© World Association Newspapers 2007-2008

What this chart demonstrates, though, is that
the small size of the Canadian market makes
averages of this kind if not unhelpful, then
certainly of only limited value. Canadian daily
newspapers are either very small or quite large.
There are just 100 daily newspapers and their
circulation pattern is as follows:
• below 50,000: 76
• 50,000-100,000: 9
• 100,000-200,000: 10
• 200,000+: 5
The smaller circulation papers are having more
success in monetising local online
12

23.5

6.0

2011

© World Association of Newspapers 2007-2008

opportunities than the mid-market papers.
There are format issues that may explain this
(several of the papers in this category are
tabloids) and also corporate and organisational
issues (the channelling of some online activity
through separate divisions rather than through
newspaper-branded sites) and so those
averages are not an entirely accurate reflection
of total group online revenues. However, there
are similarities here with the U.S. experience,
where the stronger online results come from
small papers at one end, and from the high
circulation papers at the other.
Another benchmarking metric is online revenue
as a percentage of total company revenues.
The largest Canadian newspaper companies are
generating four percent to more than 5.2 percent
of their gross revenues from online operations.
In 2007, Torstar publicly reported online
revenues accounted for 4.5 percent of total
newspaper/digital revenues, up from 3.2 percent
in 2006, an increase of almost 46 percent.

VERTICALS
The key trends in 2007 were:
• Auto is, on average, accounting for 10
percent of online revenues, with smaller
market papers generally reporting above that
and major metros coming in below.
• Real estate is struggling. Many rental listings
have migrated to niche and/or free sites. And
home resales are largely the domain of the
Multiple Listing Service. Newspaper sites get
some open home ads and a few resales, but not
much more. Again, small market papers did
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better (at 10 percent of total online, in some
cases) than mid and major metros, where the
range was two percent to three percent.
• Recruitment is a success story. Some of the
smallest markets say that almost 80 percent of
their online ad revenue is from jobs classifieds.
In larger markets, the range is six percent to 45
percent from standalone sites. But this is a bit
misleading because of the impact of:
– Workopolis (which sources most of its
listings from the newspaper companies that
own it, as well as from several small papers)
– Monster
– Canoe, with its JobBoom site
Newspaper sites collected approximately C$30
million from recruitment advertising in 2007.
In addition, the three sites listed above
probably brought in a further $105 million, for
a total online recruitment market in Canada of
at least $135 million. Newspapers “own”
approximately $100 million of that total if you
include their ownership of Workopolis and
Canoe sites, and on that basis, recruitment
online accounts for more than 50 percent of all
online revenues for Canadian newspapers.

In addition, for the first time, the largest
newspaper Web sites generated more than half
of their revenue from non-print advertisers,
building a broader base of customers from
which to develop new revenue streams.
Online-only advertisers accounted for 59
percent of their revenue – much of it sold by
3,800 sales employees nationwide who are
dedicated to developing, managing and selling
new online products at their properties.
The newspaper industry spent much of 2007
regrouping and tackling the Internet from a
much different perspective – as the attacker,
not the attacked. While they continued to see
their growth slow and their ad share decline,
they drew sharper focus on using the Internet
as a platform to launch attacks against
competing media – especially Yellow Pages.
They formed a consortium and partnered with
another beleaguered player, Yahoo, to form a
new national ad sales network. Meanwhile,

2007 Estimated Market Local
Online Ad Revenue
by Media Choice
Pure play 57.3%

United States

Newspapers 24.6%

Newspaper-owned sites earned more than
US$2 billion in local online advertising
revenue in 2007, surpassing all local online
media companies combined. They claimed a
24.6 percent share of the total local online ad
market – certainly a lot less than the 44.1
percent share they held just four years ago, but
good in the context of the huge growth in this
market. Newspaper sites also captured $1.1
billion in national ad sales throughout 2007,
bringing their total revenue to $3.1 billion.

Broadcast TV 6.9%
Radio 1.3%
Directories 7.8%
Magazines 0.8%
Other Print 1.4%
Source: Borrell Associates, 2008
© World Association Newspapers 2007-2008

U.S. Local Online Ad Expenditures, 2007
Media Choice
Newspapers
Broadcast TV
Radio
Directories
Magazines
Other Print
Pureplay
Market Totals
Share
Index to U.S.

Online
Ads
$1,980.96
$567.84
$112.87
$654.49
$61.17
$112.28
$1,265.93
$4,755.54
55.2%
100

Source: Borrell Associates, 2008

Paid
Search
$25.03
$4.02
$0.39
$4.57
$0.44
$1.04
$3,511.47
$3,546.96
41.2%
100

Streaming
Audio/Video
$108.22
$22.37
$2.96
$12.69
$3.25
$5.13
$152.94
$307.56
3.6%
100

Market
Totals
$2,114.21
$594.23
$116.22
$671.74
$64.85
$118.45
$4,930.35
$8,610.05
100%

Share
24.6%
6.9%
1.3%
7.8%
0.8%
1.4%
57.3%
100%

Index
to U.S.
100
100
100
100
100
100
100

© World Association Newspapers 2007-2008
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U.S. Advertising by Segment, 2002 – 2011
US$ millions
250,000
217,571
201,325

200,000
169,893

150,000

151,287

175,619

184,325

225,295

206,719

189,695

156,562

100,000

2007/2011 CAGR (%)
TV Networks:
Broadcast
and Cable

5.0

TV Distribution

1.7

Radio

2.3

Out-of-Home

8.2

Internet

16.1

Magazines

3.3

Newspapers

1.1

50,000
Total
0

2002

2003

2004

2005

2006

2007

2008

2009

2010

4.1

2011

Source: PricewaterhouseCoopers LLP, Wilkofsky Gruen Associates

© World Association of Newspapers 2007-2008

newspaper trade associations pumped out
research on how their members could
effectively tackle Interactive Yellow Pages and
the video advertising segment.

developed into the major branded portal in
their markets, relegating the newspaper site to
a tab on the home page. As another sign of the
times, the International Newspaper Marketing
Association earlier this year changed its name,
replacing “Newspaper” with “Newsmedia.”

This sharpened focus has produced a
transformation for the industry – at least for
some. There are still newspapers fervently
embracing the idea of “convergence,”
attempting to sell print and online product
lines with one sales staff while other
newspapers are rapidly hiring separate online
sales staffs and investing in new Internet
ventures that have little resemblance or
connection to the core business.
The San Diego Union-Tribune, a longtime
leader in the industry with a non-newspaper
brand Web site known as
SignOnSanDiego.com, decided last January to
“streamline” its operations and dissolve its
separate digital unit. Its interactive managers
were laid off, and their responsibilities were
handed to print managers. In another case,
Calkins Media in Pennsylvania took the exact
opposite direction, dividing its company into
three distinct units – broadcast, newspapers
and interactive – and naming executives to
head up each.
More “newspaper” sites started resembling
something other than the front page of a
newspaper. McClatchy gave the go-ahead last
fall to separate Miami.com from
MiamiHerald.com, and sites like
Bakersfield.com, Buffalo.com,
HamptonRoads.com and inRich.com
14

Web operations have begun to deliver
something that has become vitally important to
newspaper companies: profits. Virtually all
U.S. newspaper Web sites appear to be
operating at a profit, and a healthy one at that.
One company in our survey, with $400 million
in total revenues, was generating $11 million
in online ad sales on $3.8 million in expenses,
for a profit margin of 65 percent. Another
company with $160 million in gross revenue
generated $4 million in Internet revenues on
$3.3 million in expenses, for a margin of 19
percent. This year the company is projecting
$1.7 million in profits, even though expenses
will nearly double.
The average market share for all newspaper
Web sites was 11.7 percent. Top performers
continued to blow the average out of the water,
getting up to eight times more market share.
These lead performers tended to have less
dependence on the typical classified vertical
categories, a larger dedicated online sales force
and multiple Web sites.
The metric of online revenue per unit of print
circulation has become much less relevant as
papers’ Web initiatives reach well beyond their
print boundaries. As an example, many
newspapers now operate four or five separate
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Online Revenue per Unit of Print Circulation for Daily Newspapers
$ per unit of print circulation
80
70
60
50
40
30
20
10
0

2-10k

11-20k

21-50k

51-75k

76-100k

101-200k

>200k

2003

$3.64

$6.81

$9.40

$11.91

$13.40

$15.94

$27.10

2004

$5.89

$9.39

$14.81

$17.09

$17.87

$25.17

$35.94

2005

$8.28

$13.5

$21.29

$22.58

$24.18

$36.07

$53.12

2006

$14.26

$19.83

$30.65

$31.23

$33.22

$49.73

$69.50

2007

$17.79

$24.79

$38.13

$28.77

$42.75

$51.97

$63.70

Source: 2008 Borrell Associates Inc.
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Average and High/Low Share
of Local Online Advertising
for Newspapers, 2007
DMA
Market Size

Avg. Share
of Local
Online
Advertising

Lowest

Highest

Markets 1-20

11.5%

<0.1%

<0.1%

Markets 21-50

13.7%

0.3%

0.3%

Markets 51-100

10.7%

0.4%

0.4%

Markets 101-210

9.1%

1.1%

1.1%

Average/Range

11. 7%

<1.0%

<1.0%

Source: 2008 Borrell Associates Inc.
© World Association Newspapers 2007-2008

Web sites, yet still maintain one newspaper
with declining circulation. Their online
revenue per unit of print circulation is rising
rapidly, in part fuelled by that decline.
An interesting change this year is the fall from
$69.50 to $63.70 for large newspapers. Even
though their print circulation has declined
(which would cause this metric to rise), their
online revenues have lagged even more. This
year’s survey saw about 20 percent of the large
newspaper sites register declines in Internet
advertising. Most of that decline appeared to
come in recruitment advertising.
Newspaper sites continue to rely heavily on
classified ads for online revenue, mostly in the
form of up-sells to print listings: 63 percent in

2007, down from 65 percent in 2006. This
addiction is understandable, given the high
margins associated with this type of revenue,
but it is also a potential weakness. Print
classifieds are notoriously vulnerable to online
competition, and as that pond dries up, up-sells
will likewise evaporate.

WASHINGTONPOST.COM: A SUCCESSFUL
ONLINE PLAYER IN A TROUBLED MARKET
Washingtonpost.com earned almost 14 percent
of the newspaper company’s total revenues, up
from 10.7 percent in 2006, making it one of
the most successful online newspaper
operations in North America.

U.S. Newspaper Company
Stock Prices, 2006-2007
Company
Washington Post Co.
Belo
E.W. Scripps
New York Times
Journal Communications
Gannett
Media General
Gatehouse
Lee
McClatchy
Journal Register

%
12/31/06 12/31/07
price
price change
+5%
750
791.5
-3%
18
17.5
-10%
45
50
-29%
17.5
24.5
-31%
9
13
-35%
39
60
-35%
21
38
-51%
8.75
18
-52%
14.5
30
-71%
12.5
42.5
-75%
1.75
7

Source: Yahoo Finance, year-end stock prices
© World Association of Newspapers 2007-2008
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But the picture is not completely rosy at the
Post or other American newspapers. The
Washington Post’s print ad revenue dropped 11
percent from the first quarter of 2006 to the
same quarter in 2007, to US$112 million, due
to a decline in ad revenues. Meanwhile, the
online unit, Washington Post Newsweek
Interactive (WPNI), led by
washingtonpost.com, rose a disappointing
eight percent to $27 million, following years
of quarterly-reported, double-digit growth.
In March, average unique monthly users were
at 10 million, among the highest for online
newspaper companies in the world. Revenues
grew 143 percent in the past 10 years. About
85 percent of the visitors come from outside
the Washington, D.C. area.

The Washington Post Company
Operating Revenue Combination
1991, 2001 and 2007
(in US$ million)

1991
($1,380 million total)

WPNI also owns a variety of other digital
operations, including Slate.com, a political and
lifestyle commentary magazine;
Newsweek.com, a news magazine; Sprig; an
“eco-friendly” shopping site; and Root, a
lifestyle magazine targeted at African
Americans.
The online unit has more than 325 employees,
none of whom are unionised.

643
88

Cable
12%

160

326

The Washington Post Company was the only
public newspaper company in the United
States in 2007 whose stock price was up,
growing five percent from 750 to 791.5
between 2006 and 2007. The feat was largely
due to the Post’s Kaplan education division,
which buoyed the company’s revenues and
profits. Revenues from Kaplan in 2007
represented half of the company’s overall
revenues, while newspaper revenues haven't
represented half of the company’s revenues
since 1991.
WPNI requires users to register for free at
washingtonpost.com, and provide year of
birth, gender, ZIP code, job title and
employment field. The data is aggregated
anonymously, allowing WPNI advertisers to
engage in targeted campaigns by geography
and demography. Targeted online advertising
fetches double to quadruple the average “cost
per thousand” price. The registration
information also is used to target specialised
daily and weekly ad-supported e-mail about
news, entertainment, sports and politics.

Newspapers
49%

Other
(incl.
Education)
6%

163

Magazine
24%

Television
12%

2001
($2,411 million total)
Education
20%

Newspapers
35%
494
843

Cable
16%

386

375

314

Magazine
16%

Television
13%

2007
($3,055 million total)
Education
49%

Newspapers
22%

1,424
657

246
461
Cable
15%

197

Television
8%
Magazine
6%

Source: The Washington Post Company
© World Association of Newspapers 2007-2008
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2. Europe
By far, the most respondents to the 2008
WAN-Borrell Benchmarking New Digital
Revenues survey hail from Europe, with the
heaviest concentrations from Scandinavia and
the United Kingdom. This chapter focuses on
Europe as one of the fastest-growing Internet
hotspots for newspaper companies, particularly
in the northern climes.
According to the survey, North American and
Northern European newspaper companies’
digital operations are fetching the highest
revenue amounts and largest percentages of the
companies’ revenues on the whole. The most
successful of all digital revenue generating
operations in the world by far is the Schibsted
operation in Oslo, with two digital operations
each in Sweden and Norway, making just over
half of its EBITA operating profits, according
to its annual report.
A total of 37 European newspaper companies
responded to the survey, representing 105
newspapers, from Norway in the North, to
Italy in the South. If a heat scale was created
for Europe signifying higher revenues and
percentages of digital revenues to print

advertising revenues, the warmer tones would
colour the northern geography, while the
cooler tones would colour the southerly
portion of the continent.
Percentages of online revenue as a part of
overall newspaper advertising revenues ranged
from nil to more than 50 percent in Europe.
Although they did not participate in the
benchmarking survey, the highest percentages
were at Schibsted’s four major national daily
newspapers, with an average of 51 percent of
the company’s EBITA operating profit, and
another major newspaper in Western Europe
reporting more than 50 percent online revenues
as a part of print advertising revenues.
Schibsted’s four national dailies are
Aftenposten and Verdans Gang in Norway, and
Aftonbladet and Svenska Dagbladet in Sweden.
Beyond those stunning figures, the stellar
percentages quickly give way to more
commonly seen ranges of between one percent
and 16 percent, with the highest reported
among UK titles, and about five percent
reported among UK and Scandinavian regional
papers, and other major European titles.
17
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More than half of the European respondents
said they command more than 40 percent of
the print classifieds marketplace, particularly
recruitment and real estate. Half of the
respondents reported they had 30 percent or
less share of the auto classifieds market, while
the other half reported they had more than 30
percent market share. Respondents reported
little change in market share for print
classifieds between 2005 and 2007, except for
a slight slippage in recruitment for one
respondent. Display advertising market share
has grown slightly or remained stable from
2005 to 2007, according to the responses.

Seldom do Europe’s online newspaper
operations track as closely as overall digital
figures compiled by the Interactive Advertising
Bureau Europe, which estimates especially
high Internet revenue-per-user generation in
the United Kingdom, Denmark and Germany
at the top of the list. Frequently these revenues
are going to Internet pure plays like Google’s
keyword search business, and not online
newspapers, which accounts for the fact that
online newspapers are reporting less than 10
percent share in most online revenue
categories.
Further, European newspaper companies on
the whole have yet to take advantage of the
growing opportunity for mobile Internet and
video advertising. As the number of mobile
handsets boom and the projections for
mobile revenues spike, only one European
respondent, from a large country in Western
Europe, reported a robust mobile operation,
making less than one percent of their online
revenues. A Scandinavian respondent made
just US$33,000 in 2007, a tiny fraction of
their strong Internet revenues. However,
when asked about plans for product
development in the next 18 months, several

Meanwhile, the majority of respondents
reported that online revenue market share is
less than 10 percent, including classifieds,
display and mobile, and the catch-all “other”
category, which could include anything from
dating and travel classifieds to search
advertising. As with other markets around the
world, online newspaper operations are
experiencing a significant amount of
competition with traditional and nontraditional players online, vying for relatively
scarce advertising spend in overcrowded
marketplaces.

Europe Revenue Trends, 2005 – 2007
Total print ad revenue
(€ in million)
2005
n/a
3
61,4
102
n/a
n/a
n/a
114
56,57
134,2

Company A
Company B
Company C
Company D
Company E
Company F
Company G
Company H
Company I
Company J
Scandinavia
Company K 56,57
Company L 135,43
Company M 218,9
Company N 48,31
Company O 121,92
Company P 84,56
United Kingdom
Company Q 47,42
Company R 130,31
79,5
Company S
Company T 182,8

Total online ad revenue
(€ in million)

2006
n/a
3,6
62,8
102
n/a
83,9
20,97
118
60,98
144,3

2007
n/a
3,9
65,5
108
n/a
460,3
22,9
108
55,08
151,6

Growth
2005-2007
n/a
30%
6.7%
5.9%
n/a
n/a
n/a
-5.3%
-2.6%
13.0%

2005
n/a
0,03
n/a
0,3
5,56
n/a
n/a
14
3,74
3,17

2006
0,1
0,07
0,57
1,1
9,19
0,30
1,18
28,5
6,98
4,01

2007
0,55
0,12
0,86
1,4
14,75
1,48
1,31
57
9,74
5,68

Growth
2005-2007
n/a
300%
n/a
366.7%
165.1%
n/a
n/a
307.1%
160.5%
79.2%

2005
n/a
1.1%
n/a
0.3%
n/a
n/a
n/a
10.9%
6.2%
2.3%

2006
n/a
1.8%
0.9%
1.1%
n/a
0.4%
5.3%
19.5%
10.3%
2.7%

2007
n/a
2.9%
1.3%
1.3%
n/a
0.3%
5.4%
34.5%
15.0%
3.6%

60,98
141,80
226,5
50,96
12,15
98,11

55,08
115,38
217,3
54,66
14,78
21,5

-2.6%
-14.8%
-0.7%
13.1%
-87.9%
-74.6%

3,74
8,08
7,4
2,68
1,85
5,61

6,98
12,25
12
4,55
5,68
6,93

9,69
17,08
17,3
6
0,75
8,24

159.4%
111.4%
133.8%
123.9%
-59.5%
46.9%

6.2%
5.6%
3.3%
5.3%
1.5%
6.2%

10.3%
8.0%
5.0%
8.2%
31.9%
6.6%

15.0%
12.9%
7.4%
9.9%
4.8%
27.7%

44,34 41,41
125,01 124,36
81
83,1
188,8
192

-12,7%
-4.6%
4.5%
5.0%

2,35
11,38
3,33
4,07

2,82
17,84
3,96
6,03

3,54
24,9
5,1
10,57

50.7%
118.8%
53.2%
159.7%

4.7%
8.0%
4.0%
2.2%

6.0%
12.5%
4.7%
3.1%

7.9%
16.7%
5.8%
5.2%

Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008
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Spend per Internet User, Europe, 2006

€
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72.42
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54.36
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48.29
39.89
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Source: IAB Europe / PwC
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Share of Total Internet
Advertising Markets, 2006

Mobile Ad Spending
in Western Europe, 2006 – 2011

European Countries
Germany
21.9%

US$ millions
4,000
Mobile multimedia ad spending**
3,500
General Mobile ad spending*
3,000

France
14.7%
Netherlands
7.1%

United
Kingdom
38.8%

Slovenia
0.1%
Greece
0.2%

2,500
2,000

Italy
6%
Spain
3.9%
Denmark
2.7%
Belgium
2.3%
Austria
1.2%
Finland
1.1%

1,500
1,000
500
0

454
84
370
2006

782
132

1,321
206
1,115

1,967
309
1,658

3,462
634
2,722
457

2,829

2,265

650
2007

2008

2009

2010

2011

Note: includes BeNeLux, France, Germany, Italy, Spain, Scandinavia,
UK; numbers may not add up to total due rounding.
* includes spending on text message promotions and ad-supported
voice minutes; ** includes spending on ad placements around mobile
video content, mobile music, mobile TV and mobile social networks.
Source: eMarketer, January 2007
© World Association of Newspapers 2007-2008

Source: IAB Europe / PwC
© World Association of Newspapers 2007-2008

Mobile Phone Subscribers in Europe, 2005 – 2010
(in thousands)
Denmark
Finland
France
Germany
Italy
Norway
Spain
Sweden
Switzerland
UK
Other Western Europe**
Western Europe subtotal
Eastern Europe
Total Europe

2005
5,461
5,213
46,704
79,200
69,032
4,990
41,454
10,101
6,805
65,792
101,084
435,836
267,627
703,462

2006
5,761
5,369
48,105
84,586
72,208
5,090
44,126
10,455
7,091
67,964
106,946
457,700
326,504
784,205

2007
5,992
5,476
49,308
88,392
74,157
5,166
45,803
10,789
7,304
69,459
111,224
473,070
368,950
842,020

* Compound annual growth rate; ** Includes Turkey
Source: European Information Technology Observatory (EITO), March 2007

2008
6,190
5,582
50,541
91,044
76,159
5,233
47,086
11,091
7,457
70,709
114,895
485,986
394,777
880,762

2009
6,344
5,682
51,653
93,047
77,302
5,301
48,027
11,369
7,561
71,770
117,767
495,823
410,568
906,390

2010
6,471
5,773
52,686
94,722
78,461
5,354
48,748
11,596
7,637
72,631
120,240
504,319
418,779
923,098

CAGR*
3.5%
2.1%
2.4%
3.6%
2.6%
1.4%
3.3%
2.8%
2.3%
2.0%
3.5%
3.0%
9.4%
5.6%

© World Association of Newspapers 2007-2008
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Print vs. Online Ad Revenue as % of Total in the Category,
Europe, 2005 - 2007
(% of print : % of online)

Display
Total

2005
Company A
Company B
Company C
Company D
Company E
Company F
Company G
Company H
Company I (Scandinavia)
Company J (Scandinavia)
Company K (Scandinavia)
Company L (Scandinavia)
Company M (Scandinavia)
Company N (UK)
Company O (UK)
Company P (UK)
Company Q (UK)
2006
Company A
Company B
Company C
Company D
Company E
Company F
Company G
Company H
Company I (Scandinavia)
Company J (Scandinavia)
Company K (Scandinavia)
Company L (Scandinavia)
Company M (Scandinavia)
Company N (UK)
Company O (UK)
Company P (UK)
Company Q (UK)
2007
Company A
Company B
Company C
Company D
Company E
Company F
Company G
Company H
Company I (Scandinavia)
Company J (Scandinavia)
Company K (Scandinavia)
Company L (Scandinavia)
Company M (Scandinavia)
Company N (UK)
Company O (UK)
Company P (UK)
Company Q (UK)

Classified
Recruitment
Real estate

98.7% : 1.3%
100% : 0%
98.7% : 1.3%
99.6% : 0.4%
93.4% : 6.6%

97.7% : 2.3%
100% : 0%
98.4% : 1.6%
99.6% : 0.4%
93.8% : 6.2%

95% : 5%

94.9% : 5.1%
98.7% : 1.3%
97.8% : 2.1%
96.3% : 3.7%
93.4% : 6.6%
92.1% : 7.9%
91.3% : 8.7%
91.7% : 8.3%
95.9% : 4.1%
97.7% : 2.3%

86% : 14%
94.4% : 5.6%
96.7% : 3.3%
94.7% : 5.3%
98.5% : 1.5%
93.8% : 6.2%
94% : 6%
92% : 8%
96.6% : 3.4%
97.8% : 2.2%

98.5% : 1.5%
100% : 0%
98.9% : 1.1%
98.8% : 1.2%
88.9% : 11.1%
98.6% :1.4%
94.7% : 5.3%
97.8% : 2.2%
97.3% : 2.7%
96.2% : 3.8%
94% : 6%
85.3% : 14.7%
93% : 7%
93.3% : 6.7%
87.1% : 12.9%
95.2% : 4.8%
96.7% : 3.3%

94.5% : 5.5%

98.1% : 1.9%
100% : 0%
99.1% : 0.9%
98.5% : 1.5%
84.1% : 15.9%
97.8% : 2.2%
94.6% : 5.4%
94.8% : 5.2%
96.3% : 3.7%
95.9% : 4.1%
89.5% : 10.5%
94.7% : 5.3%
93.5% : 6.5%
85% : 15%
93.5% : 6.5%
94.7% : 5.3%

93.1% : 6.9%

98.8% : 1.2%

99.1% : 0.9%

99.1% : 0.9%

54.5% : 45.5%
89.7% : 10.3%
94.6% : 5.4%
89.3% : 10.7%
97% : 3%
90.3% : 9.7%
91.9% : 8.1%
91.4% : 8.6%
98.1% : 1.9%
96% : 4%

73.3% : 26.7%
83.4% : 16.6%
90.3% : 9.7%
97.4% : 2.6%
100% : 0%
100% : 0%
100% : 0%

100% : 0%
76.9% : 23.1%
90.5% : 9.5%
93.9% : 6.1%
100% : 0%
100% : 0%
100% : 0%

96.7% : 3.3%
98.2% : 1.8%

95.2% : 4.8%
97.3% : 2.7%

94.4% : 5.6%

92.6% : 7.4%

99.1% : 0.9%

99.1% : 0.9%

99.1% : 0.9%

98.5% : 1.5%
99.6% : 0.4%
98.5% :1.5%

99.4% : 0.6%

53.8% : 47.2%
85.2% : 14.8%
92.6% : 7.4%
89.5% : 10.5%
54.3% : 45.7%
93.9% : 6.1%
92% : 8%
87.8% : 12.2%
95.4% : 4.6%
97.5% : 2.5%

31% : 69%
87.5% : 12.5%
93.4% : 6.6%
90.1% : 9.9%
37.1% : 62.9%
87.9% : 12.1%
86.9% : 13.1%
86.2% : 13.8%
97.6% : 2.4%
94.2% : 5.8%

73.3% : 26.7%
78% : 22%
87% : 13%
95.9% : 4.1%
100% : 0%
100% : 0%
100% : 0%

100% : 0%
74.5% : 25.5%
87.9% : 12.1%
85% : 15%
100% : 0%
100% : 0%
100% : 0%

95.5% : 4.5%
98.7% : 1.3%

95.7% : 4.3%
96.9% : 3.1%

91.8% : 8.2%

93% : 7%

88.1% : 11.9%

95.8% : 4.2%

99.1% : 0.9%

95.5% : 4.5%

55.6% : 45.4%
73.3% : 26.7%
84.1% : 15.9%
96.2% : 3.8%
100% : 0%

100% : 0%
71.6% : 28.4%
72.2% : 27.8%
83.3% : 16.7%
100% : 0%

100% : 0%

100% : 0%

95.5% : 4.5%
98.7% : 2.3%

96.9% : 3.1%
95.7% : 4.3%

99.1% : 0.9%
93.2% : 6.8%
98.6% : 1.4%

90.1% : 9.9%
100% : 0%

34.2% : 66.8%
67.7% : 32.3%
84.9% : 15.1%
90.8% : 9.2%
95.6% : 4.4%
88.4% : 11.6%
91.3% : 8.7%
81.8% :18.2%
95.9% : 4.1%
95% : 5%

16.7% : 84.3%
36.7% : 73.3%
89.5% : 10.5%
89.8% : 10.2%
91.5% : 8.5%
88.4% : 11.6%
86.2% : 13.8%
78.4% : 21.6%
97.1% : 2.9%
88% : 12%

print = 100% ; online = 0%
100% > print > 95% ; 0% < online < 5%
90% > print >
_ 80% ; 10% < online < 20%
80% > print ; 20% < online
Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008
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Auto

95% > print >
_ 90% ; 5% < online < 10%
© World Association Newspapers 2007-2008
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Mobile TV and Video Revenues, 2006 – 2011
€ million
France
United Kingdom
Germany
Italy
Spain

2006
25
20
13
45
6

2007
34
65
40
118
21

Source: IDATE, “Mobile 2007”

2008
205
162
109
249
49

2009
409
345
245
484
118

2010
618
624
475
828
269

2011
846
967
766
1,169
517

© World Association of Newspapers 2007-2008

respondents said they would take advantage
of the growing trend of mobile Internet
revenue making and mobile subscribership,
illustrated by a variety of European research
studies.

newspaper advertising revenue, digital jumped
from 2.1 percent in 2005, through 4.8 percent
in 2006, to reach 6.7 percent in 2007. In the
“regionals” division, the 2007/2006 growth
was more than 32 percent.

For the first time, two northern European
newspaper respondents, one national daily
and one regional, reported making money
from online video advertising. Although in
each case the amount was less than three
percent of total digital revenues, SFN
believes this is the beginning of an emerging
trend in Europe and the rest of the world for
revenues from online video. In the United
States, online video is a US$1.3 billion
business, according to eMarketer, and local
online video advertising is a $400 million
business, of which newspapers already claim
one-fourth share in 2007, according to
Borrell Associates. Online video advertising
will grow from five percent to 28 percent of
local online revenue in the United States,
from 2007 to 2012, according to Borrell.

Associated Northcliffe Digital (AND) said in
its parent company’s 2006 annual report that it
anticipated 2007 online revenues upward of
£90 million, making it one of the dominant
digital players in the UK. It came very close, at
£86 million, an increase of 46 percent. AND
manages a wide portfolio of online properties,
a business concept noted in Chapter 1 in
relation to many of the U.S. media companies,
as traditional media and online media diverge
in how they chase advertising revenues.

United Kingdom
Last year, the most successful online
operations in the United Kingdom – owned for
the most part by mid-circulation “quality”
national groups – reported that 10 percent to
12 percent of their ad revenue was coming
from online, while regional papers (even those
part of large companies) and lower-circulation
nationals were mostly tracking around 5
percent.
Growth continues to be exceptionally strong,
but it is slowing down for most companies.
The Trinity Mirror group, in public filings,
reported that revenue from digital operations
increased by 120 percent, from £11.1 million
to £24.5 million. In 2007 the online total was
£34.3 million, a rise of 35.6 percent on
retained businesses. As a proportion of Group

For the Associated Newspapers’ group, 2007
revenues rose one percent to £1.43 billion,
with advertising growth just offsetting ongoing
circulation declines. For the nationals and
London titles, print advertising increased by
just over two percent, with a six percent
increase in display, which more than balances
a seven percent fall in classifieds. The way in
which the group reports makes it difficult to
determine the proportion of online to print
advertising, but AND accounts for more than
six percent of total revenues and well over 10
percent of total advertising.

JOHNSTON PRESS: ESTABLISHING ITSELF
LOCALLY ONLINE

Another company that talks about digital in its
annual report is Edinburgh-based Johnston
Press, with more than 300 newspapers and
community publications and more than 300
Web sites in the United Kingdom and Ireland.
The group's online revenues are climbing fast,
up 34 percent to £15.1 million last year, with
similar growth in the two previous years.
According to a recent announcement, in the
first four months of 2008 the increase over the
same period in 2007 was a stunning 57
percent! As a ratio of total advertising revenue,
21
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online accounted for 3.6 percent which is in
fact extremely good for what in North America
are called community newspapers.

• Propertytoday: Build content outside of print
and use local knowledge to battle dominant
online players.

The publishing company's most recent success
story is its four key verticals, launched to
create a common brand among its local and
regional newspapers:
jobs site (jobstoday.co.uk),
auto site (motorstoday.co.uk),
real estate site (propertytoday.co.uk)
and local search site (localpagestoday.co.uk)
serve each community on a local level while
also connecting to the larger whole.

• Motorstoday: Secure content outside of print,
battling a dominant Web player, while
focusing on car stock and choice.

To develop a strong brand identity, the
creative vehicle is literally a vehicle that is
fun, memorable and can build a brand
identity quickly. The vehicle can be used
across all media, and develops the brand
association across the four verticals, taking
users to local places; in this case, "taking
you to local jobs."

The sites offer local news, information and
advertising services on a range of media
platforms, including print and digital channels,
which reach to the most local of levels. These
classified verticals were launched to take the
next step in growing online audiences,
expanding market reach and generating more
revenue from online as the local newspapers
were seeing circulation and readership declines.
Owning the local marketplace online with an
established, trusted umbrella brand was key,
and Johnston Press knew its newspapers,
combined with the classifieds sites, could have
the greatest local reach, which translates to
better monetization of the local sector. Each
site is up against certain challenges it must
overcome:
• Jobstoday: A site to serve both local and
national recruiters markets and to attract
jobseekers while delivering local jobs.
• Localpagestoday: Offering in-paper
advertisers an online solution and building new
revenue from businesses not using print.
22

Propertytoday.co.uk homepage.

The local sites needed to establish with users
that local is better, which means having the
most and best information. For example, the
Jobstoday site allows users to upload their
CVs, then matches them to jobs that match
their CVs, while the Motorstoday site has a
larger selection of cars in each local area than
other major national or international auto sites.
The Localpagestoday site launched a new
business directory that positioned itself with
being the most in-the-know for each local area,
and the Propertytoday site aims to have the
most information on each property by taking
information from real estate agencies, not
newspaper ads. The site also gives users
information on areas the properties are located
in, such as crime and other statistics.

UK DIGITAL TRENDS
The WAN survey was completed by several
of the largest newspaper groups, giving a clear
sense of how they are developing their online
operations. What is clear is that they are doing
different things that are generating wildly
different results. The “Web site revenue per
unit of print circulation,” which delivers
reasonably consistent measures in the United
States, is of little help in the structurally
different UK market, with its massive
circulation national titles and their strong
political leanings.
On that theme, though, it is interesting but
perhaps not surprising that “right wing” papers
trail the field with this metric, all coming in
below £8. Papers targeting a more “left wing”
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Ad Revenue Snapshot: UK, 2005 - 2007
Total print ad revenue
(€ in million)

Maximum
Minimum
Average

Growth
2005
2006
2007 2005-2007
182,8 188,8
192
5%
47,42 44,34 41,41
-12.7%
110,01 109,79 110,22
-1.9%

Total online ad revenue
(€ in million)
2005
11,4
2,35
5,28

Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

readership, on the other hand, delivered
anything from £16 for those with a print
circulation below 200,000 to more than £50
with circulations of 400,000 or more.
To the extent that circulation is one of the
measures of market size, smaller circulation
papers do tend to generate lower online
revenues as a proportion of their total income.
But even in that sector, the rate of annual
growth is remarkably consistent with the larger
papers. One of the survey participants reported
3.75 percent of income from online, but that
was up 35 percent on 2006. A major paper in a
large English city said that it was making
almost eight percent from online, but that its
print ads were declining, and online was
virtually flat, suggesting that it might have
peaked. The problem in the United Kingdom is
that the real estate market is showing signs of
trouble, as is the jobs market, both of them
mainstays of print and online classifieds.
Not all papers, though, are experiencing the
same damage to these online verticals as they
are on the print side. One of the highercirculation nationals saw its print recruitment
classifieds dive by 10 percent, but almost
exactly the same cash increase in the
comparable online sites. That paper has one of
the most successful online operations in the
industry, in the United Kingdom and just about
anywhere, with a 2007 ratio of 16.7 percent of
ad revenue from online. The increase in online
over 2006 was 40 percent, when it accounted
for 12.5 percent of total ad revenues.
Another paper surveyed, a high circulation
national daily/Sunday, was achieving just 5.2
percent of its advertising revenue from online
– but this was up from 2.7 percent in 2006, and
in cash terms, more than doubling in the space
of a year. With that kind of growth, clearly a
new strategy is in place, and any conclusions
or analysis at this point would be premature.
The dominant online vertical is of course

2006
17,8
2,82
7,66

2007
24,9
3,54
11,03

Growth
2005-2007
159.7%
50.7%
95.6%

Online ad revenue as
% of total ad revenue
2005
8.0%
2.2%
4.7%

2006
12.5%
3.1%
6.6%

2007
16.7%
5.2%
8.9%

© World Association Newspapers 2007-2008

recruitment. At some papers it delivered
almost 55 percent of their total online, and
nearly 22 percent of all revenue in that
vertical. At others, it was as low as 15 percent
of total online, and approximately 12 percent
of all recruitment classifieds. While there are
different ways of looking at this, and dangers
in drawing conclusions that fail to take account
of market differences, it may be that some
newspapers are failing to develop online
classifieds to capture the steady decline in their
print classifieds as advertisers continue to seek
online solutions. The key point here is that
there are plenty of other places to advertise
online. Newspapers must ensure that the
print/online migration stays within their
businesses and not on the pure-play turf.
Taking all of the UK survey participants into
account, these are a few of the more significant
developments from 2005 to 2007:
• Average increase in total online revenue: 53
percent
• Average increase in online recruitment
classifieds: 45 percent
• Online recruitment as a percent of total
online in 2007: 41 percent
There were a few surprises:
• Although video is a major and growing
revenue source in the United States, for most
UK newspapers it barely registers
• With one exception, for whom it represented
almost four percent of online revenue, search
also is not a significant revenue-maker
And a few things that aren’t really surprising:
• Papers catering for younger readers did much
better from online than those with an older
readership
• Professional jobs generated more in online
classifieds than either senior management or
lower-paid and unskilled jobs
• As mentioned, political bias is a factor,
although a better way to express this is to say
23
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that age, education and comfort level with the
Internet are clearly quite reliable predictors of
the success of online advertising
This year the survey included a series of
questions to determine market share. Unlike
previous surveys where participants were
asked to supply their estimate – and most
simply ignored the questions - this time they
were presented with ranges for each revenue
line completed. As a technique it was highly
successful, as almost everyone checked a box.
Some of the estimates are clearly incorrect,
based on an analysis of all of the surveys
submitted. But, with a few exceptions, the
tendency with the online market share was to
veer on the low side, suggesting that many
companies lack the data and perhaps the
comfort level to know where they fit in the
marketplace. And while almost everyone did
answer these questions, they gave the same
answers for each of the three years requested.
For the most part, newspaper sites are
estimating a much smaller share of online
markets than for their comparable print
advertising. One large national paper gives its
print recruitment share at more than 40
percent, but it claims less than a 10 percent
share in the same online vertical. Another
national newspaper, for this vertical, claims a
larger online market share than for print.
Perhaps that is correct, but it is doubtful. And a
further complication is that regionalisation
makes it very difficult for Web sites to figure
out what their market is, never mind their
share of that market. For instance, is a large
city looking just at its share of job listings on
sites operating in or for that city, or is it job
listings nationally? And if the latter, will it
necessarily know where these are?
Another question posed last year was the
number of online-only sales reps. It was
repeated this year, and like last year, with a
relatively small number of participants, the
answers are too diverse to be helpful. The
largest site secures per-rep sales of more than
£2 million, with the others in a range of
£560K - £950K and really very little
correlation either domestically or
internationally.
Finally, the survey asked a series of qualitative
questions about current and future strategies.
Here is a summary of the answers:
• Still a tendency at many papers to rely on
print upsells
24

• It takes too long to develop new products
• Property, entertainment and business are
strong potential markets
• Audience needs to be grown through
convergence
• Advertisers frequently require a print and
online bundle
• Developing online sales is often slower than
originally estimated
• Web site design typically lags sales
initiatives, leading to inventory shortages
• More transactional e-commerce engine to
increase online sales as print slows
• Paid search is being explored as a way to
drive users to classifieds
• More use of behavioural targeting
• New channels, e.g. environmental, video
• Search engine optimisation to drive page views
• E-mail campaigns
• Better understanding of value of page views
in each channel (e.g. business, travel)
• Attempt to monetise overseas page views
• Digitisation of archive

Scandinavia
In Scandinavia, only a handful of national
newspaper companies compete for the
attention of 25 million inhabitants in Finland,
Denmark, Norway, Sweden and Iceland,
including Schibsted, Bonnier, Stampen Group
and Mecom, and several regional newspaper
companies like A-Pressen, NordJyske and
Adresseavisen. Scandinavia is still one of the
most fertile grounds for newspaper readership,
and also one of the most highly penetrated
digital marketplaces, with some of the highest
consumption of mobile and Internet in the
world. All of these factors spell opportunity for
Scandinavian newspaper companies.
While in some cases newspaper advertising
and circulation revenues are slowing down in
Scandinavia, in all reported cases, the growing
Internet advertising revenue base is making up
for the losses in print. Scandinavian newspaper
respondents report high double-digit increases
in Internet revenues, in the classifieds and
display sectors.
In 2007 across Scandinavia, print classified
advertising represented a half or a third of the
advertising revenues, except in the case of a
small regional newspaper respondent. As time
goes on, classified advertising networks, such
as Schibsted-owned FINN.no and Blocket.se,
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are drawing an increasingly larger share of
revenues away from online newspaper
revenues. Schibsted reported that FINN and
Blocket are among their most profitable digital
properties, making €72.7 million and €31.5
million EBITA profit in 2007, or a 43.3
percent profit margin. FINN revenues
increased 44.5 percent, and profits grew 67.11
percent from 2006 to 2007, according to the
Schibsted annual report. Revenues from
FINN’s recruitment advertising grew 54
percent between 2006 and 2007.

account for six percent of the company’s
revenues, up from 5.3 percent in 2006. The
following is a breakdown of Schibsted’s
revenues and profits for its four largest
newspapers, as reported in Schibsted’s 2007
annual report.
Of the five newspaper companies representing
a total of 51 newspapers across Scandinavia,
each made between five percent and 11
percent of their print advertising revenues with
overall online revenues. All of the media
companies have increased their online
revenues, particularly their online display and
online recruitment advertising, while print
classifieds and display advertising have
remained stable or have gone up in all cases.

Of the responding companies in Scandinavia,
most derive a half or more of its revenues from
classifieds, including their share of revenues
from classifieds portals. Between 2005 and
2007, display advertising revenues have more
than doubled, and the pace of growth is
accelerating faster than that of online classified
advertising revenues by one-forth to one-third.

In the capital cities of Scandinavia –
Copenhagen, Helsinki, Oslo and Stockholm –
major battles are being drawn between
newspaper and other competitors for display
and classifieds market share. While most
major national newspapers claim more than 20
percent of the print display and classifieds
market share, few of them were sure of their

SCHIBSTED PROFITS AND REVENUES
While Schibsted reports that 51 percent of the
company’s EBITA profits are made with
online activities, its online business only

Ad Revenue Snapshot: Scandinavia, 2005 - 2007
Total print ad revenue
(€ in million)
2005
2006
218,9 226,5
48,31 12,15
110,95 98,42

Maximum
Minimum
Average

Total online ad revenue
(€ in million)

Growth
2005-2007
13.1%
-87.9%
-27.9%

2007
217,3
14,78
79,78

2005
8
1,85
4,89

2006
12
4,55
8,07

2007
17
0,75
9,84

Online ad revenue as
% of total ad revenue

Growth
2005-2007
159.4%
-59.5%
86%

Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

2005
6.2%
1.5%
4.7%

2006
31.9%
5.0%
11.7%

2007
27.7%
4.8%
12.9%
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Scandinavian Company Revenues

2006
2007
Company B

Source: 2008 WAN Benchmarking New Digital Revenues Survey

2006
2007
Company C

16,814,100 (12.7%)

115,336,000

12,227,000 (10.0%)

111,301,000

6,830,000 (11.0%)

55,100,000

4,560,000 (8.0%)

51,105,718

1,130,000 (5.0%)

21,198,000

19,198,969

8,390,000 (6.5%)

2006
2007
Company A

724,250 (4.0%)

0

121,642,000

50,000,000

4,500,000 (4.0%)

100,000,000

109,049,405

150,000,000

2006
2007
Company D

17,300,000 (6.8%)

200,000,000

12,000,000 (5.0%)

226,500,000

Online ad revenue
Print ad revenue
(%) % of companyí s ad revenues made by digital

238,800,000

€
250,000,000

2006
2007
Company E

© World Association of Newspapers 2008
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Print vs. Online Ad Revenue as % of Total in the Category,
Scandinavia, 2005 - 2007
(% of print : % of online)

Display
Total

2005
Company A
Company B
Company C
Company D
Company E
2006
Company A
Company B
Company C
Company D
Company E
2007
Company A
Company B
Company C
Company D
Company E

Classified
Recruitment
Real estate

Auto

98.7% : 1.3%
97.8% : 2.1%
96.3% : 3.7%
93.4% : 6.6%
92.1% : 7.9%

94.4% : 5.6%
96.7% : 3.3%
94.7% : 5.3%
98.5% : 1.5%
93.8% : 6.2%

89.7% : 10.3%
94.6% : 5.4%
89.3% : 10.7%
97% : 3%
90.3% : 9.7%

83.4% : 16.6%
90.3% : 9.7%
97.4% : 2.6%
100% : 0%
100% : 0%

76.9% : 23.1%
90.5% : 9.5%
93.9% : 6.1%
100% : 0%
100% : 0%

97.3% : 2.7%
96.2% : 3.8%
94% : 6%
85.3% : 14.7%
93% : 7%

85.2% : 14.8%
92.6% : 7.4%
89.5% : 10.5%
54.3% : 45.7%
93.9% : 6.1%

87.5% : 12.5%
93.4% : 6.6%
90.1% : 9.9%
37.1% : 62.9%
87.9% : 12.1%

78% : 22%
87% : 13%
95.9% : 4.1%
100% : 0%
100% : 0%

74.5% : 25.5%
87.9% : 12.1%
85% : 15%
100% : 0%
100% : 0%

96.3% : 3.7%
95.9% : 4.1%
89.5% : 10.5%
94.7% : 5.3%

67.7% : 32.3%
84.9% : 15.1%
90.8% : 9.2%
95.6% : 4.4%
88.4% : 11.6%

36.7% : 73.3%
89.5% : 10.5%
89.8% : 10.2%
91.5% : 8.5%
88.4% : 11.6%

73.3% : 26.7%
84.1% : 15.9%
96.2% : 3.8%
100% : 0%

71.6% : 28.4%
72.2% : 27.8%
83.3% : 16.7%
100% : 0%

print = 100% ; online = 0%
100% > print > 95% ; 0% < online < 5%
90% > print >
_ 80% ; 10% < online < 20%
80% > print ; 20% < online
Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

market position. One national newspaper with
one major competitor estimated it had twice as
much market share but with only half of the
revenues as its competitor! Meanwhile, most
respondents estimated their online display and
classifieds revenue was less than a 10 percent
share in 2007, as all compete with the likes of
Google and scores of national non-traditional
competitors.
While display and recruitment advertising is
growing at a double-digit clip for all Scandinavian
respondents, auto, real estate and “other”
revenue categories are much less impressive.

95% > print >
_ 90% ; 5% < online < 10%
© World Association Newspapers 2007-2008

Looking to the future, several media houses in
Scandinavia have aspirations to take advantage
of digital revenue trends in 2008. While Web
TV is a major draw for traffic to online
newspapers across Scandinavia, the product
has yet to be monetised. SFN believes 2008
will be the year that video and mobile
monetisation take off in Northern Europe, as
well as Africa and South America, for online
newspaper operations.
Survey respondents from Scandinavia
expressed their present and future strategies
and business concerns:

Schibsted’s Breakdown of Revenues, 2006 to 2007
2006
Newspapers 70.0%

2007
Newspapers 67.0%
Other 3.0%

Other 4.23%
Live pix 10.0%
Live pix 11.4%

Classified advertising
and search 9.0%
Online newspapers 5.3%
Source: Schibsted Annual Report, 2007
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Classified advertising
and search 14.0%
Online newspapers 6.0%
© World Association Newspapers 2007-2008
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What is not working:
• We have not been able to fully commercialise
rising number of visitors on our internet sites
• Not working: time-to-market of new products
• Matrix organisation, not good enough focus
on clients without media agencies
What is working:
• Growth, re-aligning for the online competition
• Classified and the cooperation within national
classifieds network

Profits and Revenues for Four
Major Schibsted Newspapers,
2006 – 2007
Operating profit Aftenposten Group
(NOK million)
2006
Circulation revenues (1)
672
Advertising revenues
1,726
Other revenues
269
Operating revenues
2,667
Operating costs
(2,369)
Operating profit (EBITA)
298
Operating margin (EBITA) (%)
11.2
Number of employees
1,026

2007
703
2,056
346
3,105
(2,653)
452
14.6
1,108

Operating profit VG Group
(NOK million)
Circulation revenues (1)
Advertising revenues
Other revenues
Operating revenues
Operating costs
Operating profit (EBITA)
Operating margin (EBITA) (%)
Number of employees

2006
1,185
559
62
1,806
(1,516)
290
16.1
496

2007
1,223
672
76
1,971
(1,606)
365
18.5
482

Operating profit Aftonbladet Group
(SEK million)
2006
Circulation revenues (1)
1,486
Advertising revenues
1,036
Other revenues
167
Operating revenues
2,689
Operating costs
(2,375)
Operating profit (EBITA)
316
Operating margin (EBITA) (%)
11.8
Number of employees
828

2007
1,578
1,245
175
2,998
(2,795)
208
6.9
958

• Local display advertising is seeing a strong
increase
• Quality site makes high advertising pricing
possible
• Good contacts with media agencies
New for 2007:
• Listing business in development
• Start-up phase for video and mobile
• Concentration of online classifieds under one
management
• New local user generated community
• New video portal
• Matrix sales organisation with a specialist
sales force, including specialists focusing on
media agencies
Plans for next 18 months:
• We'll also speed up local display advertising
and listings in our local newspapers and the
local sections
• Increase sales force
• Find/bundling opportunities with other sites
• Develop news site
• Add video, search and permission marketing

The rest of Europe

Operating profit Svenska Dagbladettt Group
(SEK million)
2006
2007
Circulation revenues (1)
442
456
Advertising revenues
521
619
Other revenues
73
74
Operating revenues
1,036
1,149
Operating costs
(1,002)
(1,100)
Operating profit (EBITA)
34
49
Operating margin (EBITA) (%)
3.3
4.3
Number of employees
422
454
(1) Circulation revenues consist of subscription and single copy sales
revenue
Source: Schibsted annual report, 2007
© World Association Newspapers 2007-2008

Outside of the UK and Scandinavia,
prosperous Internet operations are emerging,
but are few and far between. Newspaper
companies in countries like the Netherlands,
France and Spain all have examples of
successful Internet businesses, included and
not included in the benchmarking study,
making more than 10 percent of their
companies’ revenues with digital revenues.
Not including Scandinavia, the United
Kingdom and Ireland, 26 newspapers were
represented in the European survey. Most of
the newspaper companies reported online
advertising revenue hovering at around one
percent most of the years, with the exception
of one newspaper company, reporting 52.8
percent of its total ad revenue coming from
online in 2007. In 2005, that newspaper was
way above average, even for 2007, with 12.28
percent of its ad revenues coming from online.
Those reporting print losses are struggling to
bridge the gap with online revenue, but are
seeing online ad revenue growth.
One newspaper company had 22 online-only
sales representatives, while the rest responded
they have seven or less. All respondents
reported their online display advertising
27
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Ad Revenue Snapshot: Europe, 2005 - 2007
Europe statistics include non-Scandinavian and UK survey responses
Total print ad revenue
(€ in million)

Maximum
Minimum
Average

2005
218,9
3
98,56

Growth
2006
2007 2005-2007
226,5 460,3
30.0%
3,6
3,9
-87.9%
90,34 105,27
-8.0%

Total online ad revenue
(€ in million)
2005
14
0,03
4,83

2006
28,5
0,07
6,55

2007
57
0,12
9,8

Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

Growth
2005-2007
366.7%
-59.5%
142.3%

Online ad revenue as
% of total ad revenue
2005
10.9%
0.3%
4.5%

2006
31.9%
0.4%
7.7%

2007
34.5%
0.3%
9.9%

© World Association Newspapers 2007-2008

revenue market share in 2007 was between
zero percent to 10 percent, except for one, who
stated display makes up 11 percent to 20
percent.

properties), special interest sites (health,
personal finance, sports, same-interest social
communities), other online-only products and
performance-based sales of unsold ads

For 2007 online classifieds, one respondent
stated recruitment classifieds make up between
21 percent to 30 percent of online advertising
market share revenue, while 11 percent to 20
percent comes from real estate ads. All other
answers from all respondents stated
recruitment, real estate, auto and other
classifieds make up between zero percent to 10
percent, or they left the question blank.

• In the next 18 months, newspaper companies
said they plan on implementing new initiatives,
such as: More online-only products, online
video advertising, new speciality sites (such as
travel and health), hiring more dedicated sales
people, video marketing and sponsoring,
outsourcing online sales advertising,
commercialising foreign traffic beginning to
audit online and CPS-campaigns.

In 2005 and 2006, all respondents answered
that online display advertising and all online
classifieds either made up zero percent to 10
percent, or they left the question blank. The
one exception was in 2006, when one
company stated recruitment classifieds made
up between 11 percent to 20 percent of online
advertising revenue market share.

FRANCE

In answer to a series of open-ended questions
about current and future strategies, those
surveyed responded with answers such as:
• The mobile revenue scenario has changed in
favour of the operators, taking advantage of
their market power. However, in order to better
monetise mobile downloads, companies are
looking forward to mobile networks opening
up, so mobile ads can be sold.
• What works: Offering a fixed position or
special packages to direct clients, cross-media
products, selling integrated print/online
campaigns to large accounts
• What is not working: Paid content, selling
online advertising to regional accounts,
integrated online sales propositions in total
portfolio of the sales teams
• New initiatives implemented in 2007: Online
classifieds speciality sites (autos, jobs,
28

Internet advertising expenditure was at almost
nothing in 1996, reached more than €1 billion
in 2006 and is expected to top €2 billion by
2010, according to research firm
ZenithOptimedia.
Online ad growth peaked between 2002 and
2003, at 406.9 percent, and is expected to
grow 15.8 percent from 2009 to 2010, the
group has predicted.
Meanwhile, total circulation of paid-for
dailies in France dropped from 8.15 million
in 2002 to 7.68 million in 2006, a 5.7 percent
drop. However, total free daily circulation
increased from just 936,000 in 2002 to 2.1
million in 2006, a growth of 126 percent,
according to data from World Press Trends
2007.
Advertising revenues in those years grew at
less than a percent for paid dailies, from
€1.426 billion in 2002, to €1.44 billion in
2006. Free daily ad revenue grew 30 percent,
to €1.168 billion in 2006, from 892 million
in 2002, according to the WPT figures.
A trend appearing in the 2008 WAN – Borrell
Benchmarking New Digital Revenues Survey
showed that from 2005 to 2007, most French
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Advertising Expenditure per Medium, France
€ million
12,000
Internet

Outdoor

10,000

Cinema

9,256 9,396
8,390

8,000

7,474

Radio

TV

Magazines

8,847 8,671 8,850

9,310

Newspapers
9,632

10,075 10,320

10,699

11,098

11,555

7,755

6,000

4,000

2,000

0

1996

1997 1998

1999

2000 2001

2002

Source: ZenithOptimedia

newspapers' display print advertising revenue
market share was at between 21 percent and 30
percent. At the same time, online advertising
revenue was much smaller, with less than 10
percent of online advertising revenue market
share coming from display.
Total advertising in France was at US$10.4
billion in 2002, and is expected to reach
$17.359 billion by 2011, according to data
from PricewaterhouseCoopers. From 2007 to
2011, advertising is expected to grow 6.3
percent overall.
The newspaper advertising market totalled
$1.688 billion in 2002. It is expected to reach
$1.757 billion by the end of 2008, and $1.794
in 2011. Meanwhile, Internet advertising was
at $386 million in 2002, and is expected to
reach $4.956 billion by 2011, according to the
PwC data.

SPAIN
Online ad expenditures in Spain jumped from
€15 million in 1999 to €53 million in 2000,
will reach €617 million by the end of 2008,
and climb to €1.297 billion in 2010,
ZenithOptimedia predicts. Newspaper
adspend, by comparison, is expected to
maintain a much slower, but steady increase,
from €1.898 billion in 2007, to €1.964
billion in 2008, to €2.033 billion in 2009,
reaching €2.104 billion in 2010.
After discounts, and excluding agency
commissions, production costs and classified

2003 2004

2005

2006 2007

2008

2009 2010

© World Association of Newspapers 2007-2008

advertising, Internet advertising expenditure
in Spain reached €157 million in 2006, and
is expected to reach €429 million by 2009,
according to World Press Trends 2007.
In the first period in 2007, online ad income
in Spain was up to €220.3 million, a 74.5
percent increase compared to the same
period in 2006, according to the Interactive
Advertising Bureau of Spain and
PricewaterhouseCoopers.
According to this year's New Digital
Revenues Survey, overall in Europe, 71.4
percent of respondents stated that their
online display advertising revenue market
share fell between 0-10 percent in 2007.
Meanwhile, 26.7 percent of respondents said
their print display ad share fell between 0-10
percent, 77.8 percent of respondents said
classifieds, recruitment and real estate
accounted for less than 10 percent of online
ad share; and 87.5 percent said online auto
ad share accounts for less than 10 percent of
online ad share.
Spain's National Statistics Institute released
data in 2007 that showed people in the
country are buying more newspapers than
they were five years ago, which is the
complete opposite of what is happening in
many other countries, especially in Europe
and North America. Daily newspaper readers
averaged at 36.3 percent in 2000, and
increased to 41.8 percent in 2006, according
to the data.
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Advertising Expenditure per Medium, Spain
€ million
9,000
Internet

Outdoor

Cinema

Radio

TV

Magazines

Newspapers

8,000

8,335
7,842

7,418
7,037

7,000

6,652
6,152

6,000

5,423

5,571

2002

2003

5,000
4,000
3,000
2,000
1,000
0

2004

2005

2006

After discounts, excludes agency commission, production costs and classified advertising.
Source: Duplo, Nielsen, Infoadex, ZenithOptimedia

El País: Using print to build online global brand
In addition to its home market in Spain, El
País, published by Prisacom, is aiming to
take advantage of the Spanish-speaking
market both at home and abroad, and is using
the print version as a springboard to the
online news market both in Spain and Latin
America to establish a global brand on the
Internet.

2007

2008

2009

© World Association of Newspapers 2007-2008

Ibero-American newspaper,” Juan Luis
Cebrian, chief executive of Prisa, told
Reuters. “What we want is to broaden out to
other sectors of society, and use our print
edition to build our global brand on the
Internet.”
In Spain, El País has a weekday circulation
of about 400,000, the largest paid circulation
in the country, and its global print readership
is at about two million, while the
newspaper's Web site is read by up to
800,000 people a day, according to Reuters.

GERMANY
Germany is a leader in Europe in terms of
online population, and research firm eMarketer
projects online ad spending in the country will
continue to grow at double-digit rates through
2010, when it will reach €3.5 billion. The
group predicts growth will slow to 7.9 percent
the next year, reaching €3.8 billion in 2011.
El País already prints editions in Mexico City
and Buenos Aires, and has its sights set on
the online market, not to compete with
already established local papers in Latin
America, but to win over a more elite, welleducated group of readers, much like the
demographic The Economist captured when
it transitioned from a UK to a worldwide
publication, according to a Reuters article.
“What this is about is having a global
editorial point of view, about not feeling
ourselves to be a Spanish newspaper but an
30

ZenithOptimedia has forecast Internet
advertising expenditure will increase from
€719 million in 2007 to €991 million by the
end of 2008, a 37.8 percent increase. Growth is
expected to continue, but slow to 28.7 percent
between 2008 and 2009, and to 25 percent
between 2009 and 2010, when it is expected to
reach €1.594 billion.
Newspapers, by comparison, is seeing almost
no growth in these years, increasing at just 0.4
percent each year, from 2006 to 2010,
according to ZenithOptimedia. However, it
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Advertising Expenditure per Medium, Germany
€ million
25,000
Internet

Outdoor

Cinema
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Newspapers

19,991

20,000
16,141

16,733
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After discounts, excludes agency commission, production costs and classified advertising.
Source: ZenithOptimedia
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Advertising Expenditure per Medium, the Netherlands (€ million)
Newspapers

Magazines

TV

Radio

Cinema

Outdoor

Internet

2007

2008

2009

Total: 3,874

Total: 3,981

Total: 4,082

164

158

171

7

189

178
7

7
279

273

284
1,505

1,483

975

218

1,004

814

1,527

1,029

826

839

After discounts, excludes production costs and agency commission. Includes classifieds, expenditure by regional advertisers in regional media,
magazines include consumer and business titles and outdoor includes transport and ambient media.
Source: VEA, BBC, ZenithOptimedia
© World Association Newspapers 2007-2008

does control most of the advertising market,
reaching €6.958 billion in 2010. Total
advertising expenditure across newspapers,
magazines, television, radio, cinema, outdoor
and the Internet is expected to reach €18.839
billion in 2010, up from €17.950 billion in
2008, the research firm predicts.
Among all European respondents of the World
Association of Newspapers – Borrell
Benchmarking New Digital Revenues Survey
2008, 10 out of 14 said display online
advertising in 2007 made up less than a 10
percent share of online advertising revenue.
Only one out of nine said classifieds,
recruitment or real estate made up more than

30 percent (but less than 40 percent) of online
advertising revenue.

NETHERLANDS
The first trimester of 2008 saw online
spending at €34.5 million in the Netherlands,
an 8.1 percent increase over the same period in
2007, according to research from the
Interactive Advertising Bureau (IAB) of the
Netherlands.
In 2007, Internet advertising expenditure in the
Netherlands was at €158 million, and by the
end of 2008, online adspend in the country is
expected to total €189 million, according to
data from VEA, the BBC and
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Advertising Expenditure per Medium, Belgium
€ million
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After discounts, excludes agency commission, production costs and classified advertising.
Source: ACP, MediaMark Belgium, CIM, MDB, IAB and ZenithOptimedia

ZenithOptimedia, documented in World
Press Trends 2007. These figures are after
discounts, and exclude production costs and
agency commission. In 2009, the same data
predicts Internet adspend in the country will
reach €218 million, or 5.34 percent of total
advertising expenditure.
Meanwhile, print (newspapers and
magazines) continues to make up the
majority of ad spending (including
classifieds) in the Netherlands. If newspapers
are singled out and looked at without being
coupled with magazines, most money spent
on advertising goes to newspapers over any
other medium, including magazines,
television, radio and the Internet, among all
years from 2002 to 2009, according to the
same data set from World Press Trends. In
2007, newspaper ad expenditure totalled
€1.483 billion, by the end of 2008, it is
expected to total €1.505 billion and it is
expected to reach €1.527 billion, or 37.4
percent of overall ad spending.
According to data from ZenithOptimedia,
total online advertising expenditure will
reach €188 million in 2010.
According to the 2008 WAN – Borrell
Benchmarking New Digital Revenues
Survey, respondents in the Netherlands
reported they are looking to launch one or
more related sites in the next 18 months.
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BELGIUM
In Belgium, television is the overall winner
in terms of advertising expenditure per
medium, from 2002 projected through 2009,
according to research data from ACP,
MediaMark Belgium, CIM, MDB, IAB and
ZenithOptimedia, as reported in World Press
Trends 2007. In a distant second place
throughout the years is newspapers.
All mediums – newspapers, magazines,
radio, cinema, outdoor and the Internet are
seeing growth each year, except for
television, which went down from 2004 to
2005, but was back up in 2006 and is
expected to continue to climb through 2009,
according to the figures.
Internet advertising expenditure increased
from a 3.1 percent share of total adspend in
2006, to 4.2 percent in 2007. It is expected to
make up a 4.8 percent share in 2008 and 5.3
percent share in 2009, according to the World
Press Trends data. Although newspaper ad
expenditures are continuing to increase
through 2009, overall share is decreasing.
Newspaper advertising expenditure
decreased from 25.9 percent in 2006 to 24.7
percent in 2007. It is expected to continue to
decrease from a 24 percent share in 2008 to a
23.6 percent share in 2009, according to the
figures.

VOLUME 7 REPORT N° 6 BENCHMARKING DIGITAL REVENUES

3. Asia Pacific
According to major research studies,
newspaper advertising is the hottest in the Asia
Pacific region. By comparison, online
advertising is still in its infancy, though
growing in double-digit and triple-digit rates
across the region. The WAN-Borrell
Benchmarking New Digital Revenues Survey
has confirmed earlier research studies on strong

newspaper and online advertising growth.
Newspaper advertising in the Asia Pacific
region grew from US$19.24 billion in 2002,
reached $22.85 billion in 2006, and is expected
to exceed $28.83 billion in 2011, according to
PricewaterhouseCoopers. By contrast, online
advertising increased from $1.15 billion in

Asia Pacific Advertising by Segment, 2002 - 2011
US$ millions
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2002 to more than $5.56 billion in 2006, and is
projected to reach $13.19 billion by 2011.

and New Zealand, with a projected 61 percent
and 49 percent growth within 15 years, many
developing countries reported a much higher
newspaper ad spending growth than the global
figure. Newspapers in Indonesia, Vietnam,
China, India, Pakistan and Malaysia are
expected to be the beneficiaries of triple-digit
newspaper advertising expenditure growth,
while more established markets like Japan and
Taiwan are expected to reduce advertising
expenditure in double-digits within 15 years.

According to the WAN-Borrell Benchmarking
New Digital Revenues Survey 2008, online
advertising is on the ascendancy for newspaper
companies, and it is still making up less than
five percent of the newspaper companies’
revenues. Only a handful of advertising sales
people on average have been hired to sell
online-only products, compared with dozens or
even hundreds at comparable-sized newspaper
companies in the United States, according to
the study.

Newspaper Advertising
Expenditure Growth

PwC projects newspaper advertising will
achieve a compounded annual growth rate
(CAGR) of 4.8 percent from 2007-2011,
lagging behind the overall advertising’s 6.8
percent CAGR. Online advertising will
outshine other ad segments, with the only
double-digit CAGR during the same period, of
18.8 percent. The WAN benchmarking study
also confirms that double- and triple-digit
growth of online advertising performance
among newspaper companies in Asia Pacific.

1995-2010
61.1%
49.1%
696.0%
148.4%
418.9%
1515.0%
-25.2%
239.4%
407.6%
47.2%
59.0%
134.8%
-66.0%
117.8%
803.8%
65.5%
44.5%
33.4%
24.1%
53.5%

Australia
New Zealand
China
Hong Kong
India
Indonesia
Japan
Malaysia
Pakistan
Philippines
Singapore
South Korea
Taiwan
Thailand
Vietnam
Asia Pacific
North America
Western Europe
Latin America
Total

Newspapers booming Asia Pacific
According to research firm ZenithOptimedia,
in the Asia Pacific region, the newspaper
advertising growth is robust, compared with
newspaper advertising economies on other
continents. From 1995 to 2010, newspaper
advertising expenditure is on track to grow
53.5 percent globally, according to
ZenithOptimedia. Divided by regions, in North
America, Western Europe and Latin America,
the growth is projected to grow by 45 percent
or less; however in Asia Pacific, the ad
spending is forecast to increase by more than
65 percent within those 15 years.

Source: ZenithOptimedia
© World Association Newspapers 2007-2008

Benchmarking new digital revenue
According to the 2008 WAN – Borrell
Benchmarking New Digital Revenues Survey,
respondents in the Asia Pacific region reported
both newspaper and online ad revenues are on
the increase.

Besides the countries in Australasia, Australia

Asia Pacific Revenue Trends, 2005 – 2007
Total print ad revenue
(€ in million)

Company A
Company B
Company C
Company D
Company E

2005
63,3
12,9
40,6
1,9
290,6

2006
70,9
13,9
57,7
2,0
292,9

2007
71,6
15,6
77,0
2,0
313,0

Growth
2005-2007
13.2%
20.6%
89.4%
8.1%
7.7%

Total online ad revenue
(€ in million)
2005
1,8
0,12
0,04
n/a
1,2

Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008
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2006
2,2
0,18
0,05
n/a
1,4

2007
3,2
0,29
0,06
n/a
4

Growth
2005-2007
79.3%
150.0%
42.9%
n/a
244.0%

Online ad revenue as
% of total ad revenue
2005
2.8%
0.9%
0.1%
n/a
0.4%

2006
3.0%
1.3%
0.1%
n/a
0.5%

2007
4.3%
1.9%
0.1%
n/a
1.3%
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Ad Revenue Snapshot: Asia Pacific (Including Australasia), 2005 - 2007
Total print ad revenue
(€ in million)
2005
290,6
1,9
81,86

Maximum
Minimum
Average

2006
292,9
2
87,48

2007
313
2
95,84

Growth
2005-2007
89.4%
7.7%
27.8%

Total online ad revenue
(€ in million)
2005
1,8
0,04
0,79

2006
2007
2,2
4
0,05
0,06
0,9575 1,8875

Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

Based on the responses from the region, in
2007, the total print ad revenue ranged
between €2 million to €313 million, while
online ad revenue hovered between €0.06
million or €4 million. On average, the print ad
revenue in a company based in Asia Pacific
reached €95.84 million in 2007, and online ad
revenue accounted for €1.89 million.
Compared with companies in North America
and Europe, those in Asia still experience
strong growth in the print ad revenue. From
2005 to 2007, the average print ad revenue
growth in the region was 27.8 percent, as high
as that in South America. According to the
survey, an out-performing company even
claimed to have a near 90 percent growth,
while another reported a 7.7 percent growth,
the lowest in the region.
On the other hand, online ad revenue in Asia
grew much stronger than its print counterpart,
between 42.9 percent and 244 percent within
the last three years. The average online ad
revenue growth in Asia Pacific was 129 percent.
In terms of online ad revenue as the percentage
of total, it was still low in Asia Pacific. In
2007, the percentage ranged from 4.3 percent
at the highest, to 0.1 percent at the lowest,
according to the survey responses. While all
companies reported the rate increasing, online
ad revenue on average accounted for 1.9
percent of total ad revenue in 2007, up from an
average of one percent in 2005.

Growth
2005-2007
244.0%
42.9%
129.0%

Online ad revenue as
% of total ad revenue
2005
2.8%
0.1%
1.0%

2006
3.0%
0.1%
1.2%

2007
4.3%
0.1%
1.9%
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Regarding the combination of print and online
in each advertising category, it is obvious that
online advertising is still in its infancy but
grow steadily.
According to the survey responses, from 2005
to 2007, print display advertising accounted
for more than 97 percent of total display, while
online was niche. Classified, on the other
hand, has a higher percentage in online,
though print advertising still made up more
than 90 percent of all advertising revenue.
Although still niche, online advertising is
growing share in the recent years – almost all the
respondents in Asia Pacific reported its online
display and classified growing share compared
with the newspaper’s advertising share.
While asked about the successful online
advertising strategies, several respondents in
Asia mentioned sales team integration and
bundle-selling with print and online. Some
said that they plan to launch some new
features, such as video, classified sites, or
blogs and some said they will increase the rate
within the next 18 months.
According to the data from WAN’s 2007
World Press Trends report, of all the
newspaper advertising revenue, including
online and offline, display owned the biggest
share in Asia, while classified and inserts are
niche. In Israel, Japan and Turkey, display
accounted for more than 90 percent. However,

Print vs. Online Ad Revenue as % of Total in the Category,
Asia Pacific, 2005 - 2007
(% of print : % of online)
Company A
Company B
Company C

2005
2006
2007
Display
Classified
Display
Classified
Display
Classified
99.1% : 0.9% 93.8% : 6.2% 98.9% : 1.1% 92.6% : 7.4% 98.2% : 1.8% 90% : 10%
98.9% : 1.1%
98.4% : 1.6% 94.1% : 5.9% 97.7% : 2.3%
99.9% : 0.1%
99.9% : 0.1%
99.9% : 0.1%

100% > print > 95% ; 0% < online < 5%
95% > print >
_ 90% ; 5% < online << 10%
Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008
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online advertising revenue was not calculated
in the market share.

Contribution of Display,
Classified, Inserts and Online
to Total Newspaper Ad Revenue
in Asia Pacific (%)
Using most recent available figures
Country

Display Classified Inserts Online

Asia
67.0
Indonesia
96.4
Israel
92.3
Japan
Korea, Republic of 87.0
78.0
Lebanon
78.5
Malaysia
53.0
Mongolia
90.0
Turkey
Australia & Oceania
41.7
Australia

33.0
1.8
7.7
11.9
16.0
21.5
47.0
6.0

–
1.8
–
1.1
6.0
–
–
4.0

–
–
–
–
–
–
–
–

58.3

–

–

Source: World Press Trends 2007
© World Association Newspapers 2007-2008

On some continents, such as Western Europe
and the United States, newspaper publishers
have been experiencing a print products
recession, and are now transitioning to other
new platforms such as online or mobile. In the
Asia Pacific, however, most companies are still
enjoying the print market growth, and the
online transition is probably three to five years
behind what is happening in the west,
according to the article “Are Asian
Newspapers Under Siege?” by Doug Crets,
originally posted on Asia Media Journal.
In Asia, some local titles have been hurt by
emerging free dailies, such as in the Chinese
print market in Hong Kong, and in Singapore
some publications take defensive strategies in
order to avoid losing share to online
classifieds, Crets states. However, “the
international publishers of regional
broadsheets are preparing for the structural
shift to online although most reckon they still
will enjoy significant growth in Asia,
particularly in India and China, for some
time,” he added in the article.

For example, the International Herald Tribune
hit its peak of consumption levels in Asia in
2007, with a paid circulation of 91,039.
However, it is also building its online
presence, with an average three million
monthly visitors since the second quarter of
2006, according to IHT publisher Michael
Golden.
“IHT is trying to present its readers with a full
electronic and customised version of the
general interest paper in two to three years, but
the move isn’t being made in response to any
tangible threat,” Golden added. It is just a
strategy to offer readers multiple platforms for
information delivery.
According to Golden, the overall IHT ad
revenue, dominated by newspaper advertising,
was up 12 percent in the first half of 2006,
while in 2005 the advertising grew 17 percent
globally and 36 percent in Asia.
China, according to Golden, is the market they
have eyed for the future. He expected that IHT
will be able to increase news and information
delivery in multiple platforms in the medium
to long-term future, which is not easy in the
short-term. “The government’s not ready but
we’re ready,” he said.

Hong Kong
According to ZenithOptimedia, the newspaper
advertising in Hong Kong has grown nearly
150 percent, from US$563 million in 1995 to
about $1.4 billion in 2010. Online advertising
revenue, on the other hand, jumped from
nothing in the mid-1990s to $26 million in
2010, though still a small portion in that year.
According to AC Nielsen data published in
World Press Trends 2007, all newspaper ad
revenue in Hong Kong, including dailies, nondailies, Sundays and online newspapers, were
up from HKD$11.6 billion in 2000 to more
than $15 billion in 2004, with the growth near
30 percent within four years.

Newspaper Advertising Revenue, Hong Kong, 2000 - 2004

All Newspapers (A+B+C+D)

2000
11,608

Advertising revenue (HKD$ million)
2001
2002
2003
13,291
14,153
13,442

Note: All newspapers = total dailies + total non-dailies + total Sundays + online newspapers
Source: World Press Trends 2007
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2004
15,055

Change (%)
2004/00
2004/03
29.70
12.00

© World Association Newspapers 2007-2008

VOLUME 7 REPORT N° 6 BENCHMARKING DIGITAL REVENUES

The South China Morning Post (SCMP), the
most important English-language newspaper in
Hong Kong, reported its revenue increased by
nine percent year-on-year during the first half
of 2006. It was driven by display advertising
and classifieds, which had an 11 percent and
12 percent growth, respectively. Revenue from
statutory notices revenue with the completion
of several successful initial public offerings
was another catalyst, which saw a 47 percent
expansion during the period.

India
Like China, print media continues to grow
in India. Increasing literacy rates and
disposable incomes mean double-digit
circulation growth in some areas, with
advertising expected to increase annually at a
rate of 10 percent over the next four years,
according to the Asia Sentinel.
Only about 1.2 percent of India's population
over the age of 12 uses the Internet,
according to the 2006 Indian National
Readership Survey, which reported that
weekly Internet users grew from 7.2 million
to 9.4 million that year. Print, however, is
booming, with daily newspapers and
magazines being read by 222 million readers
in 2007, up from 216 million in 2006. The
majority, about 203.6 million readers, are
“vernacular” Hindi readers, while English
readership is comparatively small, at 21
million, the Asia Sentinel reported.

However, in 2007, the Hong Kong stock
exchange disclosure rule changed, allowing
notices to be posted online while print display
in a newspaper was no longer needed. Thus,
SCMP’s notice revenue is expected to drop,
and classifieds may also slip due to fierce
competition from other papers and online.
Recruitment classified revenue is also expected
to soften because of the pressure from online
recruiters, according to the Asia Media Journal
article.

Although print owns a lion's share of the
news market, publishers are looking ahead,
investing in online and radio licenses. The
Hindustan Times, published by HT Media,
for example, launched hindustantimes.com,
and also has a joint venture with the Virgin
Group in radio, according to the Asia
Sentinel. Meanwhile, The Financial Times
has hinted it is working on an “exciting
project” for India, but won't give details
away yet, John Ridding, chief executive of
The Financial Times of London, told
MediaBuyerPlanner in May 2008.

On the other hand, SCMP.com, the paper’s
online platform which is subscription-based
and offers no free content, had still been in a
revamp period while the management looks for
higher monetisation in the future. Its online
paid user base remains flat at about 20,000 in
2007, according to Asia Media Journal.
However, the company’s strategy on
integrating sales teams has been proven
successful. It has also tested on mobile and
video advertising, although found they are still
premature in this market.

Advertising Expenditure per Medium, India
Rupees million
400,000
Internet
350,000

Outdoor

Cinema

Radio

TV

Magazines

367,317

Newspapers
312,563

300,000
265,327

250,000

227,217
207,095

200,000
161,766
140,299

150,000
111,683

100,000
50,000
0

47,270

56,251 53,665 60,226

1996 1997

Source: ZenithOptimedia

1998 1999

71,563

82,367 89,297

2000 2001

2002 2003 2004

2005 2006

2007 2008

2009 2010
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Between 1998 and 1999, Internet advertising
expenditure in India grew from almost nothing
to 50 million rupees (€744,845) – a growth of
more than 400 percent, according to
ZenithOptimedia. From 2007 to 2008, online
advertising grew 150 percent, and is expected
to grow another 100 percent from 2008 to
2009, the research firm predicts.
By 2010, online advertising expenditure is
expected to reach 36 billion rupees
(€535,915,051), but will still be far surpassed
by print advertising, which ZenithOptimedia
forecasts will be 127.137 billion rupees (€1.89
billion).

Singapore
According to ZenithOptimedia, newspaper
advertising in Singapore has grown about 60
percent, from US$341 million in 1995 to a
projected $542 million in 2010. Online
advertising revenue, on the other hand, is
expected to reach $69 million in 2010.
Singapore Press Holdings, the largest
newspaper company in the country, has been
worked on transiting its products into online
platforms in order to combat increasing
newsprint costs, display advertising in a
downgrade and the threat posed by online
classified sites. In September 2006, it formed
two joint ventures with Oslo-based multimedia
and newspaper company Schibsted for a S$2
million investment in online classified sites in
Southeast Asia and China. 701Search will
focus on regional online classifieds, search and
directories, while SPH Search is concentrated
in the same segments in Singapore, according
to Asia Media Journal.
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4. Africa and South America
Still in early stages of development, digital
revenues at newspapers in Africa and South
America are growing at a triple-digit pace. The
most robust Internet businesses are in South
Africa, Brazil, Colombia and a handful of
other, larger countries in South America.
Because of the recent launches in their Internet
businesses, revenue growth year-over-year
tracks far faster than on any other continent.
Comparatively, newspapers' digital revenues in
more established North American markets are
slowing down to low, double-digit growth.
However, some of the largest South African,
Brazilian and other South American
newspapers are making digital revenues
comparable with that of their northern
European and North American counterparts.
The digital revenues appear to grow in direct
relationship with digital connectivity and
infrastructure in these countries. Beyond the
big countries with a segment of society that are
conspicuous consumers of online and mobile,
the surge in digital usage – and revenues –
drops off precipitously.

For example, one large South African media
house made €5.5 million in 2007 with its
online enterprise, while two South American
respondents made €7 million and €9 million
in revenues online, respectively, last year. This
compares to what some of the strongest media
companies in the United Kingdom, Germany,
the United States, Canada, France and
Scandinavia made. One reason for this could
be that traditional and “pure play” competition
in emerging markets is not as fierce as in
developed countries. By contrast, respondents
from smaller regional operations in remote
locations are struggling to make more than one
percent of their overall revenues with digital.
Respondents from Africa and South America
were more likely to report higher online
revenue market share than any other continent,
but never the near-monopolistic market share
they frequently have with their newspapers.
Another reason for pockets of robust Internet
activity may be due to the fact that major
online competitors, such as Google and
Craigslist, have not created revenue
strongholds in emerging markets, but control
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Africa and South America Revenue Trends, 2005 - 2007
Total print ad revenue
(€ in million)
2005
Africa
n/a
Company A
n/a
Company B
Company C 12,6
n/a
Company D
South America
79,1
Company A
Company B 151,9
n/a
Company C
8,7
Company D
1,8
Company E

Total online ad revenue
(€ in million)

2006

2007

Growth
2005-2007

2005

2006

2007

Growth
2005-2007

2005

2006

2007

21,5
n/a
119,9
n/a

29,9
n/a
127,2
n/a

n/a
n/a
912%
n/a

n/a
n/a
2,1
0,2

0,2
0,3
4,1
0,4

0,9
0,6
5,3
0,7

n/a
n/a
160%
185%

1.1%
n/a
n/a
n/a

1.1%
n/a
3.3%
n/a

2.9%
n/a
4.0%
n/a

83,8
157,1
132,8
9,7
2,0

98,8
180,8
153,0
12,4
2,2

24.9%
19.0%
n/a
42.1%
25.0%

249.2%
180.6%
n/a
593.5%
108.3%

1.1%
1.7%
n/a
0.5%
0.0%

2.1%
2.0%
4.7%
2.5%
0.0%

3.1%
3.9%
5.5%
2.2%
0.0%

0,9
1,8
3,2
2,6
3,2
7,3
n/a
6,6
8,8
0,04
0,25
0,27
<0.001 <0.001 <0.001

Source: WAN – Borrell Benchmarking New Digital Revenues Survey, 2008

most developed country’s Internet markets.
Each of the respondents from Africa and South
America has grown online revenues in the
triple digits from 2005 to 2007. Meanwhile,
the respondents’ print growth is also tracking
faster than the global average, in the mid- to
high-double digits.
African and South American respondents also
reported above average numbers of dedicated
online advertising staffs, which indicates a
commitment to digital investment and reliance
on online sales staffs, rather than just having
print sales representatives sell print and Web
products together.
Not surprisingly, the most successful operations
in Africa and South America have large online
sales staffs. The most successful operation in
South America, making more than US$13
million in 2007, reports they have 25 online
sales people and also newspaper sales people
who sell both print and online. Another
successful South American operation reports
they made $11.5 million last year, but only has
10 dedicated online sales staff, while yet another
operation that reportedly made $5 million in
2007 has 50 online sales people on staff.
The same trend is true for Africa, on a smaller
scale. A large African Internet operation
making more than $8 million in 2007 reports
an Internet-only sales staff of 13, while
another African operation making $1.2 million
reported a dedicated Internet sales staff of
three, and an East African operation reported
Internet revenues of $1.4 million reported a
staff of five.
Comparatively, European operations reported
40

Online ad revenue as
% of total ad revenue
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between zero and 35 dedicated Internet sales
representatives, with the majority under 10.
However, many of these operations also sell
print and Web products by cross-trained sales
people.
The 2008 WAN Benchmarking New Digital
Revenues drew only nine respondents
representing 85 newspapers in Africa and
South America, from the most populous
countries on those continents. Because of the
few responses, conclusive analyses cannot be
drawn, but an overview is in order.

Africa, with a spotlight on South
Africa
The Internet advertising marketplace is
growing quickly in South Africa, from just
US$5 million in 2002 to $21 million in 2007
and a projected $32 million in 2011, according
to PricewaterhouseCoopers. From 2006 to
2007, the growth was 16.7 percent, while the
compounded annual growth rate (CAGR) from
2007 to 2011 is expected to be 12.2 percent.
South Africa’s newspaper revenues are
projected to grow 8.3 percent CAGR from
2007 to 2011, from $1 billion to $1.359
billion. PwC predicts a 9.5 percent growth
from 2006 to 2007, thanks to a strong
economy and the launch of new, popular titles.
According to WAN’s world digital hot spots
research, South Africa and Egypt are the only
two nations with “hot” mobile phone
consumption in Africa, that is, more than 65
adult penetration of mobile phone usage. No
African nation ranks as an Internet hot spot,
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Digital Hot Spots, 2008

Hottest

Mobile > 65%

Internet > 40%

Hot in mobile

Mobile > 65%

Internet < 40%

Hot in Internet

Mobile < 65%

Internet > 40%

Coolest

Mobile < 65%

Internet < 40%

that is, having more than 40 percent
penetration of Internet usage, according to the
CIA’s 2008 Media Factbook. Newspapers in
South Africa are taking advantage of the trend.
2007 was the first year that nearly all
respondents launched mobile advertising
strategies.
The Middle East and Africa are the fastest
growing regions in the world in terms of GDP,
according to PwC. This is one of the key
factors in driving one of the fastest growing
print and Web advertising growth spurts in the
world, now and in the five years ahead.
The hyper growth of print and digital
advertising reported by PwC and
ZenithOptimedia is reflected in the substantial
growth in print and digital advertising in South
Africa.
The 2008 WAN-Borrell Benchmarking survey
generated four responses in Africa, including
two from large newspaper companies in South
Africa. In each case, the media companies
have grown their Internet revenues in the triple
digits from 2005 to 2007. The respondents’

Source: 2008 World Factbook, Central Intelligence Agency
© World Association of Newspapers 2007-2008

revenues ranged from $671,198 to $8,453,815
for 2007. The fledgling advertising
departments are experimenting with a variety
of revenue makers, with recruitment classifieds
and display advertising garnering the largest
shares of revenues.
In each case, digital revenues represent
between one percent and four percent of the
newspaper companies’ overall revenues, with
the highest being reported by one of the largest
newspaper companies in South Africa. In all
cases, display advertising and classified
advertising brought in comparable revenues,
except in one case, where display brought in
significantly more than classifieds.
Overall African Internet revenues benchmark
well under that of the most robust newspaper
Internet revenue economies in Scandinavia and
America, where one to four percent of a
newspaper’s revenues was realised in 2001 and
2002. For example, Borrell reports that U.S.
and Canadian newspaper companies average
more than seven percent of their revenue from
digital sources and some, like the
WashingtonPost.com, made almost 15 percent
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of its revenues from digital in 2007.

as an audience product, that is, the total reach
of print and Web audience together.

2007 was also the year all of the African
respondents launched mobile businesses. Each
of the mobile businesses make less than one
percent of a respondent's digital revenues,
according to the benchmarking study. Since
mobile is by far the most popular digital
device in Africa, and because advertisers are
starting to see the benefit of SMS and display
advertising on mobile in Africa, the outlook is
strong for mobile marketing for the long term.

Respondents reported what was not working:
• Low revenue realisation due to low Internet
penetration in Africa
• No content management system to maximise
content distribution and sales
• The relationship between pure online
advertising buys and the print-online mix
• Video and mobile ads still a premature market
What is working:

Despite relatively low revenues, media
companies responding to the survey are keen
to experiment with a variety of possible
revenue streams, including advertising
networks, SMS marketing, video advertising,
e-mail advertising, sponsorships, cross-media
sales departments, emphasis on lucrative
online recruitment sites, Google AdSense
partnerships, e-payment platforms, and even
advertising auctions for the Internet, where
advertisers exchange online auction goods for
print and online advertising.

• Selling the entire newspaper audience as a
single advertising buy
• Leveraging relationships with print advertisers
to promote the newspaper Web site audience as
a destination for marketing investment
• Sales team integration
• Selling online and print together
Plans for the next 18 months, including:
• Installation of an advertising engine
• Launch SMS Marketing and multimedia
messaging
• Created a Web portal, and redesigned homepage
• Installation of a Web content management system
• Expanded vertical product lineup
• Integrating products and audience with, and
porting to, mobile
• Increased print ad rates
• Added video, classifieds, joint selling and blogs
• Launched classified Web site
• Launched tourism Web site
• Expanded mobile Web site offerings

The respondents also report improvements in
their fledgling Internet departments, including
new Web portals, Web site redesigns,
installation of Web content management
systems, and more.
Two of the companies reported launching a
cross-media advertising sales team, and are
experiencing limited success after less than
one year. One company reported launching a
sales strategy whereby the advertising is sold

Leading Mobile Markets, End of 2006
(number of customers in millions)
China
USA
Russia
India
Japan
Brazil
Germany
Italy
UK
Indonesia
Turkey
France
Spain
Mexico
Pakistan

2002
Net adds in 2003
Net adds in 2004
Net adds in 2005
Net adds in 2006
0

50

Source: Mobile 2007, IDATE
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Latin America Advertising by Segment, 2002 – 2011
US$ millions
25,000
20,815
20,000
17,627
14,828

15,000

22,010

18,879

16,040

13,235
11,226

10,000

9,359

2007/2011 CAGR (%)
TV Networks:
Broadcast
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8.8
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9.9
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9,774

Internet
5,000
0
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Source: PricewaterhouseCoopers LLP, Wilkofsky Gruen Associates

South America
Online advertising expenditure is growing in
the double digits in Central and South
America, according to PricewaterhousCoopers
and ZenithOptimedia, particularly in the
largest countries: Brazil, Venezuela, Colombia,
Argentina and Chile. Meanwhile, advertising
sales on newspaper Web sites is growing in the
triple digits, according to the 2008 WAN –
Borrell Benchmarking New Digital Revenues
Survey, which found growth rates of between
108 percent to 593 percent from 2005 to 2007.
Meanwhile, the corresponding newspaper
advertising revenue grew at double-digit rates,
far faster than the global average.
Newspapers are riding the wave of growing
online advertising expenditure, particularly
recruitment classifieds and display advertising,
according to the survey. In addition to Internet
revenues, newspaper companies also are
launching mobile revenue strategies.
2007 was the first year South American
respondents said they made money from
mobile advertising. While the amount was
miniscule compared with their online
revenues, each respondent had some sort of
plan to leverage the fact that South America in
general, and Brazil in particular, are among of
the most robust mobile markets in the world.
According to Mobile 2007 research, Brazil has
the sixth largest mobile market in the world,
with a rapidly increasing net of additions,
compared with other countries.
Of the eight responding South American
newspaper companies, representing 18
newspapers, two-thirds of them are their
nations’ most circulated newspaper. The

2011

7.0
19.0

Magazines

8.4

Newspapers

5.8

Total

8.2

© World Association of Newspapers 2007-2008

percentage of Internet revenues to print
advertising revenue ranged from nil to 4.7
percent in 2007, on average, less than Northern
Europe and North America.
The South American respondents reported
what strategies are working, and what is not:
Not working:
• Lack of online-only sales representatives
Working:
• Flexibility of formats and options for the
advertisers
• Combination of online and mobile phone
advertising
• Stand-alone online advertising departments
South American online newspaper operations
developed new products in 2007, including:
• Two new online newspapers
• New search channels
• Personalised mobile phone downloads
• Sponsored blogs
• Redesigns of online news sites
• Sale of online content via mobile phones
• Web TV, Web radio implementations
Plans for the next 18 months include:
• Classifieds and movie listings made available
on mobiles
• Video online sponsorships
• Blog sponsorships
• New Web sites for classified advertisement
verticals
• Internet entertainment, commerce and
services guides
• E-auction site launch
• Addition of video, e-mail and PDA services
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Q&A with Matthew Buckland, GM of Mail & Guardian Online, South Africa
SFN: Can you give us an overview of M&G
Online?
Matthew Buckland: The online department is
run as a profit centre. It has its own GM, editor,
journalists and sales people. We do this to
ensure focus and to build an online culture in
what is essentially a newspaper company. The
strategy has worked well for us, although this
“insulated” approach does present challenges
in terms of cooperation and convergence with
the print side of the business. We believe we
can overcome this by building bridges and
creating structures that ensure convergence
and cross pollination, because we believe in
the model of having an online department run
as a distinct unit from the print operation. The
online department contributes around about
10 to 15 percent of the company’s total sales
revenue. Should we decide to do so, we can
squeeze profit out of the online department at
any stage – but our online strategy is in a
growth, building phase and we are investing in
our online properties.
SFN: What is the latest unique visitors
count for your Web site, and how does that
compare to the same time last year?
MB: According to Nielsen Online, the site
attracts, monthly, about 600,000 unique
browsers, 1.8 million user sessions and five
million page impressions. It is up about 15
percent from last year. This makes us South
Africa’s third biggest news site.
SFN: What kind of product development
have you done?
MB: We have built quite a few new brands
around our main site and have pushed heavily
into mobile. As a rule, all the new sites we
develop are now accompanied by mobile
versions. One of our biggest recent successes
has been our opinion platform, Thought
Leader (www.thoughtleader.co.za), which is a
hybrid blog-editorial site. Thoughtleader is a
mash-up of journalists, commentators,
industry experts, academics, politicians and
up-and-coming writers all writing on the same
platform on generalist issues or niches. It is
user-generated content from a closed, select
network of users, with editorial controls and
gate-keeping.
It has been a success on all fronts: the
technology was cheap and quick to
implement, it is low cost to run and we
managed to absorb as part of our current staff
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infrastructure. So far, in about 6 months of its
existence, we’ve generated almost 1.5 million
quality words from contributors and 3.5
million words from readers via comments.
Interestingly, the site has turned the
traditional editorial model on its head. Our
contributors write when they want to. We
don’t prescribe on the length or topic and
they publish their articles online directly into
our CMS, where the articles are then held for
checking by our editors. We apply traditional
editorial controls by editing all copy on the
site, both from contributors and readers who
comment, and we have the right to reject any
contribution. That is why we call it a “blogeditorial hybrid” – it brings the best of the
blog world and the best of the traditional
editorial model into one powerful product. It’s
worked very well so far.
We also don’t pay any of the contributors:
they write because they see the site as an
exclusive opinion network and a way to boost
their profile. Journalists mostly need to be
paid to write. It is their profession and
primary income. However, there are many
good writers out there where writing is a
secondary activity and represents more
passion than profession. They view writing as
a way of building a profile, generating
business, getting peer recognition, creating
networks or sharing ideas with a view of
making an impact or influencing the world.
Academics and many commentators have
this approach – not everyone writes for the
bucks. After six months it became our
second best performing site, and started
generating online advertising revenue from its
launch date.
We also created news in photos
(http://www.newsinphotos.co.za) where we
experimented with Web 2.0 features such as
a blog widget, tagging and a swarm.
Both these sites were named webby honorees
together with big international brands media
such as CNN, The New York Times, New
Yorker, WashingtonPost.com and CBS.com.
Thought Leader was also recently profiled in
Editor & Publisher by media analysis guru
Steve Outing (http://www.editorandpublisher.
com/eandp/columns/stopthepresses_display.j
sp?vnu_content_id=1003791783 ). Lastly we
also created a blog aggregator amatomu.com,
which now originates about 25 percent of all
local blog traffic.
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SFN: What level of experimentation will your
company's management tolerate, and how
does this play into your product
development strategy and its ensuing
success?
MB: We have a high tolerance for innovation
and experimentation, particularly in the social
media field. The need to innovate was driven
by the personalities in our online department.
We were also able to innovate in a cost
efficient manner: building online applications
and sites in open source and developing them
fairly rapidly. Also budgets are tight, so in
many ways it made sense for us to have a
strategy with a strong social media drive,
which maximises and channels user-generated
content – which comes at a fraction of the cost
of content from journalists.
The key for media is to harness usergenerated content in a way that ensures you
have quality, useful and relevant content. The
answer to this is in sophisticated aggregation
or closed user generated content platforms,
such as Thought Leader. It’s worked very well
for us.
SFN: What is your outlook for mobile
product development and revenue making?
MB: I think the future is on the small screen.
Last year Reuters reported that worldwide
mobile phone subscriptions reached 3.3 billion
users or half the world’s population. Compare
this to television usage (about 1.5 billion users)
or desktop Internet usage (about 1.1 billion
users), and it is not hard to see why there is so
much excitement about the potential of the
mobile Web. Mobile devices will outstrip
desktop Internet access via PC or Mac in the
near future. This is a key platform of the future
for Web access, and will be a mass Internet
medium unlike traditional desktop Web
browsing.

achieving much higher click-through rates than
that of traditional Web online advertising.
Mobile-optimised sites tend to be simple and
uncluttered, with relatively few choices on the
small screen, so a mobile advert usually looks
good and stands out on the small screen.
Because the cell phone is mobile, there is
potentially a much bigger audience than
traditional desktop Internet surfing… this
augurs well for future advertising models.
SFN: What kind of digital product
development are you planning for the next
18 months? Please describe.
MB: Our focus now is revamping our main,
flagship site: Mail & Guardian Online
(http://www.mg.co.za). The site desperately
needs a redesign and the technical platform
and CMS that it is based on is shaky. We are
building our own customised and tailored CMS
to run the site, mainly using PHP (open source
language). After quite a bit of debate and
research, we decided that we would rather
create a CMS from the ground up that is
tailored tightly to the needs of our site than
purchase and customise a generic CMS or buy
a CMS on a licensing model. We launch July 1.
Wish us luck.
We are also focusing on developing a
multimedia strategy – we are lagging behind
as far as this is concerned. We’re a print
company, and don’t have any broadcast
assets in our group – so we have to approach
this carefully to ensure that we can do it cost
effectively and properly, with a revenue model
in place. It may involve a reliance on the wires
and outsourcing multimedia production to
another company for a while, before eventually
bringing it in-house.

In Japan, a country whose present is the rest
of the world’s future, Internet access via
mobile phones surpassed desktop Web
access some time ago. I think the rest of the
world will find that this will happen, too. We’re
seeing quite a bit of mobile activity in South
Africa too. Admob.com, purportedly the
world’s biggest mobile advertising network,
reports that South Africa is their third biggest
country for mobile advertising revenue after
India and the United States.
The beauty of mobile advertising is that it is

45

JUNE 2008 SHAPING THE FUTURE OF THE NEWSPAPER

46

VOLUME 7 REPORT N° 6 BENCHMARKING DIGITAL REVENUES

Conclusion
The phenomenal growth of Internet and
mobile revenue-making worldwide signals
future opportunity for the world’s newspapers,
on every continent and in every country.
The 2008 World Association of NewspapersBorrell Benchmarking New Digital Revenues
Survey found that in the more established
countries in Europe and North America, yearover-year growth is in the mid to high-double
digits. In emerging markets, in Africa, South
America and parts of Asia, it is not uncommon
to find triple-digit growth in digital revenues.
While eventually the growth pattern will slow,
newspapers are now taking advantage of the
huge potential and riding the wave of revenue
making in classifieds, display and other more
niche forms of advertising.
The survey results not only captured these
trends continent-by-continent and country-bycountry, but also illuminated the next wave of
revenue trends in mobile and video, which
some leading-edge newspaper companies are
already exploring. Shaping the Future of the
Newspaper project believes 2008 is the year
video and mobile will take off for mainstream

newspaper companies, and not just the
innovators.
The 73 respondents, representing 252
newspapers from five continents also shed
light on their plans for the future, and their
current successes and challenges. Among them:
• What works: Offering a fixed position or
special packages to direct clients, cross-media
products and selling integrated print/online
campaigns to large accounts.
• What is not working: Paid content, selling
online advertising to regional accounts and
integrated online sales propositions in total
portfolio of the sales teams.
New trends for 2007:
• Listing business in development
• Start-up phase for video and mobile
• Concentration of online classifieds under one
management
• New local user-generated community
• New video portal
• Matrix sales organisation with a specialist
sales force, including specialists focusing on
media agencies
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Plans for next 18 months:
• Speed up local display advertising and
listings in local newspapers and local sections
• Increase sales force
• Find/bundling opportunities with other sites
• Develop news site
• Add video, search and permission marketing
• Paid search is being explored as a way to
drive users to classifieds
• More use of behavioural targeting
• New channels, e.g. environmental, video
• Search engine optimisation to drive page views
• E-mail campaigns
• Better understanding of value of page views
in each channel (e.g. business, travel)
• Attempt to monetise overseas page views
• Digitisation of archive

ASIA-PACIFIC
For the most part, newspaper advertising is
booming in the Asia-Pacific region, and
although online is growing in triple digits in
some areas, it is still in its infancy. The
Benchmarking New Digital Revenues Survey
confirmed what research groups have been
saying about the region – online advertising is
on the upswing, but is not making up more
than five percent of revenues at newspaper
companies, where online-only products are
being sold by only a handful of sales people.
Newspaper ad spending growth in Asia is
substantially higher than on other continents.
For example, between 1995 and 2010, it is
expected to grow by 239.4 percent in Malaysia,
418.9 percent in India, 1515 percent in
Indonesia and 696 percent in China.
Meanwhile, newspaper ad spending growth is
projected to be about 33 percent in Western
Europe and about 44 percent in North America,
according to PricewaterhouseCoopers. The only
countries in the Asia Pacific region not seeing
growth of at least 47 percent is Japan, where
there is no growth, at -25.2 percent, and
Taiwan, where it is -66 percent.

SOUTH AMERICA AND AFRICA
Digital revenues at newspapers in Africa and
South America are still in early stages of
growth, and online business launches are
booming, leading to triple-digit year-on-year
revenue growth, which means revenue growth
is hotter on these continents than anywhere
else in the world.
In contrast with other, more developed Internet
markets, competition from major online
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competitors, such as Google and Craigslist, is
not as heated here, giving newspapers a perfect
opportunity to lay the groundwork and claim
their online home markets, before other
players move in. Each survey respondent from
Africa and South America have grown online
revenues in the triple digits from 2005 to 2007,
all while print growth on these continents is
higher than the global average.
Those surveyed also reported online
advertising staff numbers above the global
average, indicating how serious these
newspapers are when it comes to planning for
their digital futures. In South America, the
most successful newspaper group made more
than US$13 million in 2007, and stated in the
survey that 25 sales people are dedicated
online. In Africa, the same is true. A large
online operation there reported making more
than $8 million in 2007, and has a staff of 13
Internet-only sales people.

EUROPE AND NORTH AMERICA
Survey respondents and data from research
firms show print revenue in Europe and North
America is sliding, and countries in these
places are facing the difficult task of bridging
the overall revenue gap by growing and
monetising digital developments, all while
facing new competitors on local, national and
international levels. Even as they face pressure
from every direction, newspaper companies in
European and North American countries are
buckling down and looking ahead, growing
across new platforms, gaining stronger
footholds in their locations and becoming
online and mobile destinations for their
readers, all while gaining new eyes and ears
that are looking for a news and information
resource outside of print. According to the
survey, respondents in North America and
Europe are seeing the highest revenue amounts
and largest percentages of overall revenues
from digital operations.
Several years ago, print readers were
becoming online users, and newspapers feared
they would lose these readers forever. Now,
having established trusted online destination
brands, newspapers are looking to better serve
these growing numbers of users, all while
better monetising their growing variety of
content to not only make up for lost print
revenues, but with plans to come out on the
other side of these digital growing pains
stronger than they were before.
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Appendix
The WAN/Borrell Benchmarking
New Media Revenues Survey
Dear Colleagues,
Thank you in advance for completing the
WAN/Borrell Benchmarking questionnaire, the
most comprehensive survey of digital
advertising for the world’s newspaper
enterprises. It covers all categories of
advertising on newspaper websites. We are
requesting your cooperation to make this 6th
annual survey a success. In return, we will
share the results of the survey with you. The
published results will include global revenue
trends, plus several key metrics:
• online revenue as a proportion of total
revenue
• online versus print in each vertical
• proportion of online revenue from search,
video and e-mail
• market share in key categories
Individual responses will be kept confidential.
Data will be aggregated and it will not be
possible for any survey respondent to be
identified. Personal information will be used

only for the purpose of contacting respondents
to verify or clarify data elements needed for
the survey.
Survey results will be presented at the WAN
2008 World Congress from 1-4 June in
Gothenburg, Sweden. A copy of the final
report will be sent to all WAN members in
June 2008.
Questions:
1. Period Fiscal 2007:
please indicate year-end if other than
December 31:
2. Currency for reported figures:
3. Company:
4. Contact and email:
(For follow-up and report transmission only)
5. How many newspapers included:
6. Total daily circulation of newspapers included:
...................................................................................
2007
2006
2005
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6. What is your PRINT advertising revenue
and market share in these categories:
a. display
b. classifieds
a. recruitment
b. real estate
c. auto
d. other (details)
c. other (details)
7. What is your ONLINE advertising revenue
and market share in these categories:
a. display
b. classifieds
a. recruitment
b. real estate
c. auto
d. other (details
c. other
a. search
b. video
c. email
d. mobile/PDA
e. all other (details)
How many online-only sales representatives
do you have?
What is or is not working in your online
revenue strategy?
What new initiatives did you implement in
2007?
What revenue generators do you plan to
implement in the next 18 months?

Thank you for completing the WAN/Borrell
Benchmarking New Digital Revenues Survey.
For more information, contact Martha Stone at
mstone@wan.asso.fr
or Andrew Martin at
Andrew.Martin@canada.com
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Digital Winners Conference
Winning in the digital media world requires
focusing on the customer and cooperating with
partners. These were the themes of Telenor’s
third Digital Winners conference, which
reflected on new business models, new
products, new value chains and a different set
of players.
The two-day conference, held by Telenor, the
leading Norwegian Telecommunications, IT
and Media Group, also examined mobile and
Internet innovations and revenue streams. The
March 2008 event was co-sponsored by the
World Association of Newspapers (WAN), and
followed other Digital Winners events in 2003
and 2007.
Morten Karlsen-Sørby, executive vice
president and head of Telenor's Nordic mobile
and fixed network operations, welcomed the
group of almost 200 participants from 17
countries, including Croatia, India, Kenya,
Nigeria, Oman and Russia, who came to learn
about mobile and online developments.
New players shaped the digital landscape, and
have thus changed consumers' behaviour,
Karlsen-Sørby said. Because a customer's

experience is of utmost importance,
newspapers are now seeing a customer
approach rather than a technical approach.
“Customers are very different. Some are in the
future, some haven’t even thought about the
future and some are scared of the future. But
one thing is for sure: There will be demanding
customers in the future,” he said. “They will
want content at all times, everywhere.”
Event chairman Erling Maartmann-Moe,
partner in Alliance Venture, introduced the two
days' events, including presentations by
Google, Yahoo!, Adobe, Warner Music,
leading Scandinavian businesses Active Loop
and Schibsted and hyper-local businesses,
such as ABC Startsiden, Budstikka and
Nettavisen.
“It’s a user’s revolution. This year we can see
humbleness, which is new in this industry.
Telecom companies also have a growing
knowledge of the value of the network.
In general there is a much more Internet way
of thinking also when it comes to mobile,”
Maartmann-Moe said.
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The following are recaps of the presentations:

Games distribution

ads

banking
PIM
stocks

games
news

Mobile games will reach $160 million this year,
and the total market for gaming is $18 billion.

dating

sports results

video

to part of a general entertainment experience
many people use on a daily basis. In the
United States, 60 percent of households own a
gaming console. In Europe, 45 percent of the
total population regularly plays games using
Playstation, mobile phones or other devices.

chat

a2a
music
e-mail
mms
positioning info, maps
payment

Javier Ferreira, vice president of publishing in
Europe for EA Mobile, spoke about the
distribution of popular games across a variety
of platforms: video game systems, personal
computers, mobile handsets and the Internet.
EA Mobile is a division of Electronic Arts, one
of the world's largest interactive games
makers, with a projected revenue of US$3.6
billion for 2008.
To expose gaming opportunities, it is
important to first dispel some myths about
gaming, Ferreira said.

MYTH 1: GAMING IS FOR TEENAGERS
In the past three or four years, games have
gone from a popular pastime for younger users

Gaming is also growing faster than most other
entertainment categories, with 25 percent
growth in 2007, and in 2008, gaming will have
a bigger retail value than music, according to
EA projections. Halo 3, for example, sold for
$170 million dollars on the first day. Another
title, Fifa 08, sold one million units in Europe
in 48 hours. These numbers are bigger than
any movie launch in 2007.
In the United States, more people play online
games than use social networks. Research
from Park Associates from August 2007 shows
that 34 percent of American Internet users play
games online, while only 19 percent are
interested in social networking.
Gaming is becoming increasingly mainstream;
however, the main age group of video game
players are ages 25 to 34, because they grew
up with video games.

MYTH
TEENS

2: MOBILE GAMING IS FOR MALE

In some countries, such as Germany and the
United Kingdom, female players outnumber
male players. But in order to lure the female

The Young Are Getting Older: The Videogame Generation
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audience worldwide, game makers need to
create games that are more interesting to
females, Ferreira said.

MYTH 3: MOBILE GAMES WILL ALWAYS
BE NICHE

Mobile gaming is already mass market, which
is shown by the retail market in Europe. In
2007, mobile gaming earned $386 million. In
2008, it is expected to be $466 million, and in
2009, it’s predicted to top $502 million. A
newly released mobile game had 100 million
downloads.

• Reach: Growing very fast, new inventory
areas
• Targeting: Behavioural advances, bad
environments are reduced
• Attention: Good relevance, but poorer modal fit
• Follow-through: Rich environment to do or
give more
• ROI: Geared to showing ROI, and highly
measurable
• Speed: Quick deployment, real-time results
• Distinctiveness: Wild West for creative
experiment and innovation

However, much can still be done to improve
revenue, Ferreira said. A main area of potential
lies in converting gaming players into payers.

Sandin asserts there are two types of
innovation with advertising, which are
changing capabilities in the underlying
medium or business models and keeping up
with changing consumption patterns:

Online and mobile advertising
trends

1. Product Innovation: Irreversibly advances in
the medium’s capability to serve advertisers.

Jessica Sandin, head of mobile for Fathom
Partners consulting firm in London, projected
future trends in mobile and Internet
advertising. Sandin described the evolving
media and advertising landscape
transformations by listing the seven key needs
of advertisers:

2. Creative Innovation: New ways to use the
medium effectively and excitingly.

• Reach is no longer just numbers, but
targeting the right audience. However,
numbers are still important for some products.
• Targeting your product to the person who is
the most likely to buy it. There are two types
of targeting: Behavioural targeting and social
targeting.
• Attention/acceptance: There’s a disconnect
between the time spent versus the focus of
attention. For example, for those under age 30,
60 percent of the time spent on TV, TV is not
the primary focus of attention – mobile and
Internet interactivity are.
• Follow-through: An opportunity to engage
post-ad. Online is excellent for this.
• ROI/Transparency: Need to get proven
return on investment, transparent procurement.
• Speed: Shorter cycles, less time to get
results. TV has a disadvantage, as the media
needs to be bought far in advance.
• Distinctiveness: Recognisable, clever,
individual, distinctive, innovative.
Sandin reports the Web is quickly improving
as an effective advertising medium. Witness:

Innovations in advertising offer new places to
advertise and new formats for adverts, along
with increasing knowledge of the consumer.
Although revenues are currently small, mobile
has the potential to become the perfect
medium as far as scale and reach, as it is
personal, has the potential for response, is
engaging and easy to measure, Sandin said.
Besides mobile, advertisers have a wide range
of other digital platforms:
• Widgets and applications
• In-game advertising
• Virtual worlds
• In-store screens
• Social networks: sticky once you are on,
hyper-targeted and not yet fully explored.
New advertising types and formats are
growing in importance:
• Sponsored ads and product placement –
brands become part of the storyline
• Digital soap operates
• Online video advertising is now widespread,
but no standard format
• Google Adwords and a variety of advertising
experiments
• TV innovations
• Outdoor – changing rapidly going digital,
interactivity via Bluetooth
Advertisers want to engage audiences rather
than just show something, while many
consumers like fun ads to share with their
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friends. By engaging communities, the cost of
producing advertising can be lower.
There is a growing blur between advertising
and the content around it and between the
advertiser and consumer. Ads increasingly
have to be useful to consumers. They want to
get something in return for their time.
Measurement is getting more accurate both
online and offline, she said.

The mobile challenge
John Strand, CEO of Strand Consult in
Copenhagen, spoke about “the mobile
challenge, and challenging the mobile.” Strand
Consult produces reports on the media and
telecom industries.
There are great possibilities in innovation, but
at the end of the day, it’s all about a way to
transform possibilities into money, Strand said.
“Mobile nowadays can’t just go any further
with the current business model. Just imagine
this: What if an operator of a supermarket was
producing everything himself instead of
different suppliers delivering different parts?”
Strand asked.
Strand presented 10 issues in the mobile
industry that are hampering business and
preventing a dynamic development in a sector
that needs drive and innovation:
1. Revenue sharing models for mobile
services: The industry needs to move forward
from CPA/premium SMS. The business model
has not changed in eight years – is that healthy?
2. Mobile services: How do we get consumers
to change habits and purchase more advanced
services? A large percentage of customers use
the mobile phone for voice calls only.
3. Distribution: How should distribution
channels be rewarded in the future? Mobile
penetration has grown from one percent to 100
percent using the same business model and
needs some change.
4. Mobile broadband business models: Will
mobile operators grow more towards being
mobile ISPs?
5. The MVNO market: Is it small operators or
segmented distribution channels?
6. Outsourcing: What are operators’ core
competencies?
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7. Mobile payments: The future is simple, but
many are trying to make it complicated. For
example, ease of payment should be as simple
as putting the credit card into the phone.
8. Mobile marketing: Is the market that big,
and will it evolve as many optimists predict?
9. Network technologies: We all know GSM
and UMTS, but what about all the competing
technologies?
10. Mobile market regulation: Regulations
officials and politicians want to regulate the
mobile market, but the European Union does
not know anything about this.
Take the iPhone as a case study, Strand
suggested. What’s inside the telephones’
answer to Paris Hilton? It’s beautiful,
functional and well exposed, and could be one
of the worst selling phones ever compared to
the amount of press coverage it received. It’s a
telephone many people talk about, but few
purchase.
Experience from the mobile industry shows
that a wide distribution is the road to success,
so why is Apple focusing on a narrow
distribution method? Apple has introduced a
new business model – a model that is starting
to come back at them like a boomerang. It’s
not a fun business model, but can the iPhone
do something others can’t? No – others can do
more, Strand said.
Apple went into the phone market because
they saw that the phone market was a
challenge to the iPod. It did not take very long
for Nokia to dominate over Kodak as a camera
manufacturer, for example, so who will be the
future suppliers of services’ in the mobile
industry? Many companies deliver limited
services. Skype, on the other hand, is a
company with few people and many services,
he said.
Mobile broadband is indeed taking off. In 15
months, 3G has taken 25 percent of the
Austrian market, while 66 percent of all new
broadband connections are 3G, and more than
375,000 people in Austria use 3G for Internet
access.
In the first phase of mobile broadband
penetration, only business customers have
access, then the young and the innovative sign
up. In phase three, PCs are used for mobile
communication and machine-to-machine
communication. In phase four, mobile
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broadband becomes mass market and finally,
in phase five, the market again begins to
fragment.
Mobile broadband is now the fastest-growing
product in the mobile industry. It will go
through an evolution very soon, and into the
mass market before we realise it. The price is
going down rapidly, while the distribution is
changing.
The cost per action (CPA) model has been a
success so far, but the problem is that in many
countries the CPA market has not grown
significantly during the past two years, despite
mobile telephones becoming increasingly
advanced, broadband growing, customers
becoming better at operating their mobile
handsets and the possibilities offered by newer,
more advanced mobile phones. The bottom
line is that we need new business models,
he said.

Fast, quality content
Espen Udland, CEO of ABC Startsiden, a
hyper-local directory in Norway that competes
head-to-head with international players like
Google and Yahoo!, credits old-fashioned
design and journalistic principles as keys to
success for his company.
The main issue for ABC Startsiden is to guide
people easily and quickly to content, and
readers have responded in droves. About
800,000 people use Startsiden every day,
Udland said.

Startsiden offers straightforward content
without unnecessary design features. It’s a
guide to quality content and service as fast as
possible with as few clicks as possible.
Financial results have been successful – the
profit margin for 2007 was 58 percent, he said.

PUBLISHING PRINCIPLES FOR ABC
STARTSIDEN
• Defending the freedom of speech, freedom of
press, freedom of information and founding
values of democracy.
• Respecting the founding principles of
independent journalism and defending editors'
independence.
• Public authorities, owners, advertisers or any
other interest group have no right to interfere
with this independence.
ABC Startsiden is number three in Norway for
unique visitors every week. It began as a start
page, and by 2007 was an online newspaper
with 500,000 unique users a week. It was also
the first online newspaper in Norway using
citizen journalism. Readers can access 15,000
articles written by 2,000 registered citizen
journalists. On some days there are 180,000
unique users.
Udland said the site invites readers to write
traditional articles that they can publish
themselves. The articles are monitored, and
ABC Startsiden can take them down if they
break editorial rules, as well as coach the
writers and put articles on the front page if
they’re really good.
In September 2007, ABC Startsiden launched
a WebTV product providing readers and
viewers with news and entertainment. ABCTV
has just one employee, and 150,000 viewers.

News

The meeting of mobile
and the Internet
Christophe Joyau, business manager for
Software & Services for Nokia Scandinavia,
explored the changing mobile landscape as it
converges with the Internet.

Advertisement

Search guide

Guide to quality

Two industries – Internet and Telecom – are
converging. In Africa and Asia a mobile device
is often the first entrance to the Internet for
many people. These users also have new
behaviours. A typical user spent 18 minutes
(60 percent) more time per day on mobile in
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the 2007, compared to 2006, according to
Nokia data. In particular, the time spent on
messaging, multimedia and browsing
increased.
The voice aspect of mobile phones is
decreasing rapidly, while mobile data traffic is
exploding. Nokia therefore has launched Ovi –
an open destination where users can access all
of their existing Web communities, content and
Nokia services.
Ovi means “door” in Finnish, and is an
umbrella brand for Nokia services, functioning
as the next step of connecting people on their
mobiles, via their personal computer or on the
Web. New products are being designed for new
behaviours. Ovi, for example, also serves the
explosion in user-generated media. By 2010,
there will be 228 billion images coming from
camera phones, Nokia predicts, and a vast
majority of pages are never uploaded. Only
seven percent of the digital images captured in
2005 were uploaded to the Web. Within Ovi
there will be a free personal media sharing
service with unlimited media storage.
Nokia Maps 2.0 is another launch that has
been a success. As of this report date, there are
10 devices with built-in maps on the market,
including satellite, hybrid and traditional maps
to help people find their way, whether they are
walking, driving or just searching. A
prediction made by Telematics Research
Group states that mobile manufacturers will
take over the navigation market in 2015, Joyau
said.
Another Nokia product designed for new
media behaviours is n•gage, which aims to
serve the emerging mobile games market.
Nokia has also set out to challenge iTunes, by
launching Nokia Music.
The Internet and telecom have approached the
market in two entirely different ways, Joyau
points out. While the Internet started out as a
free experimental service and ended up
generating revenue from information and
partnerships, telecom began by analysing the
market and ended up generating revenue from
usage. The new model for telecom is likely to
be like the Internet model. We have to accept
that there are new roles in this game, he said.
There will still be competition, but sometimes
competitors must cooperate, and don’t have a
choice if they both want to continue to
succeed.
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Monetising interactive
entertainment
According to Nikolai Fasting, of Active Loop
Television/Never.no, interactivity is the Holy
Grail, and interactive TV with mobile and the
Internet as response channels takes a step
toward that end.
Although consumers watch less TV today than
in recent years and advertisers increasingly
spend their money elsewhere, the number of
TV channels is increasing, and the future holds
more cross-content platforms with new
revenue streams, Fasting said.
“The TV industry is in the beginning of a
fundamental transformation,” he said. “The big
question is: How do I connect to my audience
in this new environment?”
Active Loop Television has launched several
projects to monetise viewers in this new era of
television. One example is to generate user
transactions from broadcast TV by supplying
ready-to-use interactive TV content, especially
for young viewers who are early adapters.
These interactive concepts build loyalty among
viewers, and will also generate revenue
streams. Currently, these concepts haven’t
been tested long enough, which means
statistical relevance is still weak, but results
show that after 12 months the users are more
loyal, Fasting said.
Another concept concerns digital billboards. In
America alone there are 75,000 billboards in
outdoor media. Meanwhile, in Dubai Airport
there are four broadcast screens with departure
information. If the ideas behind the billboard
and the information screen are merged, the
digital billboard is produced, and can do more
things with the same screen. For example, the
screen can be used for pastime entertainment,
it can show shop offers and travel services and
can be an airport microsite with a short-term
subscription, he said.
How much would subscribers pay? A
projection would suggest that one percent of
airport travellers would pay US$15 to get
connected to the screen while they wait, he
said. They get a good service, and media
companies get extra revenue. Few companies
give their customers a cross-platform
opportunity, and digital billboard screens are a
good opportunity for companies that want to
give users an experience across platforms.
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Local multimedia
Dag Otter Johansen, editor of local media
house Budstikka Multimedia in Oslo, reported
how his local media house is creating a variety
of local multimedia news and information for
its audience across platforms. There are 79,000
daily newspaper readers, 55,000 weekly
unique users at Budstikka.no. and 53,000
weekly viewers to TV Budstikka.
Budstikka Media has seen a decline in daily
readership in the newspaper and a decline of
television viewers, but a 30 percent growth on
the Internet. The company’s popular real estate
database enables users to find out how much
people paid for the apartment next door, and
the incidents map shows where there have
been recent accidents, fires or thefts.
Budstikka Media has plenty of competition:
• A-pressen, the No. 3 media group in Norway,
is cooperating with one of the largest online
newspapers, Nettavisen.
• Mecom/Edda, the No. 2 media group in
Norway, is considering a national Web site.
• Schibsted, the No. 1 media group in Norway,
has had success with local sites in Sweden. It
would be naïve to think they won’t follow with
a local site in Norway.
Our answer to this competition is to go even
more local, Johansen said. A brand new

housing area, Fornebu, will have 6,000 new
apartments built within 10 years. Fornebu is
the area where Telenor, Aker Kværner and
Norske Skog are located. In addition to the
increased housing, the area will also be home
to a brand new sports and events arena, all of
which are opportunities to develop multimedia
news using a local approach.
“We don’t compete with the big ones on what
is happening in Ukraine, etc. We write the
stories that actually take place here.
Everything has a local angle, and there are real
estate transactions everyday. Also the
advertising spaces are different with a very
local touch. The launch will be followed up
with local sites in other areas. There are 10
more possible local sites to present,” he said.

Transforming mobile experiences
Patrik Nilsson, head of product development in
mobile and devices in Europe, the Middle East
and Africa (EMEA) for Adobe, spoke about
transforming mobile experiences.
After 25 years in business, Adobe is getting
into mobile.
“No one can ignore having a mobile strategy.
Engaging mobile experiences are ones that
stand out from the crowd; they should make us
stand out from the crowd,” Nilsson said.
Adobe and Telenor will deliver a new

Non-PC Experience is Evolving
The PC Evolution vs.
Non-PC Evolution

Consumer Data
Services Positioning
High

Browsing
On-device portals
Downloads

Emerging
experience
category

PC

HTML

RIA

Flat

Rich

On-device
portal services

Engaging
Mobile
experiences

IMMEDIACY

Non-PC

Browsing
services

Low

Source: IDC, February 2007

Low

DESIRABILITY

High

© World Association of Newspapers 2007-2008

57

JUNE 2008 SHAPING THE FUTURE OF THE NEWSPAPER

publishing platform that will have a wide
consumer reach and low initial cost and tools
to enable the creation of mobile content
generation.
The content development will take advantage
of the applications that consumers want to use
on their mobile handsets. For example, 85
percent of the mobiles in Japan already have
Flash, compared to only 15 percent in Norway
and Sweden. Now more than ever before,
business people need to get out of the way and
give room to creative developers, Nilsson said.

Adobe and Telenor will deliver a new mobile
publishing platform, with a wide consumer
reach and low initial cost. Tools to facilitate
creation of mobile content generate rich
content range. In a Pan European project,
Adobe is launching a more desirable content
application platform by the end of summer
2008, with Sweden as the first market. Europe
will follow by the end of the year or beginning
of 2009, he said.

Digital opportunities: Not 'one
content fits all'
Berit Svendsen, executive vice president and
chief technology officer at Telenor, discussed
digital opportunities, which he said can be
translated into success stories for those who
find their own “unique selling point.”
“The digitisation of media represents new
opportunities to some, and threats to others.
For the users it means more control, better
content, lower cost, more to my interest and at
the time of the day when I want it. The user is
now in the editors’ seat,” Svendsen said. “Each
platform and usage needs to find its own
content unique selling point to become an
opportunity, thus avoiding one content fits all
to everybody.”
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The digital opportunity can be an opportunity
for everyone, and is all about creating new
business models, he said. For example, when
the user becomes the editor, preoccupied
media storage is a barrier. Users want to pick
and choose, and therefore content providers
need to come up with a storage bypass before
advertisers do.
Content providers, advertisers and distributors
need to work together to meet users' demands
for new and better content and use models, he
said. On demand means new opportunities for
both usage models and advertising models.
There will be room for more regional
advertisement and more personal
advertisement, and advertisers will also get
better statistics with a new interactive model.
Telecom is facing a huge change, Svendsen
said. Because fixed subscribers are being lost,
new revenue streams need to be created in
cooperation with other media players. In the
future, we will see projects in which all
different companies – distribution providers and
content providers – will cooperate and where
they won’t. Telenor is looking to develop these
new sources and new opportunities with the
other players in the industry, he said.

Improving the user experience
Improving the user experience translates to a
growing and more robust e-commerce, said
Rikard Steiber, director of Product Marketing
EMEA Google.
“There are some trends in the market that
really excites us. For example, one billion
people are online today. They are seeking,
sharing, socialising, shopping and searching.
The Internet is breaking down barriers
between people and knowledge, and it is
empowering the consumers,” Steiber said.
“There are three billion handsets out there.
How do we make sure people get access to a
great mobile Internet experience? Mobile is
actually the key access to the Internet for most
people in the world.”
E-commerce represents a growing opportunity.
Broadband is increasing as cost has been
reduced, and the entertainment sector is
growing. In 2003 users spent an average of 11
hours a month on the Internet. In 2007 it was
up to 16 hours, and in 2012 it is expected to be
32 hours, he said.
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So what can Google do for mobile users?
Steiber said search, advertising and delivering
applications are top priorities, but in order to
become a success it’s crucial that search time
go down. On some Nokia phones there is
already a search box, but to be successful,
the search service can take no more than 20
seconds. If it takes 42 seconds, nobody is
going to use it – if it's not fast, it's not useful,
he said.
Personalisation is also important, he said.
Users should be able to personalise their
mobiles just as they personalise their personal
computers. For example, no one wants to
scroll on their mobiles, they want the top
results to be the ones they are looking for,
Steiber said.
Google is now taking part in the Android
project, in which 30+ technology companies
all over the world work together sharing a
common vision: mobile Internet should be
better and open. Android is the first completely
open and free mobile platform, which will be
rolled out in the second half of 2008, he said.
Building a better mobile phone would enrich
the lives of countless people across the globe.
The Open Handset Alliance, who stands
behind Android, is a group of mobile and
technology leaders who share this vision for
changing the mobile experience for
consumers. The companies have come together
to accelerate innovation in mobile and offer
consumers a richer, less expensive and better
mobile experience, Steiber said.
Andorid is an open source browser that will
work on all phones and it should enable users
to choose what they want on their phones. For
more about Android, visit
http://code.google.com/android/.
Steiber offered some advice for those who
want to achieve success:
• Focus on the users
• Engage users more successfully
• Don’t do everything yourself, partner up

Mobile user interfaces
Charlotta Falvin is the CEO of TAT (The
Astonishing Tribe), based in Sweden. TAT
specialises in designing mobile user interfaces
and developing mobile technology, which it
then provides to major handset manufacturers.

“We are user interface nerds; whatever you see
on the screen of the mobile phone is our
concern. The company started in 2002. Now
there are 120 people employed to programme
and do digital graphical design,” Falvin said.
“Our motto is 'design loves technology, and
vice versa.' TAT works with all the big guys
and has a 10 percent market share in this
specific field.”
Challenges involved in mobile technologies
and designs many times stem from
manufacturers, which are basically hardware
companies and are technology driven, she said.
They build the phone on the platform they
already have, which means the user experience
is brought in very late in the process. For
example, Nokia has great technology, and a
great phone, but very slow development,
Falvin said.
In order to give the user a better experience,
first the purpose of the experience must be
found, the story must be defined. In other
words, how do users want to use their phones?
Examples:
• I’m bored, entertain me!
• As an activity device
• For social purposes
• As a business tool
• For feeling safe
• And of course for sms, contacts, making a
call, taking a preview and other different
applications
To create the user's journey, you first have to
understand a user’s mission, in order to make
the user go explore a service, and optimise by
finding identity and context.
Think of the phone as a small island with one
harbour and one boat. What you really need is
a lot of harbours, Falvin said. You need to be
able to access the Internet via the phone
wherever you are on the island, she said. Most
companies have internal wars going on
between technologists and designers at the
expense of the users. A great obstacle is to get
manufacturers to become aware of the
problem, she said.
It is easy to build a mobile phone; the
challenge lies in defining what those phones
should be able to do. To make the right phone,
manufacturers need to think specifically about
their target group.
For example, Nokia has phones that can do
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“Can do it all”

“Entertainer”

everything, but who are they targeting?
Meanwhile, the iPhone cannot do everything a
Nokia phone may be able to do, but it is great
for entertainment. Today there are no
successful phones targeting special groups,
Falvin said.
TAT's design philosophy is that it's not just
about making things look beautiful, what the
phone offers should be there for a reason, and
to make life easier for the user. Falvin said she
thinks from now on, phones will start to offer
more 3D effects. This will be meant to help
users, but in worst case scenarios, will instead
confuse them. Another development will be
more intuitive context driven user interfaces.

“Chatterbox”

“Keep me updated”

In 2003, TV2 bought Nettavisen, which is now
a partnership consisting of Egmont, TV2 and
A-pressen. Egmont focuses on children and
teenagers, mainly with magazines. A-pressen
is strong in local newspapers, with small Web
sites, and TV2 is the largest commercial
broadcaster in Norway.
“Let me start up by quoting a former prime
minister of Norway, Jan P. Syse: ‘If we do not
hang together, we will be hung one by one,’”
Stavrum said.

“Anyone can build a phone, now it is about
making it more meaningful. (When) the
exterior has stopped evolving beyond colours,
the interior grows. Mobile is converging with
Web and services; the limit is the human
ergonomics. Functions and applications are
trivial; the user interface makes the
difference.”

Media partnerships
Gunnar Stavrum, CEO of Mediehuset
Nettavisen, talked about media partnerships
and the impact they have on the media
industry.
Nettavisen was the first independent online
newspaper in Norway, and launched in 1998.
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A few years ago, Side2 was created, and is
now Norway’s leading entertainment and
lifestyle portal, with 600,000 weekly unique
users. It is ad revenue-based, and targets
women between ages 20 and 35. In 2008, the
revenue was €4 million. The next step is
Yeye – a youth-targeted Web site.
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Network Effects with Nettavisen

Egmont

Apressen

TV 2
Nettavisen

“Our experience is: if you have a big site then
it is easier to create another big site. On the
other side, it is hard to build a site if you don’t
have anything,” Stavrum said.
One of the roles for Nettavisen is to help the
others manage to grow faster online, a process
Stavrum said is absolutely necessary to do
together, which is easy to understand but hard
to fulfil. The hardest part is to change the
culture, he said. In order to succeed, you need
to do basically what airlines do – build
alliances based on the same principle: “You
give me traffic and I give you traffic. The better
you are, the better it is for me. You have to be
conscious of the traveler’s needs and understand
that you can’t satisfy every need alone,” he said.

“To quote Monty Python, ‘and now to
something completely different,'” Kjærstad
quipped. “I know little about technology,
nothing about mobile technology and I’m not a
nerd. But I do know something about being
creative, and what you need to make networks
work ... I know that the basics of leadership
are working towards understanding yourself
and others. This has taken about as long a time
as there has been humans to understand. Also
today, management teams learn from Caesar.
He is still in our minds 2,000 years later. You
have to look backwards to move forward.”
In 1498, there was the revival of the Republic
of Florence. Niccolò Machiavelli became the
secretary of the Second Chancery (internal
affairs), secretary of The Ten (external affairs)
and secretary of The Nine (defense). He was
also the trusted counselor of the Gonfalonier, a
title of high civic magistrates in Italian citystates at the time. There was a great flow of
creativity, much larger than the size of the
town – 40,000 to 50,000 inhabitants – would
indicate. The question here is, how to create
good creative environments, Kjærstad said.
A few years later, in 1512, the Florentine
republic collapsed. Although Machiavelli fell
into disgrace and had to give up power, he
started to write books with advice on how to
get into power. He also created a concept for
how to become creative.

TV2 has a leading role in video for news,
sports and entertainment. A-pressen has a
deep-rooted tradition in 50 local markets.
Egmont is the largest owner of the leading
magazine group. Nettavisen has a strong
position in news and entertainment on Internet.
The logic for Mediehuset Nettavisen and its
partners and alliances is the same: We need to
make each other good, he said. When you
grow your own traffic, you also give traffic to
others. It’s absolutely necessary to have the
ability to change when you know how the user
responds, he added.

Creating something new: What
would Caesar do?
Trond Kjærstad, professor of the Norwegian
School of Management, shifted gears from
technology and media to creativity and history
with his presentation on the art of innovation.
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According to this concept, you need three
things in order to be able to create something
new:
1. Virtu that is, do you dare? Do you have what
it takes?
2. Occasione, which means the chance, the
possibility and the moment that must be
caught. Most of us have seen occasione from
behind, but we only recognise her when she is
gone. If we have the virtu we will see her.
However, she probably passes us by the next
time around, because most us never grab her.
3. Fortuna, which means luck – the element of
chance, which falsely has been said to be
50/50. It is not. Before Caesar, people used to
say that “luck follows the modest player.”
After Caesar, it was changed to “luck follows
the brave.”
The creativity of those in Florence grew in the
Platonic Academy, a network of businessmen,
artists and intellectuals with focus on classical
texts and fundamental questions. It was based
on Plato’s ideal of the philosopher king. In
general, creativity thrives when different
aspects meet, and ideas are cross-pollinated.
The bankers, lawyers and artists in the diverse
Florentine network were talking about the
meaning of life, asking questions such as:
What is a good life? How do you live the good
life? They did not talk about business or
technology.
How can we use these ideas in another field, in
another time? First, Kjærstad points out, you
need Virtu. You need to dare to take a chance
in order to make something new. Most of the
time humans do the opposite – we do as we
always did. The Occasione is always there, but
it is against human nature to grab it. We must
combine Virtu with tolerance for failure – the
tolerance for failure is basic for creativity. And
it is positive, even wise to look back, he said.

The value of news content
Martha Stone, director of the World
Association of Newspapers' Shaping the
Future of the Newspaper project, focused on
increasing the value of content along the value
chain, from creation to distribution among all
media.
The SFN project is funded by five strategic
business partners, including Telenor. Other
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partners include Atex, a UK-based content
management company; Man Roland, a printing
press manufacturer based in Germany; UPM, a
newsprint maker in Finland; and PubliGroupe,
an advertising network based in Switzerland.
Price, competition and the consumer’s
acceptance of the content play into the value
equation. Publishers can drive higher value by
creating a strategy to position price, while
considering the value proposition by their
competitors, and also improving the value for
the end-user by listening to their demands.

The News Content Value Chain
For multiple channels
Plan for each media
Reporting

Efficiencies
Editing
Production
Publishing
Distribution

Revenues
Syndication
Archiving
Source: Shaping the Future of the Newspaper, 2008

Valuable content is published across platforms.
Stone presented five key elements of a strong
content strategy:
1. Internet revenues, including new revenue
streams like WebTV, search advertising,
display and classifieds
2. Mobile revenues, including advertising and
subscriptions
3. Content, content, content: It’s still King!
4. Long tail content development: Growing
market share by creating new niche products,
after studying audience needs
5. Content control and protection: WAN's
ACAP project, which enables publishers to
control how search engines access their
content
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Paying for a digital product
Eric Daugan, Digital Business vice president
for Warner Music International, explored how
customers are willing to pay for digital music.
Warner Music Group (WMG) became the only
stand-alone music company to be publicly
traded in the United States in May 2005, and is
home to a collection of the best-known record
labels in the music industry, including Atlantic,
Bad Boy, Elektra, Lava, Maverick, Nonesuch,
Reprise, Roadrunner, Rhino, Sire, Warner
Bros. and Word. Warner Music Group is now
in 50 countries, and reaches even more.
Warner has the capacity to reach 1.5 billion
customers around the world. There are 300
million MP3 devices in the world, and 500
million phones with MP3 functionality,
Daugan said.
“Our challenge is that we have to improve the
business in order to get people to buy
something more than the actual track because
it will eventually be free,” he said.
The value of the music industry today is
created around three elements. These are:
1. Audience business, fan clubs
2. Physical sale of CDs and DVDs
3. Digital elements, such as downloads
The key here is asking: Where is the value
created in your market? The answer will be
different in different countries, he said.
It’s necessary to integrate throughout the
company to come up with the best solutions
for the customers. If a product has an appeal to
the customer, she or he will pay. One recent
development is a bundle strategy.

But how do you bring value to the telecom
world? The answer is partnering, he said.
Partnering with Beeline brought Madonna to
Russia. Partnering with Sony Ericsson gave a
sales push in Latin America and so on. Warner
has grown from being a music recording and
publishing company to a service company.
Mobile is moving to subscription-based music.
How will it affect you economically? The best
way to fight free music is to go free, and have
someone else to pay for it, Daugan said.

From 'newspaper company' to
'multimedia company'
Kjell Aamot, CEO of Schibsted in Oslo,
presented the company's transition from a
national newspaper company to an
international multimedia company. Schibsted
was established in 1839. In 1992, the company
was listed on Oslo Stock Exchange, and in
1995, Schibsted made its first online
investments.
The vision for Schibsted used to be: “We shall
become the leading media Scandinavia.” In
2005, Schibsted reached that goal, and its new
vision is: “Schibsted shall become the most
attractive media company in Europe,” which
the company is still working with, Aamot said.
In 1994, Schibsted had 2,100 employees in
one country, Norway. Last year, Schibsted had
8,500 employees in more than 20 countries. In
1995, it seemed brave to invest in the Internet,
and meant seven years of losses for Schibsted.
Now everything has changed. This year
Schibsted will have a 50 percent profit on
online activities, he said.
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Norway: VG: Readership online and in print
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A study conducted by Bharat Anand, a
professor in the Strategy Unit at Harvard
Business School, proved that no other
traditional media company had made the
transition to the new digital era as quickly and
as successfully as Schibsted. Why is that?
“When the going got tough, we kept on going.
We’re not afraid to cannibalise on ourselves. In
2000, we had car ads only in the newspaper.
Six years later they’re mainly on the Internet.
We have actually been able to monetise on the
online activities since 2002,” Aamot said.
Online and print together gives Schibsted a
large circulation. Schibsted-owned Norwegian
newspaper Verdens Gang (VG) is larger than
any other newspaper in the country. Now, the
paper's online presence, VG Nett, is even
larger than VG. It’s the same story in Sweden
with Aftonbladet, owned by Schibsted and the
Swedish Trade Union Confederation.
In 2003, VG Nett was breaking even, and in
2007, it had a 43 percent operating profit. The
revenue mainly comes from brand advertising.
Crosslink is the key to monetising online,
Aamot said. For example, two years ago,
Schibsted launched the business online
newspaper E24 in Sweden. It was an instant
success. After six months, it reached break
even. A year and a half ago, Schibsted
launched the same site in Norway. After seven
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hours of operating, it had more traffic than the
other economic sites in Norway. The key here
is to have access to content, he said.
Another example is the community site Nettby,
which was launched in September 2006.
Currently, there are more than 500,000
registered members, and the number is still
growing, representing 78 percent of total page
views for VG Multimedia.
The investment before the launch was limited,
with costs less than €300,000. In the
beginning, two people were employed, now
they are three and will soon be four. The same
community site will be launched in both Spain
and Sweden this fall, Aamot said.
So, the outlook seams bleak for the pure print
audience. But, some print concepts have a
bright future ahead of them. The next
generation newspapers are the free sheets – it’s
the only sector in print that is growing. They
represent a great way to get and keep a large
audience at a reasonable price.
Five years ago, Schibsted launched freesheets
in France and Spain, which meant the
company lost money again, Aamot said. But
both shareholders and the company's board has
been patient, which is one of the criteria for
success, according to the Harvard study.
Launching the free newspaper was much
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easier in Spain than had been anticipated, and
now 20 Minutos online is seeing strong traffic
growth. Meanwhile, in France, 20 Minutes was
the most read newspaper after 18 months, he
said.
“Let me quote Darwin: It is not the strongest
of the species that survive, nor the most
intelligent, but the one most responsive to
change,” Aamot said. In the future, the
company has no plans to enter the mobile
business, only the business of mobile content,
he said.

Search-powered revolution
John Sviland, senior vice president of FAST
search and transfer, recently purchased by
Microsoft Corp., spoke about the user
revolution powered by search in Internet and
mobile.

What’s the use of content if you can’t find it?
In 2012, all types of applications will be
powered by search, a revolution driven by
users, because they want search to be simple,
easy, quick and relevant – it's all about user
intent and how to fulfil it, Sviland said.
“I suppose you can’t talk about search without
mentioning Google. Google has shown the
world what happens if you focus on the end
user,” Sviland said. “Search is therefore big
business nowadays. Seventy percent of the
search traffic is at destination sites. Google,
Yahoo! and Microsoft have the remaining 30
percent. The growth is about 70 percent.”
Search is all about the user interface, he said.
It’s an intent-driven user revolution, where the
goal is to understand both what users are
looking for and what they do not want to see.
Media companies and telecoms have a lot to
gain from using search, from understanding
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what readers want to read, what consumers
want to buy, etc., in order to capitalise and
make money.
Based on search driven innovation, revenue is
driven differently as well, he said. For
example, eBusiness will drive revenue by
creating unique user experiences that match
customers to relevant assets. Enterprise will be
able to drive productivity by creating unique
user experiences unlocking actionable
information across data silos, Sviland said.
Local search accounts or the vast majority, or
70 percent of all search.
The breakthrough is to understand the content
and add more information, thus creating a
unique user experience. The context is
extremely important, because search is also a
lot about advertising matching, he said.
“Search in mobile is a perfect match. It’s
perfect for an advertising experience. Searchdriven portals are launched these days. In the
future we will see search on TV and certainly
IPTV, and Web TV. Search will be thriving
productivity by saving time,” Sviland said.
“But when you get millions of results, how do
you find the right ones? The future search will
create a unique user-based experience. A
search is not just a search, but also an
experience where you discover, analyse and
finally share your findings with others.”
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