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Executive Summary
For decades, print advertising has been the
lifeblood of newspapers’ operating expenses,
particularly for printing, distribution and
editorial operations. Together these represent
more than 70 percent of a newspaper
company’s expenses. As newspapers grapple
with declining advertising revenues blamed on
both cyclical and structural pressures, they are
building a wide array of new revenue models
to make up for the shortfall in advertising
revenues.

In this volume, 9.2 New Revenue Models for
Newspaper Companies, the Shaping the Future
of the Newspaper project explores how to
piece together a New Revenue Mosaic of
multiple revenue streams. The goals are to
form a dynamic, multi-revenue stream
business to support the editorial department, as
well as the printing and distribution
operations, and continue to provide a tidy
profit for newspaper companies.

The New Revenue Mosaic can be made up of
a multitude of revenue makers in digital and
print media, and related businesses. This report
will detail the many ideas, and will offer

expanded case studies on the revenue ideas
that are being successfully executed at media
companies around the world.

Some revenue models are emerging as hot
topics for publishers, such as paid content and
micropayments. Since 2008, media companies
around the world have been debating the need
to charge for their valuable content online, and
in many cases, have joined forces in order to
accomplish that worthy objective. Newspaper
mogul Rupert Murdoch, for example, has said
he will build a paywall for News Corporation
titles around the world, but the details have not
yet been announced, with the exception of
newspapers under the Dow Jones Local Media
Group umbrella, owned by News Corp.,
rolling out paywalls in January 2010. Allaccess to the Web site of The Standard-Times
of New Bedford, Massachusetts,
(southcoasttoday.com) for example, began
costing users US$4.60 per week in the first
half of the month.

On 20 January 2010, New York Times
publisher Arthur Sulzberger Jr. announced The
Times will charge for content using a “meter”
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system starting in 2010, but did not announce
details of the strategy. The meter payment
method, used successfully by FT.com, allows
10 article viewings before requiring payment.

“Our audiences are very loyal and we believe
that our readers will pay for our awardwinning digital content and services,”
Sulzberger said. Added CEO Janet Robinson:
“This process of rethinking our business model
has also been driven by our desire to achieve
additional revenue diversity that will make us
less susceptible to the inevitable economic
cycles.”
In addition to paid-for content, scores of
revenue-making ideas will be explored in this
volume, including:

• Endowments: According to David Swensen,
chief financial officer at Yale University and a
financial advisor to the Obama Administration,
newspapers could endow their journalistic
operations, as many educational institutions
are partially endowed, including Yale. For
example, the US$200 million per year editorial
operation of The New York Times would
require a $5 billion endowment, assuming a 5
percent annual return. Multi-billion
endowments would go a long way to fund
journalism in segments, for example, a $2
billion endowment might yield a $100 million
6
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per year budget, the amount reportedly needed
to run American TV programme NewsHour.
The Associated Press’ Tom Curley reckons that
it would take the annual yield from a $6 billion
endowment to run AP’s core operations.
• Memberships and syndication: World news
startup GlobalPost.com reported a $1 million
revenues in 2009, and expects to make $3
million in 2010. The foreign reporting service
employs more than 70 journalists in 50
countries for about $1,000 per month. The
journalists are required to file one story
minimum per week. President Philip Balboni
projects profitability in 2012. GlobalPost was
launched in January 2009, by co-founders
Balboni and editor Charles Sennott. They have
built the company on three business models:
advertising, a membership scheme called
Passport, and content syndication.
• Foundation grants: Among the most
promising foundation initiatives to fund
journalism, are:

– The Center for Investigative Reporting will
establish a California-based arm with $2.4
million in foundation grant money to fund a
staff of 10 to produce investigative reporting.

– The Kaiser Family Foundation of California
recently launched its Kaiser Health Service
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project, aimed at filling a growing void of
national health coverage.

– Voice of San Diego has established science
and environmental reporting positions, partly
through foundation grants.

– The Knight Foundation has given $24
million in grants to fund dozens of local news
Web sites.
– The Huffington Post Investigative Fund
received $1.75 million in grant money to
launch its investigative reporting unit.

– The international Human Rights Watch,
which produces reports about human rights
violations in 80 countries, has been given a
grant to translate the long, dry content into
snappy text and video journalism.

• Governmental subsidies and tax breaks:
Subsidies and tax breaks that work for one
country may not work for another, as the
country's history and culture has everything
to do with whether government involvement
on any level will work. In Denmark,
government subsidies and tax breaks are the
norm – newspapers don't pay value-added
taxes and receive distribution subsidies, for
example. Meanwhile, in the United States,
many newspapers have rejected any help
from the government, other than asking for a
relaxation on media ownership rules in some
areas, saying they would rather go out of
business than receive help from a government
it is working to hold accountable.
Governmental financial support, in the form
of subsidies, tax breaks and paid notices,
have been cut by more than 80 percent in the
past 40 years.

• Mobile subscriptions: Hundreds of news
companies have created iPhone apps for their
news brands. While most are free to iPhone
subscribers, several news publishers are
charging several dollars for the download.
Italy’s Corriere della Sera and La Gazzetta
dello Sport charge €2.39 for both their iPhone
and Blackberry downloads, since October
2009. Breaking news, personalised sports
news, football league tables, weather, local
news, photos, videos and services are available
on the applications. The Guardian sold about
70,000 subscriptions to its iPhone app in the
month after its December 14, 2009 launch, at
£2.39. At that rate, in one year, that could be a
£2 million revenue stream, less Apple’s 30
percent commission.

• Not-for-profit entities: The report explores
not-for-profit status as a hedge against slowing
revenue streams and as a way to harken back
to journalistic roots, unencumbered by investor
pressures of for-profit companies. Among the
case studies are the Scott’s Trust and the
Poynter Institute, both not-for-profit
organisations that own newspapers: the Scott’s
Guardian and Observer in the United
Kingdom, and Poynter’s St. Petersburg Times
in Florida, United States. The report also looks
at the non-profit structures of the Chicago
News Cooperative, and the Press Association’s
planned public service journalism project in
the United Kingdom.
• Hyperlocal Web sites, newspapers and
blogging: The City University of New York’s
interactive journalism received a substantial
grant from Knight Foundation to develop the
“New Revenue Models for News” project
(newsinnovation.com), in which hyperlocal
blogging was identified as a potential revenue
stream for newspaper companies large and
small. The detailed financial analysis shows
that the business could be a multimillion dollar
business within three years. EveryBlock.com
was also awarded a grant from the Knight
Foundation, and in 2007 began organising and
displaying public data and records according
to location, down to the city block. Today, the
grant period has ended and the site's code is
open source. But EveryBlock founder Adrian
Holovaty cringes at the term hyperlocal.
Instead, he prefers microlocal, which better
illustrates the process of publishing “anything
and everything that's relevant to the
neighbourhood level or deeper,” he said. Users
are constantly inundated with information, and
the more intensely local information there is,
“the more of a need to organise it.”
• Cross-media advertising represents a
powerful new revenue stream. Mega-media
house IMPRESA in Portugal, with a combined
portfolio of TV, radio, newspapers, magazines,
mobile and Web operations, developed a clever
and profitable answer to the plummeting real
estate market, amid the economic crisis. They
created a multimedia campaign with TV, Web
and newspaper advertising to give away an
apartment. The results: €320,000 profit from
paid-for calls and texts in the contest. The
campaign was so successful, they will repeat
again in both Lisbon and the Algarve,
Portugal’s holiday destination.
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• The Metro in London, the most circulated
free newspaper in the world, has had success
with online gaming, having earned more than
£600,000 with four gambling games in 2009:
Arcade, Casino, Poker and Bingo. Metro
partners with “white label” European gaming
company St. Minver, www.stminverltd.com,
and payments from consumer go directly to
credit and debit cards. Other St. Minver clients
include Yahoo! UK and Ireland, and the Daily
Mail in London.
While there are perhaps hundreds of revenue
opportunities to exploit, a newspaper company
needn’t have to fashion a complicated and
overwhelming New Revenue Mosaic. The
prudent approach is to choose a handful of
businesses that are a good fit for the
newspaper company, and proceed full speed to
make these revenue opportunities successful.
This report serves as an idea guide for
newspaper companies ready to move their
enterprises to the next level.

• Paid content: 2009 was the year that
publishers aggressivelyaddressed these paidcontent issues head-on.

As the world’s newspaper publishers
clamourfor the remuneration of their valuable
content,a variety of critics, researchers,
entrepreneurs, practitioners and academics
have emerged to evaluate the potential of paid
content, and to develop models for publishers
to transform the lackluster revenue
performance to a lucrativebusiness model.

Several majors consumer studies showed that
consumers are not ready to pay for most
content. The key to charging, as this report’s
research shows, is that the content being
charged for is unique, and cannot be accessed
anywhere else, or if it can be, time is of the
essence, as with financial news. The second
important lesson is finding out how much to
charge, and how audiences prefer to pay. For
some, that means a monthly subscription,
payable on the newspaper Web site by credit
card. For others, that means the ability to pay
by article, or by day. As with any other
decision a newspaper makes, knowing the
audience, what it wants and how it wants it is
of utmost importance. For many, offering
audiences several choices on what they can
access and how they can pay seems best.
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1. Changing Cost Structures
By Stephen Quinn

Funding Journalism
in the Digital Age

The numbers do not look good for print-based
media companies. On 4 June 2009 a Moody’s
senior analyst in New York, John Puchalla,
criticised the American newspaper industry for
its “distorted” cost structures. Similar cost
structures operate at newspapers in Australia.
In essence, too much of each dollar is spent on
printing and distribution, and too little on what
sells newspapers – the content.

US$225.9 million is the largest of any
newspaper. Yet that figure is less than a third
of the yearly cost of printing and distribution –
$733.3 million. It is a common story around

“Distorted” U.S. Newspaper
Cost Structures
Cents on the dollar spent by category, 2009
Advertising & marketing
16 cents

Editorial content
14 cents

Puchalla noted that 70 cents per dollar were
spent on paper, printing, distribution and
corporate functions. Only 14 percent of
American newspapers’ operating expenses
were spent generating editorial content. The
other 16 percent of costs were related to
advertising and marketing.
The New York Times is one of the best
newspapers in the world. It has won 101
Pulitzer Prizes, more than any other
newspaper. Its annual editorial budget of

Paper, printing, distribution
& corporate functions
70 cents
Source: Stephen Quinn and Jeff Kaye

© WAN-IFRA 2010
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the world. In Australia, for example, The Age
in Melbourne had an annual budget in 2008 of
AUD$315 million (US$290.6 million). But
only $58 million (US$53.5 million) of that,
about 18 percent, was spent on editorial.

About a fifth to a quarter of the personnel at
daily newspapers produce editorial. The other
staff work in advertising, production,
marketing, various forms of administration and
a range of other tasks. Of the editorial staff,
only about half do the reporting. The rest
spend their time processing content from wire
services, checking reporters’ stories, attending
meetings and designing pages.

Annual Budgets
US$
800
700

The New York Times & The Age
733.3

600
500
400
300
200

290.6
225.9

100
0
Printing &
Editorial
distribution budget
budget
The New York Times
Source: Stephen Quinn and Jeff Kaye

53.5
Total
Editorial
annual
budget
budget
The Age
© WAN-IFRA 2010

It is expensive to produce a print newspaper.
Staff ratios are changing as newspapers
restructure, but an industrial age product like a
print edition requires a lot of people beyond
the editorial staff. So we must confront a key
question: Is it time to ditch print as the
principle platform for written news, and focus
on digital? We think yes, over time. The issue
is when. Many factors need to be considered.
These include the impact of fragmenting
audiences, the influence of social media, the
need for innovation and new products and the
potential for new revenue as print editions
become niche products.
Before any change happens we need to deal
with limiting mindsets. Some media
executives talk fondly of the “romance” of
print. Journalists have surrendered manual
typewriters and landline telephones for word
processors and mobile phones. But old ideas
hang around longer than old tools.

Marc Andreessen founded Netscape and sits
on the boards of Facebook and eBay. He told
10

Charlie Rose on Rose’s PBS programme in
2009 that everything about the online
experience is better compared with print
newspapers.

“If you are the guy delivering ice to people’s
ice boxes, at a certain point you gotta get into
selling refrigerators,” he said.

Journalism will thrive when media companies
free themselves of the shackles and mindset
of print, and focus on online, wireless,
interactivity and whatever new platforms
emerge for digital delivery. Tomorrow’s
journalism will appear on a variety of
platforms designed to reach as many people
as possible at all times of the day.
Some older news consumers will prefer to
read news on paper, and media houses will
need to satisfy that demand. The average age
of newspaper readers in Australia is 50, while
the median age in the country is 36. Within
two decades news will primarily be delivered
via wireless devices and online. Print will be
a niche product, depending on the needs of
advertisers and audiences.

Generation Y will not replace Baby Boomer
print readers as the latter die. Gen Y and
related groups are too wedded to online and
their mobile phones. They consume news, but
not in print. One of the authors surveyed
journalism students at a Victorian university
in March 2006. The survey received 74
replies, a response rate of 52 percent. Only
two of the 74 respondents said they bought or
read a newspaper on campus, despite a
marketing drive by The Age, the Herald Sun
and The Australian that allowed students to
collect free newspapers on campus after
buying a card for AUD$20.
In March this year Professor Alan Knight, in
a survey of Australian journalism students,
found 90 percent of aspiring journalists did
not read newspapers, preferring to get their
news from commercial television or online.
Yes, even journalism students are forsaking
printed newspapers.

Americans already favour online as their main
source of news and information. In June 2009
polling firm Zogby International published
results of two major polls on how Americans
got their news and what sources they most
trusted. Zogby asked which of the four primary
information sources was most reliable. More
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than twice as many
people chose the Internet
(37 percent) ahead of
television (17 percent),
newspapers (16 percent)
and radio (13 percent).

In June 2009 the head of
digital operations at the
New York Times
Company, Martin
Nisenholtz, said his
company was likely to
begin charging for
access to news on mobile devices before it did
so on the Web.

Consumers already pay
for mobile phone content,
so a payment mindset exists.

Ironically, most of the news Americans
consume online comes from traditional media
sources. Zogby offered two explanations: “The
Internet allows people to seek information
from thousands of blogs, aggregators and
social networks, and to migrate to those that
share their point of view. The information
received may originate from the same old
media, but it is wrapped in designer packaging
that matches personal tastes and ideologies.”
Technologies such as electronic readers, often
abbreviated as e-readers, offer a platform that
cuts the cost of non-editorial operations. They
maintain the metaphor of the printed product,
but they are a limited option because they lock
people in with proprietary software. Amazon’s
Kindle DX is one of the latest to offer
newspapers. On it, The New York Times and
The Washington Post cost US$13.99 a month
and $11.99 a month respectively, but content
only appears in black and white. News is
downloaded wirelessly while people sleep.

But Kindle’s wireless option is only available
through one telecom company in the United
States. Amazon CEO Jeff Bezos said the
Kindle DX will change the economics of the
newspaper business. But all e-readers work on
proprietary software, meaning customers with
different devices such as the iRex iLiad, the
Sony Reader or the host of e-readers being put
on the market regularly can only access books,
magazines and newspapers in the format
designed for each specific device. Would you
buy a music player that forced you to buy
songs from only one label? Or a car that forced
you to use one brand of petrol?
Journalism will be liberated and ready for a
commercially viable future when it embraces
interactivity and involves the audience, and
focuses on delivering content to standardised
mobile phones and online platforms. Why
wireless and online? Because consumers
already pay for mobile phone content, so a
payment mindset exists. Audiences will not
pay for online content they have received for
free for more than a decade. That issue is
discussed later in this article.

’’

“Mobile offers a better opportunity for paid
content,” Nisenholtz said. Publishers could
charge for micropayments in the sense that
audiences were already accustomed to paying
for individual items on their mobile phone.
People in the Nordic nations and parts of
Europe and Asia already pay for cans of soft
drink or parking with their mobile phones. It is
a short leap to pay for news as well, if it has
added value.

Mobile phone ownership in Australia had
almost reached a saturation point by early
2009, with 92 percent of the population
owning a mobile phone, according to Nielsen
data. A range of functions such as mobile
Internet boosted the uptake, particularly for
users aged 16 to 29. Australia’s telecoms
market continued to grow in 2009 despite the
economic crisis, driven by demand for mobile
Internet and broadband, IDC analysts said.
Despite having less than 1 percent of the
world’s population, Australia ranks ninth in
the world in terms of data downloads onto
mobile phones.

Smart-phones, which are effectively small
computers that allow people to access the
Internet wirelessly, will always be more
popular than e-readers because people can do
more with them than read black-and-white
text. As smart-phones evolve they will become
one of the main delivery mechanisms for news
and information. Media houses need to prepare
for ways to charge for that content. Three in
five iPhone owners in America already use the
mobile Web more frequently than they read
print newspapers, according to a survey by
metrics firm comScore, published in July 2009.
Only one in 10 of the world’s 4.2 billion
mobile phones are smart phones. In July 2009
Morgan Stanley Research predicted the
proportion could reach half in the “next few
years.” They described the migration to
Internet-connected mobile devices as “one of
the biggest opportunities in the history of the
technology industry.”
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Newspapers in Developing Nations
Printed newspapers are thriving in countries
with low broadband penetration. Newspaper
executives in these countries should not be
complacent, because demographics and
technology will produce rapid change. India
represents an example of how profound the
change will be.

In 1976, when the country’s population was
775 million, one copy of a newspaper
appeared for every 80 people. A quarter
century later, as the population passed one
billion, one newspaper was available for every
20 Indians. By mid 2009, India had 68,000
newspapers, with more expected to emerge.
They sell for a few cents per edition. Unlike
online, print does not require electricity and
Internet infrastructure. Power shortages still
occur in some parts of India. Broadband
penetration in 2009 was about 4 percent, and
concentrated in major cities.

Some pundits have suggested that rising
literacy in India will mean an audience for
printed newspapers well into this century. In
1976, 35 percent of Indians could read. By
2008 the figure was 70 percent. Rising youth
literacy, at 82 percent in 2009, does suggest
plenty of potential readers. But those
youngsters are more likely to seek their news
and information online, just as their
counterparts do in other countries. As cheap
broadband inevitably becomes available,
newspaper circulations will decline. A July
2009 report from Forrester Research estimated
that about 2.2 billion people worldwide would
be online by 2013 – a global increase of 45
percent. Almost half of those new users would
be in Asia, with 17 percent in China alone.

In 2009, the United States had the most
Internet users followed by China, Japan, Brazil
and Germany. Within five years China will be
in first place, followed by India, and then the
United States, Japan, and Brazil.

“Per capita online spending is likely to remain
highest in North America, Western Europe and
the developed markets of Asia throughout the
next five years,” said Zia Daniell Wigder, a
senior analyst for Forrester Research. But
shifting online populations and growing
spending power among Asian consumers mean
that Asian markets will “represent a far greater
percentage of the total in 2013 than they do
today.”
12

Online & Print: Two Types
of Journalism

The Internet is a constant stream. It is
continuous. Torry Pedersen, CEO of Norway’s
VG Company, describes it as a “bubbling
brook.” Pedersen was managing editor of the
print newspaper VG and later editor-in-chief of
the online edition before becoming CEO.
Online news coverage was a constant stream
“like a bubbling brook” while print coverage
was like bottling water, he said. “Both the
brook and the bottle contain water, just as both
the online and print editions can contain
fantastic journalism. But they are two different
formats.”
Print content is fixed in time and tends to look
backwards because of its reflective nature.
Online and print need different kinds of
journalists to produce different forms of
content for specific audiences. In an era of
constantly updated digital content for online,
with content offered on a variety of platforms,
we need flexible editorial staff. For long-form
print content we need a reflective kind of
journalist. Each platform requires a different
form of content, which suggests that integrated
newsrooms, which combine newspaper and
online staff and often expect reporters to work
in several platforms, are not relevant for all
forms of journalism. Pedersen believes
integration should be reserved for specific
areas such as sport or culture or lifestyle or
travel because reporters can specialise in these
subjects.
Successful revenue models will involve a
myriad of approaches, or what we are calling a
“confederacy of models.” The actual number
will vary for individual media houses, each
with its own unique culture and way of
delivering news. The issue here is that all
media need to be new media. The key to
success in the future will be experimentation,
innovation and life-long learning. Those who
can adapt the fastest will win. As Darwin
famously pointed out, the species that survive
are those that adapt most efficiently, not the
strongest. This means innovation and
creativity will become paramount.

All of the changes discussed so far will require
new forms of leadership and new kinds of
editors. A solely print-focused editor is a
dinosaur. As John Maynard Keynes, the
Nobel-prize winning British economist, noted:
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“The difficulty lies not so much in developing
new ideas as in escaping from the old ones.”
Modern media houses need leaders who look
forwards rather than backwards, and the
industry needs to start grooming the right
kinds of people: individuals with flexible
mindsets who understand change management.
Frederic Filloux, editor of Norway-based
Schibsted International, said spotting and
nurturing talent should be the “most critical”
part of an editor’s job. The past 20 years had
revealed a “clock-punching” mentality at too
many newspapers that created “multiple levels
of inefficiencies.” Newspapers needed people
comfortable with the digital world, and not
those who sought to push online into the toohard basket or the periphery of the organisation.

As part of the future, media organisations must
embrace the audience and work with, not
against, social media and social networks such
as Facebook and Twitter. Consumers have
already embraced social media, and we argue
that one avenue to the future consists of
building communities through social
networking. In the United Kingdom,
eMarketer estimated that two in five Internet
users, or about 15.4 million people, used social
networks at least once a month in 2009. By
2013, eMarketer predicted the social
networking population would reach 21.9
million, or half of UK Web users. Many of
these people are members of the desirable AB
demographic.
Lena Samuelsson, editor-in-chief of Svenska
Dagbladet, the major daily in Stockholm,
summarised the situation: “Newspapers must
genuinely listen to, and interact with, their
most important target groups.” Newspapers
need to focus on the demographic they seek to
reach rather than being mass media.

Given that advertising goes where the
audiences go, media companies must embrace
social media to get those audiences to come to
online newspaper sites. Paul Gillin, a research
fellow and member of the advisory board of
the Society for New Communications
Research, co-chairs the social media cluster
for the Massachusetts Technology Leadership
Council. Ironically, he also writes the
Newspaper Death Watch blog
(www.newspaperdeathwatch.com). Crises
such as those the American newspaper
industry faced in 2009 demand innovative

thinking, fast reaction times and tolerance for
risk, he wrote on his blog. “One reason we’ve
seen so little of this in the newspaper industry
is that the people at the top have no capacity
for making dramatic changes. The innovation
that we’ve seen comes almost entirely from
startups or skunk-works operations.”

SCHIBSTED

Schibsted, which owns a range of media
houses in Europe, offers an example of a
future-focused organisation that succeeds
because it embraces innovation. Schibsted
owns VG, Norway’s highest-circulating daily
newspaper, and VG.no, the country’s most
successful news and information Web site. VG
editors believe they need different kinds of
journalists to produce news content for each
platform, so they have separate structures and
companies even though they share the same
newsroom. The online news site has 50
journalists compared with about 270 for the
print edition. A higher proportion of the online
journalists produce original content compared
with the newspaper: 40 out of 50 online,
compared with 150 out of 270 at the
newspaper.

As noted at the start, insufficient staff at
printed newspapers are assigned to the key
processes of producing and selling content.
And too much of a print newspaper’s budget is
spent on printing, paper and distribution. VG’s
Pedersen believes integrated newsrooms might
be needed at small media organisations. But
not for a large media house like VG.

“In my opinion a completely integrated model
is so hard to get right that it reduces the chance
of success of both editions.” He argues for
advertising as the primary business model for
online. “Online positions are all about critical
mass. If you manage to occupy a leading
position, it becomes very difficult for your
13

FEBRUARY 2010 SHAPING THE FUTURE OF THE NEWSPAPER

competitor to take you on. In reality critical
mass offers greater protection than actual
quality differences in relation to your
competitors.”

Pedersen also noted that print newsroom costs
are higher than costs for online editions. “If
they are merged it is more likely that the
higher cost structures of the print editions will
infect the online editions rather than vice
versa. If both print and online editions are part
of the same company, with the same board of
directors, I believe that more time will be
spent on the challenges facing the established
medium, than on the opportunities presented
by the new medium. Both deserve proper
attention, but not at the expense of each other.”
The VG media house in Norway has
succeeded financially even in times of
recession. A huge proportion of its traffic (86
percent) comes through the home page, which
means the site can charge high advertising
rates on the home page. In mid-2009
advertisers paid 210,000 Norwegian crowns
(about US$38,000) for a banner advertisement
on the home page, for 24 hours duration. Most
online sites around the world would love that
kind of revenue for online advertising.

Google News has struggled to become
established in Norway because of the
domination of VG.no and the company’s other
online sites. The print edition of VG gained
about 75 percent of its revenues from newsstand
sales (by law people cannot subscribe) with
the rest coming from advertising. In 2008 the
newspaper had earnings before interest and tax
of 214 million Norwegian crowns (US$37.6
million), on an operating margin of 12.9
percent. Revenues for online came from
advertising and a collection of areas such as
the site’s weight loss club, live video of key
football games and a range of small but
important niche areas. Eivind Thomsen, senior
vice president for Schibsted, said the future
would consist of “many hundreds of business
models, all changing over time.”

Schibsted’s success also shows the importance
of embracing social media and being part of
the community. The Norwegian media group
came to that realisation early. VG.no editors
require their journalists to get involved with
social media. Well-known reporters have
effectively become a “brand.” Bylines on the
online site include links to each reporter’s
14

Facebook profile and Twitter account.
Reporters recommend stories to Facebook
“friends” and Twitter “followers.” VG.no’s
editor-in-chief Espen Egil Hansen said
communication with audiences should make
up at least 20 percent of each reporter’s
workload. How many Australian newspaper
reporters welcome that level of personal
contact with their audiences? Too many avoid
their audiences.

The Web is the world’s biggest photocopy
machine. It is too easy to copy innovations that
work. So innovative companies are forced to
innovate all the time to stay ahead of
competitors.
Schibsted’s senior vice president described the
process as having a “temporary monopoly;” in
other words, his company had to continue to
innovate to stay ahead. “One of our business
models is to get readers to come to us.”
VG.no is one of the few online sites with at
least two editors, sometimes three, assigned to
look after the home page. It is a reflection of
the importance of the front page – remember,
86 percent of the site’s traffic arrives via the
home page. VG.no’s traffic is huge – three in
four Norwegians visit the site each month –
and most of the content is free.

The Danger of Charging in a World
of Excess Information
In June 2009 News Corp. CEO Rupert
Murdoch said newspapers had to charge
readers for online content. American industry
heavyweights met in “secret” in Chicago a
month earlier to discuss strategies for
charging. In an interview on the News Corp.owned Fox Business Network, Murdoch said
online content would no longer be free and
newspapers would sell subscriptions for
premium content, though conceding
newspapers would continue to make money
from advertising. It had been a mistake for
newspapers to rush to the Web to try to get a
bigger audience, Murdoch said, and all News
Corp. newspapers would be charging for
content within a year. He suggested one of the
company’s prime assets, The Wall Street
Journal, was proof paid premium content
worked, though noting it was because of the
paper’s proprietary financial reporting and
analysis.
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Lionel Barber, editor of the Financial Times,
told the Media Standards Trust in London in
July 2009 that “almost all” news organisations
would be charging for online content within a
year.

“How these online payment models work and
how much revenue they can generate is still up
in the air,” Barber said.
Building online platforms that could charge
readers on an article-by-article or subscription
basis was one of the “key challenges” facing
news organisations. Barber said quality news
was expensive. The Financial Times had 100
foreign correspondents in an editorial staff of
600 worldwide. By mid-2009 its Web site,
FT.com, had more than 1.3 million non-paying
registered users worldwide, with another
110,000 paying subscribers. The print
newspaper had a circulation of 411,988.

FREE AND FREEMIUM MODELS

Business people with expense accounts are
willing to pay for newspaper content, as are
people who consider paying a small amount
for information to use that information to
make more money. But business-to-business
audiences represent a small segment, relative
to the amount of free online content around the
world.

Charging for online content for general news is
folly in societies where audiences have access
to high-quality free services such as the ABC
or BBC or CBC. The Internet offers vast
amounts of free English-language news.
Charging can only work in small and affluent
markets where people want local information,
or within unique language groups like Norway.
Vivian Schiller, president and CEO of the
United States' National Public Radio (NPR)
and former senior vice president and general
manger of NYTimes.com, told Newsweek in
July 2009 that people would not pay for online
news in large numbers, describing proposals to
charge as a “mass delusion” in the newspaper
industry. “In other words, they [executives]
think that wanting it so badly will … change
the behaviour of the audience. The world
doesn’t work that way. Frankly, if all the news
organisations locked pinkies, and said we’re
all going to put up a big fat pay wall, you
know what, more traffic for us [NPR].”
Americans have a phrase that is apt here: You
cannot put the toothpaste back in the tube.

People will not pay for general news content
they can get elsewhere for free. And only a
tiny part of the content of a local daily
newspaper, as they are currently configured, is
worth putting behind a pay wall.

But people will pay for a variety of services
they value. The free model and free-pay hybrid
model, often called “freemium,” in which basic
content is given away and a premium is charged
for advanced or special features, will grow
stronger as world economies pull out of the
recession, as long as that content is distributed
digitally. We have already seen that print
production and distribution consumes upwards
of 70 percent of costs, eating into resources
that could be devoted to the digital product.
Quality free content online will attract
advertising. Other revenue sources will
emerge, depending on what is delivered along
with free news content. Successful examples
include online crossword puzzles from The
Times or Schibsted’s weight-loss programme.
The future will also see a world of niche
advertising – lots of slivers of content, all
waiting to be monetized, and all based on the
free or “freemium” model. With the latter,
basic content is given away and a premium
charged for advanced or special features.

News Corp. was looking at bundling content,
chief digital officer Jonathan Miller told the
Editors Weblog, SFN's sister site, in mid-2009.
This could include putting all the media
group’s New York-based content into one
subscription package.

In June 2009 The New York Times was
looking at different ways to charge for online
content. One was similar to a model the
Financial Times used, where readers could surf
the site without being charged until a pageview
or word limit was reached. Then a metered
device would start running and it would charge
the user for the rest of their time spent. At the
time of writing the Financial Times allowed 10
free articles a month per user, then required a
subscription. The other option involved a
“membership” scheme where readers would
donate money and then be invited into a
community that would offer free merchandise
and other benefits.
Many people find their news through search
engines such as Google. But articles behind a
paywall cannot attract a good Google ranking,
making the content nearly invisible in
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searches. So newspapers need to find a
solution to this when they start charging. The
Wall Street Journal currently allows its paid
content to be accessed free via Google. Is this
fair to paying customers? Could this
knowledge deter potential subscribers?

Rupert Murdoch was right when he said the
print editions of newspapers would look “very
different” in the future. In the interview on Fox
Business Channel mentioned earlier, Murdoch
said it would probably take 10 or 15 years for
the public to “swing over” to accepting news
on mobile phones or panel devices such as the
Kindle DX. We need to distinguish here
between changes in print forms of media, and
changes in news distribution via mobile
phones or panel devices.
Print will become a niche product. Within a
generation most news will be delivered to
mobile phones and newer versions of personal
data assistants, as well as online. It will be
much more interactive than we currently know,
constantly updated, and make better use of the
strengths of online and mobile technologies.

Smaller & Less Frequent
Newspapers

Printed versions of newspapers will still exist,
but in significantly modified forms. They will
be full colour, smaller in size, and appear a
few days a week. Their content will focus on
the future rather than telling audiences what
happened yesterday. Think of a bi-weekly
version of The Economist.

In other words, print will play to its strengths.
Media houses must move away from
shovelling print content online. That is the way
of the dinosaur. The daily newspaper will get
smaller – the size of an A4 magazine. They
will be edited to cater for busy people, and not
the bloated publications we got when
broadsheets moved to compact size and tried
to replicate all the content from the broadsheet.
Print editions should focus on what audiences
can expect today and later in the week rather
than yesterday. Perhaps a fifth of the content
should reflect on the significance of
yesterday’s major events. People appreciate an
overview of what was important yesterday.
But it must be combined with analysis of what
will happen today and tomorrow. A print
journalist who focuses on yesterday is a
stenographer or secretary. A journalist who
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tells people what to expect later in the week is
a “journ-analyst.” (Journalism education,
incidentally, will also need to change to
produce these analysts rather than secretaries).

Print needs to focus on backgrounding the
news, and giving people insights into why
things happened rather than merely telling them
what happened yesterday. Audiences have
already read and heard what happened today on
Web sites, and on radio and television news.

Juan Senor, director of the Innovation
International consulting company, said
newspapers had to move from being a heavy to
a light industry. Senor used the analogy of the
circus that Phineas Taylor (P.T.) Barnum
introduced in 1871, at the time the “greatest
show on earth.” The prime performers then
were the elephants. But circuses have changed.
By the 21st century, live entertainment such as
the Cirque du Soleil have become vastly more
popular. Cirque du Soleil has been credited
with re-inventing the circus. It has no animals,
and relies on human ingenuity.

Senor said it is time for newspapers to “get rid
of the elephants.” This involves significant
format changes and a need to understand
different audiences, as well as build
communities. “We need to think of newspapers
as service platforms that create profit.”
Traditional news that covers the “who, what,
where and when” are a commodity available
free online around the world, he said. “But
how, why and what’s next are worth a
premium.” (Disclosure: One of the authors is a
consultant with Innovation International).

The Death of the Newspaper:
Exaggerated

One of the great exaggerations of the recession
in 2009 involved reports of the death of the
print newspaper industry. Yes, some will die.
But most others will modify themselves, and
some will prosper over time.

Roger Fidler’s “mediamorphosis” theory tells
us that new media do not kill old media,
provided the old media learn to adapt.
Remember what we said earlier about Darwin?
Gavin O’Reilly, president of the World
Association of Newspapers and News
Publishers (WAN-IFRA), acknowledged
newspaper managers needed to embrace
change, and echoed Fidler’s words: “When
new technology is launched, it usually finds its
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place alongside an existing technology,” he
told a Power of Print conference in Barcelona
in June 2009. O’Reilly was confident about the
future of newspapers because advertisers
wanted to reach stable and reliable
demographics. WAN-IFRA (of which SFN is
part of and which published this report) noted
that worldwide newspaper circulation in total
had risen in 2009, with rises in Asia boosting
the total, despite falls in Europe and North
America.

RECESSION-HIT VS. DEBT-RIDDEN

At this stage we need to distinguish between
debt-ridden media companies versus recession –
hit companies. Many debt-ridden companies –
those that borrowed hugely during good
economic times – will perish because they
cannot manage high levels of debt and interest
repayments. But media companies that ride out
the recession will flourish again.

Recession-hit companies are in pain because
the recession of 2008 and 2009 was worse than
the combined impact of the previous two
global recessions. But that pain is bearable,
said Earl Wilkinson, executive director and
CEO of the International Newsmedia
Marketing Association (INMA), a non-profit
organisation with more than 1,200 members in
82 countries worldwide.
In an article published on the INMA Web site
in April 2009 headlined “Separating truth from
fiction about newspapers in this recession,”
Wilkinson wrote that many debt-ridden
companies could not transform themselves fast
enough and are in trouble. Some of the
corporations that owned newspapers would
disappear, but the newspapers they owned
would survive, Wilkinson said.
“These corporations own newspapers that
remain operationally profitable, but must
restructure debts amassed in a business culture
that encouraged highly leveraged ownership
consolidation on the back of a harvesting
strategy that may have gutted newspapers as
much as today’s recession.” For a recessionridden company, the downturn was irritating
“but business will return and the only mystery
is about how much cash to conserve and for
how long.”
Wilkinson offered a schematic to distinguish
newspapers whose business models meant
they would be “less affected” or “more
affected” by the economic downturn. Less

affected newspapers are subscription-based,
paid newspapers, distributed in a tight
geographical area. They receive less than 60
percent of revenues from advertising, have low
reliance on classifieds in the advertising mix,
low debt, non-union, had capital expenditures
not tied up in print operations and operated in
cities with low broadband Internet penetration.
More affected newspapers were the opposite.
They produce only single copies, are
distributed for free, operate in a broad
geographical area and receive more than 60
percent of revenues from advertising. They
also have a high reliance on classifieds in the
advertising mix, high debt, powerful unions,
major capital expenditures tied up in print
operations and high penetration of broadband
Internet. Many of the newspapers that closed
in the United States in 2009 were the weaker
publication in two-newspaper markets, bogged
down with huge debt.
Slate, the online-only news magazine founded
in 1996, offers an example of new possibilities
for news organisations. Jacob Weisberg was
editor from 2002 to 2008 before he became
editor-in-chief of the group. In that time Slate
moved into profit. In an interview with The
Economist published in July 2009, Weisberg
said Web-only journalism was viable because
it did not have print’s huge fixed costs.

“The marginal cost of distribution is zero.
Most of what we spend at the Slate Group
goes into creating original content,” he said,
adding that Web advertising can support big
newsrooms if they escape some of their
“legacy” costs. “The test I’d most like to see is
of a well-financed, for-profit, Web-only
'newspaper' with no printed version. The
problem is that the leading news organisations
have a stake in Web-only newspapers not
working because they will accelerate the
decline of the large, if faltering businesses that
revolve around print.”

What about future revenue sources? Weisberg
said The Economist had become the envy of
all serious media because of the way it had
developed multiple revenue streams over a
period of decades. “Slate’s secondary sources
include syndication and licensing, charging for
Slate on mobile devices, book publishing, and
affiliate fees for referrals to Amazon. I like the
model of a free Web site, but paid mobile
applications.”
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The huge cost of buying a printing press and
establishing distribution chains limited the
number of newspapers and effectively created
a monopoly or duopoly for anyone who could
afford those costs. Now the metal and money
in those presses has become an anchor that
limits development.

Jonathan Knee, who directs the media program
at the Columbia Business School in New York,
said the high barriers to entry the newspaper
business once enjoyed in an offline world
simply “did not exist in an online world.”
Because digital start-ups have low costs it is
easier for them to reach profitability, provided
they generate revenues.

Knee suggested generations of monopoly
profits had dulled newspaper managers’
senses. Many had avoided their responsibilities
to force journalists “to think harder about what
their readers want, rather than what they want
their readers to want.”
The recession and economic imperatives have
driven the decision to go digital at newspapers
such as the Christian Science Monitor and the
Seattle Post-Intelligencer. Editorial managers
must seize the future, and choose digital and
wireless delivery, rather than wait for outside
forces to make those choices.

VG’s CEO Pedersen calculated that at least 55
percent of the cost of publishing a newspaper
could be eliminated by going online. The main
issue is the tipping point of the savings from
going online versus the loss of advertising
revenue. In a speech on the future of
journalism at the National Press Club in
Canberra in July 2009, News Ltd CEO John
Hartigan highlighted the dilemma traditional
media faced, anchored by high investments in
printing presses.
“An online reader generates about 10 percent
of the revenue we can make from a newspaper
reader. So, for every reader we lose from the
paper we need to pick up 10 online,” he said.
In their June 2009 report, “Moving into
multiple business models: Outlook for
newspaper publishing in the digital age,”
Marcel Fenez and Marieke van der Donk of
PricewaterhouseCoopers concluded that print
remained the largest source of revenue
generation for newspaper publishers. It would
“continue to be so for some time” though they
did not nominate a time frame. The pair also
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acknowledged the “huge potential” for growth
online, and noted that it is unlikely newspapers
in the future would appear either in the formats
or volumes seen today.
Clay Shirky, who writes about the social
effects of Internet technologies, believes
organisational forms perfected for industrial
production like the newspaper need to be
replaced with structures optimised for digital
data.

“It makes increasingly less sense even to talk
about a publishing industry, because the core
problem publishing solves – the incredible
difficulty, complexity, and expense of making
something available to the public – has
stopped being a problem.”

It is time for innovation, and each experiment
will seem “as minor at launch as Craigslist
did,” Shirky said. “No one experiment is going
to replace what we are now losing with the
demise of news on paper, but over time, the
collection of new experiments that do work
might give us the journalism we need,” he
wrote on his blog in March 2009.
We believe people will pay for news and
information they perceive will add value to
their lives. The “content is king” argument is
dead because the Web produces so much
content. Valued and quality content represent
the new royalty. The issue is finding the
resources to produce that content, and then
connecting that content with the right
audience. Success will come to media houses
that embrace innovation, creativity and an
entrepreneurial spirit, and hire people with
those attributes.

Stephen Quinn is an
associate professor of
journalism at Deakin
University in Australia.
Prior to becoming an
educator, Dr. Quinn
worked for BBC-TV, The
Guardian, ITN, TVNZ
and the Australian
Broadcasting Corporation, as well as several
newspapers in Australia. He is a regular
contributor to the Innovations in Newspapers
annual reports, published by Innovation
International for the World Association of
Newspapers and News Publishers.
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2. The Paid vs. Free Debate
As the world’s newspaper publishers clamour
for the remuneration of their valuable content,
a variety of critics, researchers, entrepreneurs,
practitioners and academics have emerged to
evaluate the potential of paid content, and to
develop models for publishers to transform the
lackluster revenue performance to a lucrative
business model.
2009 was the year that publishers aggressively
addressed these paid-content issues head-on.
Associations representing the interests of
publishers, including the World Association of
Newspapers and News Publishers (WANIFRA) and the Newspaper Association of
America (NAA) facilitated much ballyhooed
meetings with publishers from around the
world in order to enable an astute business
model for newspaper companies.
The result is that in 2010, newspaper
companies are finally finding ways to charge
for high-value, highly differentiated content,
and offering more commoditised content for
free. A multitude of studies, outlined in this
chapter, underscore the public’s general
unwillingness to pay for content. However,

through experimentation and business acumen,
newspaper companies are finding that about 10
percent of their most loyal customers are
willing to pay for content. An annual, monthly
or even metered payment plan could result in a
real revenue stream from the most loyal user
groups.
In 2011, The New York Times will charge
users a flat fee for access to its Web site after a
certain number of articles have been accessed.
This model is the same used successfully by
the Financial Times, which charges consumers
only after they have read 10 articles free of
charge. The number of FT.com subscribers is
expected to surpass the number of print
subscribers this year. The Financial Times had
a 550,000 circulation worldwide in 2009.
Rupert Murdoch has said he will build a pay
wall for News Corp. titles around the world,
but the details have not yet been announced,
with the exception of newspapers under the
Dow Jones Local Media Group umbrella,
owned by News Corp., rolling out paywalls in
January 2010. All-access to the Web site of
The Standard-Times of New Bedford,
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Massachusetts, (southcoasttoday.com) for
example, began costing US$4.60 per week in
the first half of the month.

One such entrepreneurial initiative developing
the strategy for paid content for media
companies is Journalism Online
(journalismonline.com), led by the
management team of media luminaries Steven
Brill and Gordon Crovitz. Brill is a prolific
magazine and book author, the former
publisher of Brill’s Content, among other
publications, and conceived of the concept of
Journalism Online. Crovitz is the former
publisher of the Wall Street Journal. Under his
12-year leadership, WSJ subscriptions
exceeded one million, the largest newspaper
subscription on the Web.

In the past year, Journalism Online has signed
more than 1,300 publishers on five continents
as affiliates. Each member benefits from
market research that enables publishers to
make decisions about which content should be
charged for; technology that enables a
seamless interface with consumers to purchase
content; and experience from the team about
paid content strategies.
Journalism Online’s mission is clear: to
change the consumer expectation of free
content to a mindset of valuable, paid-for
content.

“Until recently, consumers of journalism
always paid a reasonable price to access the
news and information they valued. The
Internet changed this bargain. Even as the Web
inspired dramatic improvements in the depth
and breadth of journalism, most news
publishers chose to provide journalism online
for free. Many readers who were happy to pay
a reasonable amount for news in print and
other media came to expect content for free
online as publishers came to rely almost
entirely on advertising to cover their news and
other expenses,” according to the company’s
mission statement. “Serious journalism has
always required payments by consumers, a
lesson now being remembered as it becomes
clear that online advertising revenue alone will
not sustain robust, independent news
departments, whether for newspapers or
online-only publishers. Everyone, from readers
to reporters, is facing the consequences as
news organisations of all kinds are forced to
cut back.”
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Journalism Online’s e-commerce platform
enables consumers to buy annual and monthly
subscriptions, day passes or single articles
from single or multiple publishers using the
same account and password. Journalism
Online markets across-network annual or
monthly subscriptions for consumers who
want to pay only one fee for content across
affiliate members.

“What is exciting for us is that the debate went
from ‘should publishers seek to charge for full
access?’ to ‘how to charge,’” which is a big
change,” Crovitz said. “In the context of
journalism, we encourage our publishing
affiliates to research deeply their brands, what
is differentiated or valuable enough to be
worth paying for.”

Through the multiple affiliate memberships.
Journalism Online collects data about which
strategies and tactics are achieving the best
results, and makes recommendations to the
member publishers based on these findings.
Some key themes include maintaining a balance
between online traffic and advertising revenue.
The company also helps establish improved
terms with distributors of e-readers such as the
Amazon Kindle, and with search engines.
Through their experiences working with
publishers, Crovitz figures that about 10
percent of a news Web site’s readers would be
willing to pay for full access. For the other 90
percent, some could be converted at a later
date, and there are models to allow them to
browse in a limited way before hitting a
paywall, such as:

• A time-metered model
• 10 articles for free, and after, readers must pay
• Free within a certain geography, but payment
required from outside the boundaries, for example,
outside a country or city
Crovitz said the way these offers are
presented, and the “hook” to convert the free
news consumer to a paid customer should be
handled carefully, with a thoughtful strategy.

“I like how the Financial Times customised
their (paid content) site. First, you get a pop-up
window welcoming you to the site, and
enumerating the reasons to subscribe,” Crovitz
said. The site explains that you’re welcome to
access 10 articles for free, and you will be
asked to subscribe after the 10th article. Along
the way, you are reminded of the reasons to
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subscribe, he said. “What is quite elegant is,
you will never be asked to subscribe if you
look at just 10 articles.”

Deciding what to charge for also can be tricky.
Publishers must ask themselves, “which kinds
of our content is different than our
competitors?’’ and “which content is worth
charging for?” Maybe it’s gossip, business or
hyper-local content, which is sought-after, and
may not be available from another publisher.
The company seeks to debunk some of the
myths of paid content: that the model must be
either paid or free, and that it’s only about
online content.

Myths of the paid model
n Myth 1: It’s an either/or proposition
• Think 88/91 (keep 88 percent of page views, 91
percent of ad revenue).
• Think “hybrid” models, sampling and “freemium”
strategies.
• Think premium CPMs and focusing on most
engaged readers.
• Think optimisation of high-margin revenues.

n Myth 2: It’s only about online revenue
• It’s also about the value proposition of print.
• It’s also about print subscriber acquisition and
retention costs.
• It’s also about keeping the direct relationship
with readers.
• It’s about making the Internet an asset, not the
enemy.
• It’s ultimately about delivering information to
your best customers however they want it, now
and in the future.
n The network affiliates implement
their individual formulas for revenue
success, including:
• A hybrid, “freemium” model of free and paid-for
access, with publishers seeking to convert their 10
percent most engaged online users to becoming
paying subscribers.
• Newspapers with print circulations of 330,000
and monthly online unique visitors of about 3
million can expect to earn about US$6 million in
year one and US$12 million in year two, according
to Journalism Online membership documents.
• Newspapers with a print circulation of 130,000
and monthly online unique visitors of 1 million
could make $2 million in year one, and $4 million
in year two.
• Web sites with 7.5 million unique visitors per
month could make US$4 million in year one and
$23 million in year two.
At the time of this report's publication, Journalism Online is in
the midst of testing the technology for several affiliates, and
has announced it will roll out the official version of the
technology in the first quarter of 2010.

Paywall research: Most unwilling
to pay

If a paywall goes up for all content on a
newspaper site, the message is clear: many
users will go elsewhere for the same types of
content they can get on other sites, the
following studies show. On the other hand,
not charging for any content is increasingly
no longer an option for many publications,
whose print and ad revenues are plummeting,
and where current online revenue streams,
usually advertising, cannot make up for those
losses.
Newspapers need a way to pay for the
quality content they create, and many
announced in 2009 they would begin
charging in 2010 or 2011. For some
newspapers, that meant they would charge
for archives only. For others, it meant a
paywall would go up for archives and local
news, such as high school sports scores or
city council election voter turnout – news
that is not covered by any other outlet, and is
unique to that newspaper. For still others, it
meant charging for valuable, real-time
financial news.

The key to charging, as the following research
shows, is that the content being charged for is
valuable, and cannot be accessed anywhere
else, or if it can be, time is of the essence, as
with financial news. The second important
lesson is finding out how much to charge, and
how audiences prefer to pay. For some, that
means a monthly subscription, payable on the
newspaper Web site by credit card. For others,
that means the ability to pay by article, or by
day. As with any other decision a newspaper
makes, knowing the audience, what it wants
and how it wants it is of utmost importance.
For many, offering audiences several choices
on what they can access and how they can pay
seems best.
According to Harris Poll, nearly three out of
four people who access a free news site at
least monthly said they would switch to
another free site if their favourite site began
charging for access. Eight percent said they
would stay, but are satisfied with access to
free headlines only. Just 5 percent said they
would pay.
Another study conducted by Ipsos
Mendelsohn and PHD found that more than
60 percent of users are not likely to pay if
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publications begin charging for the content
online, while only 16.5 percent said they are
“extremely,” “very,” or “somewhat likely” to
pay.
A study conducted by Valérie-Anne Bleyen
and Leo Van Hove of Vrije Universiteit
Brussel also showed that despite existing
monetization opportunities, actual adoption is
still not yet popular in Western Europe, and
newspaper Web sites still need some time to
figure out how to best adopt monetization
strategies. From 2006 to 2009, share of the
free sites and “Fee Light” across the nine
countries increased, while that of “Fee+” sites
went down.
Also, among various possible “unbundled
access options,” the shares varied a lot either
across countries or by time – indicating there
is still no universal rule for online content
monetization.

Harris Poll: Online Newspaper
Usage and Willingness to Pay

Harris Interactive conducted a survey from
August 26 to September 2, 2009 in the United
Kingdom, on the topic of paid content. It
surveyed 1,188 online users between ages 16
and 64.

FREQUENCY OF USING A FREE
NEWSPAPER SITE

More than 70 percent of respondents said they
have accessed free newspaper Web sites, while
less than three out of 10 have never done so.
When asked how often they access the free
newspaper sites, 21 percent do so at least once
a day, while 13 percent do so about three to
four times a week and 15 percent do so about
once a week. This means more than half of the
respondents access free newspaper sites at
least once a week.

Offers of Different Unbundled Access Options
Western Europe, 2006-2009
Total

Finland

80

20

25

25

11.1

2006

2008

2009

Credit Cards

160

10
25

140
100
80

35
10
45.5

60
40

60
40

37.5
20
10
45.5
11.1
2008

11
10
12.5
10
9.1
55.6

20
2006

140

15
10
18.2
2009

10
18.2
25

20
10
20
18.2
12.5

33.3

33.3

2008

2009

Pay-per-view
19.5
10
37.5

120

37.5

10

20

0

160

11
20

Belgium

14.6
12.2
20

%
200

17.1
20

33.3
11.1
2006

80

180

20
0

6.1
10
10
9.1
12.5

11.1

23.2

Netherlands

Day Pass

120

11.1

180

Luxembourg

%
160

100

18.2

%
200

France

140

20

120

Germany

8.5
20
10
5
18.2

60

0

Italy

13.4

20

40

Spain

X-day Pass

%
120
100

UK

100
80

15.9
20
12.5

10
10
54.5

54.5

37.5

25

2006

11.1
2008

30

11
20
40

60
40
20
0

36.4
12.5
2009

Note: “Total” refers to all except for Finland
Source: Western European Newspaper Sites and the Swing of the Advertising Pendulum: A Tend Analysis for 2006-2009, Valérie-Anne Bleyen
and Leo Van Hove
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How often, if at all, do you access
a newspapers free news Web site?
About twice a month
Monthly
Less often than monthly

At least once a day
About 3-4 times a week
About once a week

Gender
%
100
90

Age group

71

73

68

21

23

20

13

15

80
70

4
13

5
12

29

27

80

71

64

74

66

25

22

21

20

16

12

15

13

13

15

13

13

19

17

4
10

4
20

7
8
34

80
70
60

14

30
20

90

11

50
40

%
100

15

15

60

Never

50

4
14

40
30

32

5
12

7
15

36
29

20

26

20

10

10

14

0

0
Total

Male

Female

16-24

25-34

35-44

45-54

55-64

Region
%
100
90

64

68

78

81

66

68

79

69

76

62

23

22

28

17

17

27

13

25

28

17

7
16

22

11

9

8
6
8
38

80
70

9

11

60

11

8

50

17

20

14

40
30

36

19
13
25

17
17

7

22

9
19

32

20

9
18

10

34

18
10
12

25

11
17
32

12

9
10
31

12
24

21

0
Scotland

North
East

North
West

Yorkshire Midlands

Wales

South
West

East of
England

Base: All British adults 16-64. This question was weighted to the online population.
Source: The Harris Poll Global Omnibus J7460S1 September Pan Euro 2009, Harris Interactive

Generally speaking, men in the United Kingdom
tend to access free newspaper Web sites more
often than women. Fifty-two percent of the male
respondents do so at least on a weekly basis,
compared to 46 percent of females. Only 27
percent of men said they never access free
newspaper sites, versus 32 percent of women.
The frequency of using free newspaper sites is
generally in proportion to age among heavy
users – a quarter of people between ages 16
and 24 do so on a daily basis, compared to 22
percent between ages 25 and 34, 21 percent
between 35 and 44, 20 percent between 45 and
54 and just 16 percent between 55 and 64. Age
groups 35-44 and 55-64 are the two with the
highest percentages of people who have never

London

South
East

© WAN-IFRA 2009

used the sites, with 36 percent and 34 percent,
respectively.

Yorkshire, London, the North West and the
South West have the highest percentage of
people using free newspaper Web sites at least
weekly, which is over 50 percent. South East
and Scotland have the highest rate of not using
it – with 38 percent and 36 percent,
respectively.

WILLINGNESS TO PAY

Among those who said they access a free
news site at least monthly, when asked what
they would do if their favourite site starts
charging for access, nearly three out of four
(74 percent) said they would turn away to
23
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You say that you access a free news Web site at least once a month.
Thinking of your favourite free news Web site,
what would you be most likely to do if it began charging for access?
I would find another site that is free
I would pay to continue reading

I would continue to use it and be content with free access to headlines only
Not sure

Gender

%
100

74

77

71

72

74

13

11

12

14

14

35-44

45-54

55-64

84

69

63

13

5
10

13
6
12

Wales

South
West

East of
England

80

80

60

60

40

%
100

71

76

76

11

13

6
6
11

16-24

25-34

40
8
5
12

20
0

Age group

%
100

8
5
9
Male

Total

8
5
16

3
13

20
0

Female

Region
83

54

81

82

68

69

10

6
12

79

80
60
40

25

20

5
16

6
13

North
East

North
West

0

8
4
5
Scotland

4
12

20

Yorkshire Midlands

8
17
11
London

8
11
South
East

Base: All British adults 16-64 who access a newspaper free Web site at least monthly. This question was weighted to the online population.
Source: The Harris Poll Global Omnibus J7460S1 September Pan Euro 2009, Harris Interactive
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another free site. Eight percent said they
would stay but are satisfied with the free
access to headlines only. Only five percent
said they would pay.

Seventy-seven percent of men said they
would switch to another free site, higher than
71 percent of women. The percentage of
people staying is the same among men and
women.
The percentage of people who would leave for
another free site does not differ a lot across all
age groups – all more than 70 percent.
However, the willingness to pay is highly
inversely proportional to age – 13 percent of
people between age 16 to 24, and 6 percent of
people ages 26 to 34 would pay to read, but
only 1 percent said so among age groups 3544, 45-54 and 55-64.
The percentage of people who would turn
24

away is highest in the South West, Scotland,
Yorkshire and the North West, where the
number reaches eight out of 10. People in
London and Wales are most likely to pay – 17
percent and 12 percent said so, respectively.

PREFERRED METHOD OF PAYING

When asked with which payment method they
would like to use to view content, 54 percent
of respondents chose subscription. Twenty-six
percent said they prefer to pay per day, and 21
percent said they would rather pay per article.
Men tend to like subscriptions more than
women, with 58 percent versus 48 percent,
respectively. Women like pay per day access
and pay per article, choosing them 6 percent
and 4 percent more than men, respectively.

Pay by subscription is the top choice across all
the age groups. Pay per day access is most
popular among those between ages 45 to 54,
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Whether you chose to pay or if all newspaper sites
became paid for only, how would you prefer to pay to view content?
Subscription - access all areas for a longer period of time (up to a year)
Per day access, all you want to read in a 24 hour period
Per article

Gender

%
100

54

Age group

%

58

100

48

80

80

60

60

20
0
%
100

29

26

40

48

19

Total

Male

60

23

20

23

0

Female

23
16-24

45

58

33

29
40

23

21

57

20
25-34

16

25
23

25

35-44

45-54

55-64

69

47

15

Region
61

46

51

62

44

28

59

62

80
52
60
34
40

30

23
20
16

26

33
20

15
20

16

22

26

14
20

21

18

Wales

South
West

East of
England

20
27
18

0
Scotland

North
East

North
West

Yorkshire Midlands

London

South
East

Base: All British adults 16-64 who access a newspaper free Web site at least monthly. This question was weighted to the online population.
Source: The Harris Poll Global Omnibus J7460S1 September Pan Euro 2009, Harris Interactive
© WAN-IFRA 2009

with more than 30 percent. Pay per article is
the least popular method.

Pay by subscription is most popular in the
East of England, Yorkshire, the South East
and Scotland, where it was chosen by more
than 60 percent. Pay per day access is
especially popular in Wales, chosen by half
the people there.

MAXIMUM AMOUNT OF MONEY USERS’
WILLING TO PAY FOR

Among those who would prefer to pay an
annual subscription, 72 percent said the
maximum amount they would be prepared to
pay is less than £10. Another 20 percent said
they would pay between £10 and £20, while
only 8 percent said they would pay more
than that.
The percentage of males who would pay less

than £10 for annual subscription is slightly
higher than that of females, with 73 percent
versus 69 percent.

Younger people are more willing to pay more
for subscriptions. More than 30 percent of
those under age 45 would pay more than £10,
while 77 percent of people between 45 to 54,
and 85 percent of those between 55 and 64
would pay less than £10.

Among the groups preferring to pay for per
day access, 25 pence seems to be most
reasonable for the majority – 71 percent of
overall respondents choose this. When broken
down by gender, 73 percent of men and 69
percent of women chose this option. Only 4
percent said they would pay more than 50
pence for one day access.
People under age of 35 are more likely to pay
more than their older counterparts. More than
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You say that you would prefer to pay an annual subscription fee. What is
the maximum amount that you would be prepared to pay for this service?
Less than £10

£10-£20

Gender

%
100

72

73

£20-£50

Age group

%
100

69

80

80

60

60

40

40

More than £50

66

27
20

20

8

0

7
Male

Total
%
100

22

19

20

8

69

67

24

20

77

85

17
8

6

16-24

25-34

0

Female

12
35-44

6
45-54

70

60

10
5
55-64

Region
61

56

80

86

76

96

64

70

80
60
40

25

32

20
0

32

20
19

7
Scotland

North
East

20
North
West

24

12
13

18

17

10

4
Wales

Yorkshire Midlands

South
West

5

8

12

East of
England

London

South
East

Base: All British adults 16-64 who access a newspaper free Web site at least monthly and would prefer to a subscription.
This question was weighted to the online population.
Source: The Harris Poll Global Omnibus J7460S1 September Pan Euro 2009, Harris Interactive
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You say that you would prefer to pay for per day access. What is the
maximum amount that you would be prepared to pay for this service?
Less than 25 p

26-50 p

Gender

%
100

73

71

50p-£1

80

80

60

60

40

40
25

20
0
%
100

27

23

3
Total

4
Male

Age group

%
100

69

More than £1

61

63

32

32

20

3
Female

76

84

29

24
5
16-24

0

5
25-34

71

35-44

12
4
45-54

62

87

55-64

Region
90

64

58

76

69

52

80

76

80
60
40

48

42
25

20
0

38

26
24

10

10

Scotland

North
East

North
West

5
Yorkshire Midlands

17

7
14
Wales

South
West

East of
England

9
4
London

6
South
East

Base: All British adults 16-64 who access a newspaper free Web site at least monthly and would prefer to pay per day access.
This question was weighted to the online population.
Source: The Harris Poll Global Omnibus J7460S1 September Pan Euro 2009, Harris Interactive
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You say that you would prefer to pay for an online
newspaper site per article. What is the maximum amount
that you would be prepared to pay for this service?
1-2 p per article

3-5 p per article

6-10 p per article

Gender

%
100

68

80

80

60

60

More than 20 p per article

Age group

%
100

73

63

11-20 p per article

41

56

81

80

18

17

12

25-34

35-44

8
45-54

50

37

94

16
40

40
15

20
0

%
100

16

14

13
4
Total

20
16

11

8

23

27

14

0

Male

Female

16-24

5
55-64

Region
88

45

48

17

52

79

83

94

86

81

80
60

28
15

40
38

29

20
0

21
7
5
Scotland

North
East

North
West

17

Yorkshire Midlands

15
20

13

London

5
South
East

11
5
Wales

South
West

7
East of
England

Base: All British adults 16-64 who access a newspaper free Web site at least monthly and would prefer to pay per article.
This question was weighted to the online population.
Source: The Harris Poll Global Omnibus J7460S1 September Pan Euro 2009, Harris Interactive

35 percent of the younger group would pay
more than 25 pence for access for one day,
while more than seven out of 10 people above
age 35 would pay 25 pence at most.
Interestingly, people living in London and
Scotland are most likely to pay less for perday-access. Eighty-seven percent of
Londoners and 90 percent of Scots said they
would pay less than 25 pence. One out of 10
people in the North East said they would pay
more than £1 for the same service.

© WAN-IFRA 2009

pence or more for that service, while only 27
percent of women said so.

There is a distinct correlation between age and
the amount of money a person will pay per
article. About six out of 10 people between
ages 16 and 25 said they would pay 3 pence or
more, while 44 percent of those between 26 to
34 and less than 20 percent of people above
age 35 would do so.

About 68 percent of respondents who prefer to
pay per article said they would only pay one or
two pence per article, while only 4 percent
would pay more than 20 pence.
Males are more likely to pay more per article.
Thirty-seven percent said they would pay 3
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Ipsos Mendelsohn and PHD:
40 Consumer Publications' Online
and Offline Behaviours

Publications included
in the study

Between July 22 and July 27, 2009, Ipsos
Mendelsohn and PHD collaboratively
conducted an online study in the continental
United States. The study is focused on online
and “offline” reading behaviours, perceptions
of online publications and people's anticipated
future online print behaviours, as well as their
willingness to pay for online print content. It
surveyed 2,402 people above the age of 18.
The questions are developed based on the
reading of each of the top 40 consumer
publications, as the graphic shows.

Among those who read the top 40 publications in
the United States in the past six months,
newspapers, as well as business, gourmet and
sports publications are those with the highest
online readership. More than half of those who
read newspapers do so online. For the other three
categories, the rate is more than 45 percent.

On the other hand, readers of general interest
and home and living publications including
Better Homes & Gardens, Family Circle, Good
Housekeeping, Ladies’ Home Journal, Martha
Stewart Living, and Woman’s Day, tend to read
them offline more than others, with less than
three out of 10 saying they read them online.

Business

Newspaper

Business Week

The New York Times

Forbes

Washington Post

Fortune

USA Today

The Economist

Newsweekly

Wall Street Journal

Newsweek

Entertainment

Time

People

U.S. News & World Report

Rolling Stone

Home and living

TV Guide

Better Homes & Gardens

Us Weekly

Family Circle

General Interest

Good Housekeeping

AARP The Magazine

Ladies’ Home Journal

Consumer Reports

Martha Stewart Living

National Geographic

Woman’s Day

Reader’s Digest

Sports

Gourmet

ESPN The Magazine

Cooking Light

Sports Illustrated

Every Day with Rachel Ray

Women’s

Food & Wine

Cosmopolitan

Food network Magazine

Glamour

Men’s

Lucky

Maxim

O. The Oprah Magazine

Men’s Health

Vogue

Playboy
Source: Online Print Publications and the Viability of Charging for
Online Content, Ipsos Mendelsohn and PHD
© © WAN-IFRA 2009

Format or Version of the Top 40 Publications Read in Past 6 Months
Base: Adults 18 years of age or older living in the continental United States
who read in the past six months
%
100

14.5

80

24.0

60

61.5

17.8
30.5

14.3
21.1

10.6
18.1

15.6

16.9

15.2

12.9

12.5

30.0

23.2

35.7

23.8

16.1

71.3

14.4

28.6

22.4

71.4

64.6
54.4

51.7

16.7

63.3

59.9

63.2
54.7

49.0

40
20

Entertainment

General Interest

Gourmet

Men’s

Newspaper

Newsweekly

Home and living

Sports

Women’s

Online Total
Print Total

Business

Both

Average
(40 publications)

0

38.5%
76.0%

48.3%
69.5%

35.4%
78.9%

28.7%
81.9%

45.6%
70.0%

40.1%
76.8%

51.0%
64.3%

36.7%
76.2%

28.6%
83.9%

45.3%
71.4%

36.8%
77.6%

Source: Online Print Publications and the Viability of Charging for Online Content, Ipsos Mendelsohn and PHD
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If Magazines and Newspapers Charged for Their Online Content
in the Future, How Likely They Would Be to Pay for the Content?
Responded extremely likely 2.2
Responded very likely

Only 16.5% said extremely,
very, or somewhat likely.

5.9

Responded somewhat likely

8.4

Responded neither likely nor unlikely

11.6

Responded somewhat unlikely

9.5

Responded very unlikely

12.7

Responded extremely unlikely

42.8

Did not know

6.8
5

% 0

10

15

20

25

30

Source: Online Print Publications and the Viability of Charging for Online Content, Ipsos Mendelsohn and PHD

WILLINGNESS TO PAY

When asked if the publications start to charge
for the content online, the majority of the
respondents (over 60 percent) said they are not
likely to pay – 42.8 percent said they would
extremely unlikely to pay, while 12 percent
said it’s “very unlikely” and 9.5 percent
“somewhat unlikely.”
Only 16.5 percent said they are “extremely,”
“very,” or “somewhat likely” to pay.

35

40

45

© WAN-IFRA 2009

VERSION PREFERENCE

Among those who read both online and offline
publications, home and living, general interest,
entertainment and sports are the categories
where print is the preference of the largest
percentage of readers, with more than four out
of 10 saying so. Gourmet publications and
newsweeklies are the only two where people
prefer to read them online rather than in print,
with preferences accounting for 39.8 percent
and 35.2 percent, respectively.

Version Preference
Base: Those who used both versions of same publication
%
100

No Preference
34.4

37.2

Online

31.7

32.5

33.7

34.2

24.6

23.7

39.8

27.2

Printed
30.8

41.2

35.5

30.0

33.8

80

60

28.7

31.3

40

27.6

34.3

20.5

29.8

35.2
43.7

43.8

44.0
38.6

37.0
31.5

26.4

20

42.4
36.3

35.0
23.6

Source: Online Print Publications and the Viability of Charging for Online Content, Ipsos Mendelsohn and PHD

Women’s

Sports

Home and living

Newsweekly

Newspaper

Men’s

Gourmet

General Interest

Entertainment

Business

Average
(40 publications)

0
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What Would You Do If Printed Version Was Not Available?
Base: Those who read printed version of publications
%
100

30.9

26.9

Use Web site

Read another publication

Find something else to do
33.8

31.9

30.2

27.6

25.1

33.6

26.7

28.9

31.8

28.5

41.5

40.9

40.6

32.7

34.1

33.7

33.0

30.4

32.3

23.6

31.7

80

60

37.5

37.7

Entertainment

37.9

Business

40

46.1

41.3
33.5

32.9

Home and living

35.6

Newsweekly

31.2

36.0

20

Source: Online Print Publications and the Viability of Charging for Online Content, Ipsos Mendelsohn and PHD

Women’s

Sports

Newspaper

Men’s

Gourmet

General
Interest

Average
(40 publications)

0
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another publication, while only 37.9 percent
would use the Web site.

However, there are still a fair number of
respondents showing no preference – more
than 30 percent across categories.

WHAT WOULD YOU DO IF PRINT IS NOT
AVAILABLE?

The study also shows that the online transition
from print is not a determined mindset among
print readers if the printed version is not
available. More than 60 percent said they
would find something else to do or switch to

Outsell: Online News Source
Accessibility and Willingness to Pay
USAGE OF NEWS SOURCES

The usage of traditional news sources, such as
TV, radio, print newspapers and news
magazines, have been in decline from 2006 to
2009, whether among regular news users or

Power News Users: News Sources, U.S.
%
100
2006

90
80

87

82

70

70 70

60

68
58

50
40

53
41

40 42

30

39 40
26

20
10

10

0
TV,
cable,
satellite

Google,
Yahoo!,
AOL

Radio

Print
daily
newspapers

Other
online
sites

Note: Power news users are those who access the news more than once a day.
Source: Outsell, Inc., 2009
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2009

Online
newspapers

5

6

Print
TV station
Print
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Web sites
weekly
magazines
newspapers
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Regular News Users: News Sources, U.S.
Use at least daily

%
100

2006

90

2009

80
70
60
50

64
52

40

49

46
40

30

37

38

41

20

22 20

22

10

18
9

0
TV,
cable,
satellite

Radio

Print
daily
newspapers

Google,
Yahoo!,
AOL

Online
newspapers

Other
online
sites

13
6

4

Print
TV station
Print
news
Web sites
weekly
magazines
newspapers

Source: Outsell, Inc., 2009

© WAN-IFRA 2009

power news users, according to an Outsell
study, conducted in the United States. Power
news users are those who access the news
more than once a day.

Among power news users, who access the
news more than once a day, television is still
the top choice, but the percentage slipped from
87 percent in 2006 to 82 percent in 2009.

Big online portals, such as Google, Yahoo! and
AOL, remain flat with 70 percent reach. Radio
dropped from 68 percent to 58 percent, and
print newspapers dropped from 53 percent to
41 percent, respectively. Print news magazines
also declined from 10 percent to 5 percent.
Online newspapers and other online sites were
up a little, to around 40 percent in 2009.
Among those regular new users, TV is also on
top with 52 percent reach in 2009, radio with
40 percent, print newspapers with 37 percent
and print news magazines with 4 percent. All
dropped from 2006.

Big online portals were up a little, surpassing
40 percent. Online newspapers and other news
sites slipped a little, unlike the gain among
power news users.

HOW TO ACCESS ONLINE NEWS

According to Outsell, individual news sources,
including online newspaper sites, beat others
as the top method for how news readers access
online news, with 48 percent, followed by
specific news portals’ 35 percent, and search
engines’ 11 percent.

How to Access Online News
2009, U.S.

%
100
90
80
70
60
50
40
30
20
10
0

Links to stories through social networks
RSS reader
Links to e-mailed stories
Search engine
Specific news portal
Individual news source

11

9

35

38

13
32

48

47

48

Total

Power
news users

Regular
news users

Note: Power news users are those who access the news more than
once a day.
Source: Outsell, Inc., 2009
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Power news users, compared to regular news
users, tend to access online news through
specific news portals more, but not search
engines.

Links to e-mailed stories, RSS feeds and links
to stories through social networks only
accounted for a very small portion.

WHAT IF ONLINE ACCESS IS RESTRICTED
TO PAID PRINT SUBSCRIBERS?

If online access is restricted to paid print
subscribers only, three out of four respondents
said they would turn away and go to another
31

FEBRUARY 2010 SHAPING THE FUTURE OF THE NEWSPAPER

What do you do if online access
is restricted to paid print
subscribers? 2009, U.S.

%
100
90
80
70
60
50
40
30
20
10
0

Other
Pay a single fee for access to multiple titles
Pay a small amount to gain online access only
Subscribe/renew a print newspaper subscription
that includes online access
Get local news from a free source

10
75

11
73

9
76

Total

Power
news users

Regular
news users

Note: Power news users are those who access the news more than
once a day.
Source: Outsell, Inc., 2009
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free source, while only 10 percent would
subscribe or renew a print subscription which
includes online access. The percentage of power
news users who would pay for print subscription
is a little higher than that of regular news
users, with 11 percent versus 9 percent.

WILLINGNESS TO PAY FOR
ARCHIVES/LOCAL NEWS & ARCHIVES

Regarding the amount of money they would be
willing to pay for local news and archives, the
majority (77 percent) said they would only pay
up to US$5, while another 20 percent said they

Amount of Money Willing to Pay
for Archives/Local News
& Archives, 2009, U.S.
%
100
90
80
70
60
50
40
30
20
10
0

More than $25
$5 to $10

$16 to $25
Up to $5

20

26

77

74

$11 to $15

15
80

About three out of four power news users
would pay only up to $5 for local news and
archives, while eight out of 10 regular news
users would do so.

Interestingly, 5 percent of regular news users
would pay more than $10 for local news and
archives, while none of the power news users
would do so.

WILLINGNESS TO PAY AN “ITUNES FOR
NEWS” TYPE OF SERVICE

An iTunes-like service for news does not yet
seem to be a developed idea with consumers.
More than nine out of 10 people in each group
– total respondents, power news users or
regular news users – said they would pay
nothing when that payment form was applied.

Amount of Money Willing to Pay
for “iTunes for News”
Type of Service, 2009, U.S.
%
100
90
80
70
60
50
40
30
20
10
0

None

Up to $5

$5 to $10

93

92

95

Total

Power
news users

Regular
news users

Note: Power news users are those who access the news more than
once a day.
Source: Outsell, Inc., 2009
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Boston Consulting Group:
Willingness to Pay for Online News
In October, 2009, The Boston Consulting
Group (BCG) conducted a survey of 5,000
consumers in nine countries, focusing on their
willingness to pay for online news.

AMOUNT CONSUMERS ARE WILLING TO
PAY FOR ONLINE NEWS

Total

Power
news users

Regular
news users

Note: Power news users are those who access the news more than
once a day.
Source: Outsell, Inc., 2009
© WAN-IFRA 2010
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would pay between $5 and $10. Less than 3
percent would pay more than $10.

Heavy print newspaper readers, who currently
spend more than US$5 a month on print
newspapers, are more likely to pay more for
online news, compared to the light or non-print
newspaper consumers, according to the study.
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How Much Are You Willing to Pay for Online News
US$
9

Light or non-print newspaper consumers vs. heavy print newspaper consumers

8

8

Light or non-print newspaper consumers
Heavy print newspaper consumers

8

7

7

7

6

6

5

5

6

5

5

4
3

3

3

2

3

2

2

2

2

2

2

1
0
Italy

Spain

Germany

France

Norway

Finland

UK

US

Australia

Note: Light or non-print newspaper consumers – Respondents who currently spend less than $5/month on print newspapers,
Heavy print newspaper consumers – Respondents who currently spend > $5/month on print newspapers
Source: BCG Multi-Country Survey on Online Paid Content, BCG analysis, November 2009
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with 66 percent. This was followed by 63
percent in Germany, 62 percent in Italy and 60
percent in Norway. Respondents in Australia,
the United States and United Kingdom were
least willing to pay – all at less than 50
percent.

In Italy and Spain, heavy print newspaper
consumers said they are willing to pay $8 a
month for online news, higher than Germany’s
and France’s $7, the $6 consumers are willing to
pay in the United Kingdom and United States,
and the $5 in Norway, Finland, and Australia.

Italy had the highest percentage of consumers
who currently pay for online news, at 45
percent. France and Finland followed with 32
percent. Australia, the United States and
United Kingdom were last in this category as
well, with less than 20 percent.

Across all the countries surveyed, light or nonprint newspaper consumers would only lbe
willing to pay up to $3.

WILLINGNESS TO PAY OR HAVE
CURRENTLY PAID FOR ONLINE NEWS

In the United States, when asked whether they
would pay for an online news subscription,

Respondents in Finland are more willing to
pay for online news than any other country,

Consumers Willing to Pay Vs. Consumers who Already Pay
for Online News

%
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Who currently pay for online news
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Source: BCG Multi-Country Survey on Online Paid Content, BCG analysis, November 2009
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Consumers Willing to Pay vs. Consumers Who Are Already Paying
for Online News, U.S.
How much do you spend per month
on any online news subscription?

More than 10 US$

5

6 to 10 US$

5

How much per month are you willing
to spend to get online news?
More than 15 US$

4

11 to 15 US$

4
11

4 to 6 US$

12

5

1 to 5 US$

17

1 to 3 US$

85

Nothing
% of answers 0

48%

7 to 10 US$

15%

20

40

60

80

52

Nothing

100

% of answers 0

10
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30

Source: BCG Multi-Country Survey on Online Paid Content, BCG analysis, November 2009
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would pay between £1 and £10 a month to get
online news, 2.8 percent would pay more than
that and 52 percent would pay nothing.

only 15 percent of respondents said they
would do so, while 85 percent said they would
pay nothing.
However, when asked how much they would
spend to get online news, 52 percent said they
would not pay, 40 percent said they would pay
between $1 and $10 and 8 percent said they
would pay more than that.

INTEREST IN ACCESSING DIFFERENT
TYPES OF ONLINE NEWS

On average, the three types of online news that
consumers find most interesting are:
• local and community specific news
• news archives
• special coverage, breaking news and
investigative reporting

In the United Kingdom, 88 percent said they
would pay nothing a month for an online news
subscription. However, 45.2 percent said they

How interested would you be in accessing each of the following type
of online news?
Convenient

Timely

67

Local and community specific news

72
63

News archives

57

Special coverage, breaking news,
investigative reporting
Personalised online newspaper
from different sources

63
73
55
53
55
54
54

Subject specific in-depth editorial
Continuous news alert service
(e.g. real time delivery of breaking news)
Customised daily news service
(e.g. delivery by 9AM everyday)

61
51
53
39

Sport news

43

Classified advertising and local listings

38

Entertainment, show business

38

48
42
37

Business, financial news
% 0

Average

43
10

20

30

Note: Average is the average score (% interested/strongly interested) of 9 countries
Source: BCG Multi-Country Survey on Online Paid Content, BCG analysis, November 2009
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More than 60 percent of all respondents said
they are interested or strongly interested in
those categories.

SOURCES FOR NEWS AND INFORMATION

When asked about main sources for news and
information, 65 percent of respondents said
they get their news on TV networks and 56
percent said so for cable news. Online portals
and TV station Web sties came in next, with 51
and 50 percent, respectively. Regional/local
newspaper Web sites were ranked in the 5th
spot with 36 percent, while national newspaper
Web sites were 8th with 30 percent.

For American respondents, the top three are:
• special coverage, breaking news and
investigative reporting
• local and community specific news
• continuous news alert service

These categories also drew interest from more
than 60 percent of respondents.

However, printed daily newspapers, either
national or regional/local, lagged behind with
only 11 percent.

More than half of the respondents also said
they were interested in a personalised online
newspaper from different sources, subject
specific in-depth editorials, and a customised
daily news service.

PREFERRED SOURCES FOR ONLINE NEWS

However, among all the online news sources,
newspaper sites were on the top. Fifty-eight
percent of all respondents in the nine surveyed
countries said they preferred national

According to BCG, these leading types of
services can be categorised into three areas:
services that are unique, convenient and timely.

What are your usual sources for news and information?
TV networks

65

Cable news TV

56

Online portals

51

TV station Web sites

50

Radio

35

Regional/local newspaper Web sites

36

Social networking sites

33

National newspaper Web sites

30

Free daily newspaper

18

National daily newspaper

11

Regional/local daily newspaper

11

% of answers 0

10

Free sources
Newspapers
Others
20

30

40

50

60

Note: Average is the average score (% interested/strongly interested) of 9 countries
Source: BCG BCG Multi-Country Survey on Online Paid Content, BCG analysis, November 2009
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Preferred Sources for Online News
National newspaper Web sites

54
45

Regional/local newspaper Web sites

43

TV station Web sites

21
35
33

Online portals
20
19
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Online content stores/ purchasing sites
Shared Web sites with multiple
newspaper titles available
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16

Social networking sites
% 0
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% interested/
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Note: Average is the average score (% interested/strongly interested) of 9 countries
Source: BCG Multi-Country Survey on Online Paid Content, BCG analysis, November 2009
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Different Preferences for Online Access and Payment:
Business Use vs. Young and Personal Use, U.S.
Business use
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newspaper Web sites, versus 54 percent of
U.S. respondents saying so. Fifty-eight percent
of U.S. respondents said they prefer
regional/local newspaper Web sites, while 45
percent of all respondents said so.
TV station Web sites were next, a choice of 43
percent of all respondents, followed by online
portals, with 35 percent.
A shared Web site with multiple newspaper
titles available is another preferred source
popular in the United States, a choice of 43
percent of U.S. respondents.

PREFERENCES FOR ONLINE ACCESS
AND PAYMENT: BUSINESS USE
VS. PERSONAL USE

BCG also found that there are different
preferences for online access and payment
among user groups in the United States.
Business users prefer local news and subjectspecific editorial content of interest more than
young users or those looking for news for
personal use. Six out of 10 business users love
business news, while 55 percent of young and
personal users love entertainment and show
business.
In terms of devices, more young and
personal users prefer a personal computer
over their business counterpart. More
business users, however, like TV screens.
More than half of the young and personal
users like the idea of having a personalised
printed form delivered to their home/work,
while 46 percent of business users are fond
of smartphones.
In addition, six out of 10 business users and
half of the young and personal users like
monthly subscriptions. More than half of
business users like bundle deals, while 65
percent of young and personal users do not
like these.

In terms of billing methods, 63 percent of
business users like the option to pay by credit
card on newspaper sites, while more than
seven out of 10 young and personal users
prefer online payment providers, such as
PayPal.

Based on the above findings, in order to meet
the needs among different customer segments,
“there will be many hybrid models for
accessing and paying for the content,” the
BCG study stated.

Valérie-Anne Bleyen and Leo Van
Hove, Vrije Universiteit Brussel:
Western European Newspaper Sites
Valérie-Anne Bleyen and Leo Van Hove at
Vrije Universiteit Brussel conducted a study of
87 newspaper Web sites in nine Western
European countries in 2006, 2008 and 2009.

SHARE OF FREE VS. FEE NEWSPAPER SITE

The study categorised the sites into the
following groups: free, fee light and fee+. “Fee
light” refers to newspaper sites where all the
news, columns and archived articles (if
available) are free, and where the PDF version
is the only paid-for content on the site. “Fee+”,
on the other hand, refers to sites that offer
something other than a PDF against payment.
According to the study, the share of the free
news sites across the nine countries increased
from 19.5 percent in 2006 to 25.6 percent in
2008. However, in 2009 the growth of free

Definitions of Free and Fee
Newspaper Sites
n Free
In our taxonomy, a free website denotes that all the
news1, columns and archived articles (if available)
can beconsulted for free on the website.

n Fee
In contrast to ‘free’, ‘fee’ means that some content
is charged for on the website. This may be limited
to a few columns, the archive or – ultimately – all
content. We further divided this category into ‘fee
light’ and ‘fee+’. Indeed, some sites offer content
completely for free in HTML format, and solely try
to monetise by means of a charged-for PDF
version of the paper of the day.
n Fee Light
This category contains the newspaper sites where
all the news, the columns and the archived articles
(if available) can be consulted free of charge, and
where solely the PDF version is offered against
payment.
n Fee+
These sites also offer something against payment,
but either something other than a PDF version, or
something more.
1 In practice, newspapers often offer the news on their website
in abridged form, providing, for instance, only the headlines or
a selection of articles. In other words, in these cases the online
content in HTML format does not completely cover everything
in the print version of the newspaper. When a newspaper’s
website is categorised as ‘free’ and considered to be
completely gratis, this thus does not necessarily imply that
the newspaper is giving away its entire print content on the
Internet.
Source: Western European Newspaper Sites and the Swing
of the Advertising Pendulum: A Tend Analysis for 2006-2009,
Valérie-Anne Bleyen and Leo Van Hove
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sites seemed to slow, as it only increased
slightly to 26.8 percent.

Luxembourg, Spain, Belgium and France are
the countries with the biggest growth of free
sites. In Luxembourg, the amount of free sites
jumped from 33.3 in 2006 and 2008 to 66.7 in
2009. In Spain, the figures boosted from
nothing in 2006 to 37.5 percent in 2009.
In Belgium, they grew from 11.1 percent in
2006 to 22.2 percent in 2008. In France, the
numbers went up from 9.1 percent in 2006 to
18.2 percent in 2008.

Offers of Free vs. “Fee”
Newspaper Sites
Western Europe, 2006-2009
Total
Finland
Italy
Germany
Netherlands

250

25.6
20
40

200

100
50
0

19.5
20
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20
9.1
33.3
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11.1
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350
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250
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50
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25
15
40
9.1
16.7
37.5
33.3
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400
300
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100
0

12.5
22.2
2009

34.1
40
40
25
30
40
18.2
66.7
37.5
33.3
2008
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40
40
37.5
40
40
27.3
33.3
50
44.4
2009

Fee+

%
600
500

25
35
10
18.2
33.3
12.5
22.2
2008

26.8
20
30
37.5
30
10
18.2
66.7

Fee Light

%
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200
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%
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150
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France
Belgium

57.3
60
75
55
40
81.8
50
37.5
55.6
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40.2
40
20
50
35
50
63.6
50
44.4
2008

34.1
40
30
25
30
50
54.5
37.5
33.3
2009

Source: Western European Newspaper Sites and the Swing
of the Advertising Pendulum: A Tend Analysis for 2006-2009,
Valérie-Anne Bleyen and Leo Van Hove
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In the Netherlands and Germany, however, the
numbers went down, and they fluctuated in the
United Kingdom and Italy.
Regarding “Fee light” sites, the average share
went up from 23.2 percent to 34.1 percent in
2008, and 39 percent in 2009. The numbers
went up in the United Kingdom, Spain, Italy,
France, the Netherlands and Belgium, but
fluctuated in Luxembourg.

“Fee+” sites, however, lost in share from 57.3
percent in 2006 to 40.2 percent in 2008 and
34.1 percent in 2009. The numbers dropped in
Luxembourg, Spain, Italy, France and
Belgium, but fluctuated in the Netherlands.

ACCESS OPTIONS ON NEWSPAPER SITES

Newspaper sites have many options on how
they can monetize their online content.
Besides the traditional subscription method,
they can also offer the news in smaller
packages and charge different prices.

According to the study’s definition, “online
subscriptions” is used in a broad sense here,
defined as “encompassing both subscriptions to
the Web site and so-called PDF subscriptions
(subscriptions to the e-paper).” The unbundled
access options, on the other hand, are a(n) (X)
day(s) pass, a credit card and/or pay-per-view.

The study also showed the percentage of online
newspaper sites that offer online subscriptions
versus unbundled access options. Both include
those that offer a combination of the two, causing
the percentages to not add up to 100 percent.
The overall percentage of sites offering online
subscriptions (excluding Finland) went down a
little, but still stayed around 70 percent. In
Germany, the Netherlands and Finland, more
than 80 percent of the newspaper sites in 2009
offered online subscriptions, while the share
was only 33.3 percent in Luxembourg.

Unbundled access options, however, dropped
more from 47.6 percent in 2006 to 32.9
percent in 2008 and 2009. In Spain, the figure
was 75 percent in 2006 but shrunk to 37.5
percent in 2008 and 2009. In the Netherlands it
decreased from 62.5 percent in 2006 to 50
percent in 2008 and 25 percent in 2009.

UNBUNDLED ACCESS OPTION OFFERS

When breaking down “unbundled access
options” into four groups, average shares
(excluding Finland) of X-day passes, credit
cards and pay-per-view were all on the decline
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Descriptions of Unbundled
Access Options
n Day pass and X-days pass
A day pass gives complete access to the website
for 24 hours. One can thus consult all the online
articles for one day.1 This is a convenient way to
search the archive for relevant articles. A variant
on the day pass method is the X-days pass.
This option gives access to the site for X number
of days. Some newspaper sites allow browsing
within different PDF-versions with these access
options. If the site offers this possibility, we
consider it to offer a(n) (X-) day(s) pass. We do so
because in many cases, other (paid-for) sections
of the website can be accessed with this same
(X-) day(s) pass.

n Credits-‘card’ (or wallet)
Here the visitor of the site buys X credits at a
certain price. With this card 2 he subsequently
pays one or more credits per article (often
depending on the length of the article), after which
the amount is deducted from the card’s balance.
This access option permits the reader to select
individual articles – just as in the case of ‘real’
pay-perview – but since one has to buy a
minimum of X credits, one in fact has to buy a
bundle of articles. However, the reader does
decide on the composition himself. This is in fact
an example of ‘customised bundling’3 of articles.
Some newspapers also offer a credits-card for the
purchase of online PDF-versions of the newspaper
(e.g. 9 for 10 credits, where each PDF-version
costs 1 credit). This is – under no condition –
equivalent to real pay-per-view as it concerns the
entire newspaper, rather than individual articles.
This is again a form of ‘customised bundling’ – but
now on a more aggregated level: one buys a
bundle of X PDF-versions at a discount, and this
bundle can be redeemed at will.
n Pay-per-view
This access option gives the opportunity to
purchase and pay for articles on an individual
basis. The reader for instance screens the archive,
finds the relevant article and pays for it on a
per-unit basis. Another example is the purchase of
a column on a per-unit basis. Another way to
explain the difference between a credits-card and
payper-view is that the latter implies pay-asyou-go, whereas a credits-card is in fact (partly)
prepaid. The same remark as for a credits-card
holds here; if one can buy a PDF-version per unit
on the site, this is not the same as pay-per-view.
Since under no circumstances, it concerns the
purchase of articles on an individual basis.
1 Again we stress that it is perfectly possible that not all the
printed articles are available online.
2 This ‘card’ is actually a kind of electronic wallet that keeps
track of the online balance.
3 ‘Customised bundling’ is a specific form of packaging
whereby thefirm determines only the size and the price of the
bundle it will offer to customers, and the customers then
decide on the contents. A music shop, for instance, can offer
3 CDs (chosen personally) for 15.
Source: Western European Newspaper Sites and the Swing
of the Advertising Pendulum: A Tend Analysis for 2006-2009,
Valérie-Anne Bleyen and Leo Van Hove
© WAN-IFRA 2010

Offers of Online Subscriptions
and Unbundled Access options
Western Europe, 2006-2008
Total
Finland
Italy
Germany
Netherlands
%
800
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0
%
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Online Subscriptions
76,8
80
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81,8
66,7
62,5
88,9
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72,7
66,7
87,5
77,8

72
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70
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70
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72,7
33,3
87,5
77,8
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Unbundled Access Options
47,6
30
75

32,9
40
10
37,5
20
40
63,6
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40
63,6

150
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33,3
62,5
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55,6

44,4
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250

0

Spain
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50

32,9
40
20
37,5
20
70
54,5
25
33,3
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Note: “Total” refers to all except for Finland
Source: Western European Newspaper Sites and the Swing
of the Advertising Pendulum: A Tend Analysis for 2006-2009,
Valérie-Anne Bleyen and Leo Van Hove
© WAN-IFRA 2010

from 2006 to 2009. Day passes was the only
option that increased, from 11 percent in 2006
to 14.6 percent in 2009.

In France, pay-per-view and credit cards used
to be quite popular, with 54.5 percent and 45.5
percent share in 2006, respectively. They
dropped, however, to 36.4 percent and 18.2
percent in 2009.
In Belgium, day passes used to be adopted by
more than half of the sites surveyed, but the
percentage declined to one-third after 2008.
Pay-per-view gradually gained share in
Germany, up from 10 percent in 2006 to 40
percent in 2009.

PROPORTION OF FREE VS. PAID ARCHIVES
The average share of newspapers offering free
archives (excluding Finland), according to the
study, was on the rise over the past few years,
up from 47.6 percent in 2006 to 52.4 percent
in 2008 and 61 percent in 2009.
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Offers of Different Unbundled Access Options
Western Europe, 2006-2009
Total
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40
20
0

23.2
10
25

17.1
20
37.5

35
10
45.5

11
20

20
10
45.5

33.3
11.1
2006

37.5
15
10
18.2

11.1
2008

2009

80
60
40

12,2
20
10
10
18,2

11
10
12,5
10
9,1
55,6

%
200
180
160
140
120
100
80
60
40
20
0

2006

14,6
20
20
10
20

33,3

18,2
12,5
33,3

2008

2009

25

20
0

Belgium

Day Pass

120
100

20

60

Netherlands

140
8.5
20

20

80

Luxembourg

%
160

13.4

100

France

Pay-per-view
19.5
10
37.5

15.9
20
12.5
30

10
10
54.5

54.5
25
11.1
2008

37.5
2006

11
20
40
36.4
12.5
2009

The Proportion of Free vs. Paid-for Archives
Western Europe, 2006-2008
Total

Finland

UK

Spain

600
500

300
200
100
0
%
90
80
70
60
50
40
30
20
10
0

Germany

47.6
60
50
45
60
18.2
50
62.5
44.4
2006

52.4
60
80
50
55
50
27.3
66.7
62.5
33.3
2008

61
60
80
75
60
40
45.5
83.3
75
44.4
2009

Luxembourg

350
300
250
200
150
100
50
0

Netherlands

Belgium

Paid-for Archives
42.7
20
37.5
40
40
63.6

39
40
10
50
35
50

50

72.7

37.5
55.6

37.5
44.4

2006

2008

32.9
40
20
25
30
60
54.5
25
33.3
2009

N. A.
9.8
20

8.5
10
10
33.3

6.1
10
16.7

18.2

22.2

22.2

2006

2008

2009

12.5
15

Note: “Total” refers to all except for Finland
Source: Western European Newspaper Sites and the Swing
of the Advertising Pendulum: A Tend Analysis for 2006-2009,
Valérie-Anne Bleyen and Leo Van Hove
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40

France
%
400

Free Archives

%
700

400

Italy

Free archive are still popular in Luxembourg,
the United Kingdom, the Netherlands, Spain,
Italy and Finland, with more than six out of 10
sites adopting it.
In France, paid archives still had a 54.5
percent share, but that number is down over
the past few years. Germany is the only
country increasing its share of paid archives,
from 40 percent in 2006 to 60 percent in 2009.
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ITZBelden: Paid Access Models:
Practices and Profiles

Most newspaper companies are still in the
early phases of charging for access to content,
with the most common approach being the
online e-edition. The latest report from
ITZBelden, 2010 Paid Access Models:
Practices and Profiles, examines the e-edition
pricing and its effect on “uptake,” or the
number of people who buy, and yields insights
relevant to the pricing of paid-access sites.
Produced by ITZBelden, the report was done
in partnership between Belden Interactive and
ITZ Publishing, and is an outgrowth of work
done by ITZBelden for the American Press
Institute.

for more than one month. A core loyalist visits
a site an average of 20 times a month and two
to three times per day. They make up four to
five out of 10 loyalists and 25 percent of all
visitors to a news site, but are responsible for
90 percent of page views. They are the primary
market target for paid subscriptions and other
online products.

Pageview Contributions to
Newspaper Sites, by User Type
Unidentified Fly-bys
1%
6% Incidental
loyalists
3%

The report examines both print replica eeditions and paid Web sites, and also suggests
that regardless of obstacles to charging for
content, opportunities may be greater than
conventionally thought.

THREE TYPES OF ONLINE WEB SITE USERS
According to the ITZBelden analysis of
audience behaviours, there are three main
types of online users:

• Fly-by visitors: Visitors visit a site only one
time a month, with no previous regular use of
the site. These visitors are typically driven by a
specific story, often from search engines. The
numbers of this type will fluctuate a lot every
month at any site, but typically account for at
least 25 percent to 35 percent of all monthly
visitors. Although making up the relatively
large proportion, they typically contribute less
than 5 percent of all page views. Fly-bys will
have less financial significance for a site than
the loyalists, below.

• Incidental loyalists: Visitors who access a
site at least one day per month, and have done
so for more than one month. They visit from
one to three times on a monthly basis,
typically driven by interest in a specific story,
an ad or some other content. Incidental
loyalists account for between 3 percent and 10
percent of daily visitors, about five to six out
of 10 loyalists, or 30 percent to 40 percent of
all visitors monthly. In general, this group
generated less than 5 percent of all page views
in any given month.

• Core loyalists: Visitors access a site at least
one time, one day per week, and have done so

Core
loyalists
90%
Source: “Paid Access Models: Practices and Profiles,” produced by
ITZBelden, a partnership between Belden Interactive and ITZ
Publishing, January 2010. The report was an outgrowth of work
done by ITZBelden for the American Press Institute.
© WAN-IFRA 2010

Fly-by readers are least likely to be interested
in subscribing. They are search-driven and
may not be local or consider themselves part
of a local community. However, they are
strongly attracted to the site’s content, and
typically “big news” stories. This group is
most likely to pay for single stories and day
passes, ITZBelden reported.

Incidental loyalists also access a site for
specific reasons, and may be more localfocused compared to fly-bys, visiting for news
on an election, a fire or a crime on their block.
Although they make up a large proportion of
visitors in a month, they are unlikely to buy a
monthly subscription due to their limited
number of visits, which is about one to three
times per month. Single day, session or story
passes may be most interesting to them.
Core loyalists have the highest site
consumption and are the key prospects for
paid access, especially subscription, either
monthly or annual. However, according to the
study, not all core loyalists will convert to a
continuing monthly payment. The history of
paid access shows that only the most engaged
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Which Media Would You Turn to
if the Newspaper Site Began Charging?
Example market results
Switch to media

Switch to online

Other local Internet sites

79

Other regional or
national Internet sites

42

Radio
Print edition of
client newspaper
Print edition of any
other daily newspaper

Other area
newspaper sites
Cable sites
(CNN.com, etc.)

44

Television

37

30

Local radio sites

14

Other sites

4

Would not use
online sources 1

Don’t know 7
% 0

45

26

Network or cable
TV sites

29

Other

56

Local TV station sites

20
15

Don’t know 5
20

40

60

80

100

% 0

10

20

30

40

50

60

Source: Belden Interactive Local Market Research, “Paid Access Models: Practices and Profiles,” produced by ITZBelden, a partnership between
Belden Interactive and ITZ Publishing, January 2010. The report was an outgrowth of work done by ITZBelden for the American Press Institute
© WAN-IFRA 2010

readers, core loyalists included, are the true
opportunity for conversion to paid
subscribers.

Monthly and annual subscriptions are the
most popular choice for most news sites,
especially for those offering non-e-editions.
However, ITZBelden found that resistance to
subscriptions and a strong preference for free
access exist among a fair proportion of site
visitors, even including core loyalists, which
indicates the opportunity for alternative
payment solutions, including day passes or
story-based paid access.
According to Belden Interactive’s research,
there is a significant overlap between the
online and print audience. Users usually
consider the Web and print as distinct media,
each with its specific uses, advantages and
disadvantages.

WHAT WOULD YOU DO IF NEWSPAPER
SITES BEGIN CHARGING?

According to Belden Interactive surveys,
when asked which media they would turn to
if a site began charging, nearly eight out of 10
site users said they would turn to other local
online sites, while 44 percent said they would
switch to other regional or national online
sites, and 42 percent would choose TV
instead. “Returning” to a print copy, either a
print version of the newspaper or another
paper, is not the top choice.
42

Some respondents would turn to other online
sources. For example, 56 percent said they
would turn to local TV station sites, while 45
percent said they would find other newspaper
sites.
The study also found that some visitors
indicate strong resistance to paying for
content. Forty-two percent said if the
newspaper site starts charging, they would
just stop visiting the site, while 37 percent
would still read as much as they can for free.
Only 18 percent said they would pay the fee.

What Would You Do if the Local
Site Began Charging?
I would stop visiting
LOCALSITE.com
altogether

42

I would read as much
as I can for free
It would depend
on the fee

37
18

Don’t know 3
%0

5 10 15 20 25 30 35 40 45

Source: Belden Local Market Surveys 2009, “Paid Access Models:
Practices and Profiles,” produced by ITZBelden, a partnership
between Belden Interactive and ITZ Publishing, January 2010.
The report was an outgrowth of work done by ITZBelden for the
American Press Institute.
© WAN-IFRA 2010
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PRICING BENCHMARK

According to Belden Interactive’s pricing
studies at six free sites, visitors indicated
what they think a reasonable price for access
would be. The preferred pricing range for
monthly subscriptions was between US$5 and
$6, and it would be too expensive if it
exceeded $8.07, they said.
For single day passes, ideal range is around
$1 to $1.50, and more than $2.20 would be
too expensive. For a single story, between
$0.50 and $1 is ideal, and more than $1.42
would be too much for visitors.

These numbers are very close to price ranges
widely used or under consideration across the
industry.

Price Points for Paid Access
$
9
8
7
6
5
4
3
2
1
0

Bargain
Getting expensive
Too expensive

8,07
6,60
4,65

2,20
1,11

Monthly
subscriptions

1,66

Single day

0,66

1,03

1,42

Single story

Source: “Paid Access Models: Practices and Profiles,” produced by
ITZBelden, a partnership between Belden Interactive and
ITZ Publishing, January 2010. The report was an outgrowth of work
done by ITZBelden for the American Press Institute.
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In order to calculate implied values,
ITZBelden made the assumption that the
reader's suggested rate for a single story is
$0.50 and $1.50 for a day pass.

Users’ behaviours showed that a core loyalist
visits news and information sites some 20
days per month, about two to three times a
day, which means 40 and 60 total user
sessions per month. In addition, most users
access about three stories per session. This
indicated that the single story price to the
single day price would be 1:3, which is
consistent with readers’ suggested pricing $0.50 for a single story and $1.50 for a day
pass.
With average core loyalist visits of 20 days
per month, the price relationship between a
day pass and a monthly fee would be 1:20.
This means the monthly subscription would

cost $30 as the day pass is $1.50. However,
the study showed users thought about this
price relationship in a completely different
way, suggesting a monthly price point in the
range of $5 to $6, which is highly
disproportionate, or deeply discounted.

“When discussing paid access, visitors almost
invariably refer to the cost of a monthly print
subscription. The common presumption is
that the cost of online access to news should
reflect a substantial discount from print price.
The argument is that because it costs less to
post to the Web, online delivery should be
less,” the ITZBelden report states.

This thought process is reflected in the chart
above, where the desired or expected price
for a monthly online subscription is 50
percent to 75 percent off that of print. Thus, if
a monthly print subscription charges $15 to
$20, the $5 to $6 users suggested for online
represents a deep discount.
However, the reader-suggested prices for a
single day pass and single story/session don’t
exactly reflect the same discount, but is rather
uniformly higher than single print copy
prices.
“The price points given by readers for day
and story passes are value driven, rather than
cost driven, when compared to the suggested
prices for monthly passes,” according to the
report.

$
35

Implied Monthly Value:
Newspaper Site Subscription

30

30.0

25
20
15
10
5

0.5

1.5

Story

Day

5.5

0
Implied
monthly
value

Monthly
price
given

Source: “Paid Access Models: Practices and Profiles,” produced by
ITZBelden, a partnership between Belden Interactive and
ITZ Publishing, January 2010. The report was an outgrowth of work
done by ITZBelden for the American Press Institute.
© WAN-IFRA 2010
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APPENDIX

Newspaper Sites that Have Greater than 1% Uptake
Enterprise
Financial Times, FT.com (London, England)
1- Key West Citizen (FL)
2- Le Devoir (Montreal, QC)
3- Herald Times (Bloomington, IN)

Monthly Uptake % daily
Daily
circulation online fee ($) Circulation (%)
29.360
18.15
412,850
12.00
13.020
9,600
(Cdn) 17.00
9.415
26,552
8.400
5.95
25,000
21,500
32,682

7.50
8.00

3.882
3.607

3,000,000
951,087

139
29

9,800
22,000
9,789
24,779
9,056
260,700
30,500

4.95
6.00
10.00
6.50
2.91
4.99

2.980
2.873

176,072
484,000

18
22
74
109
94
83
49

4- TDN.com Longview (WA)
5- Bend Bulletin (OR)
6- El Dorado News Times (AR)
7- Post Register (Lewiston, ID)
8- Petoskey News Review (MI)
9- The Gaston Gazette (Gastonia, NC)
10- Norwalk Reflector (OH)
11- St Petersbourg Times, TampaBay.com (FL)
12- The Lima News (OH)
13- Camden News (AR)
14- Banner News (Magnolia, AR)
15- Kingsport Times News (TN)
16- The Daily Record (Ellensbourg, WA)
17- The Holland Sentinel (MI)
18- Arkansas Democrat Gazette (AR)
19- The Newport Daily News (RI)
20- Gazette (Colorado Springs, CO)
21- News & Messenger (Woodbridge, VA)
22- Record Courier (Kent & Ravenna, OH)
23- Johnson City Press (TN)
24- Albuquerque Journal (NM)
25- Standard Examiner (Ogden, UT)
26- The Indiana Gazette (PA)

Page ITZBelden
index
views
199
2,300,000
213
2,043,046
87
2,315,350
132
2,900,000

4,342
4,100
36,000
5,523
17,786
184,581
11,465
89,000
15,580
16,400
29,386
101,810
60,345
15,282

4.95
4.95
4.95
5.99
5.00
5.00
5.95
35.00
1.00
8.67
4.95
11.50
17.25
6,50
12.95

721,058
2,696,379
850,000
2.617
2.751 21,747,230
2.570 1,500,000
2.840
2.793

2.533
2.171
2.092
2.082
1.928
1.901
1.744
1.685
1.605
1.268
1.154
1,113
1.061
1.014

56,736
1,791,189
425,000
1,084,000
5,700,000
248,648
4,230,000
1,531,612
775,732
899,387
2,500,000
672,682
1,251,789

14
50
77
61
32
22
48
98
47
31
25
11
82

Note: Online uptake, or take rate, refers to online-only paid subscribers as a percentage of current daily print circulation.
ITZBelden Engagement Index, a ratio of page views to newspaper circulation. Site scores typically range from 20 to 200, with 100 being the average.
Source: “Paid Access Models: Practices and Profiles,” produced by ITZBelden, a partnership between Belden Interactive and ITZ Publishing,
January 2010. The report was an outgrowth of work done by ITZBelden for the American Press Institute.
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Changing Models: A Global
Perspective on Paying for Content
Online

Nielsen conducted a global survey of more
than 27,000 consumers in 52 countries, asking
for their opinions on paying for online content.
The survey was conducted during the autumn
of 2009, covering nations in five geographical
regions, including the Asia Pacific region,
Europe, Middle East/Africa/Pakistan (MEAP),
Latin America and North America.
When asked if free online content should
remain free, the majority (85 percent) of all
the respondents said they strongly agree or
agree, while only a small group expressed
their disagreement, according to the Nielsen
report “Changing Models: A Global
Perspective on Paying for Content Online,”
released in February 2010.

44

To break down by region, Latin Americans
had the highest percentage of respondents
saying they “agree” or “strongly agree,” with
more than nine out of 10 saying so.
Respondents from Asia Pacific countries had
the lowest percentage, yet they still reached
80 percent.
Online content for which consumers are
most willing to pay, or have already paid,
are those which are usually paid for offline,
such as movies, music, games and current
television shows. They always cost a lot to
produce.
On the other hand, consumers are least likely
to pay for what is “essentially homegrown
online,” that is, content produced at a fairly
low cost, such as social communities,
podcasts, and consumer-generated videos and
blogs, according to the study.
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Should Free Online Content Remain Free?
Agree

%
100

No opinion

Disagree

90
80
70
60
50
40
30
20
10
0

Total

Asia Pacific

Europe

Middle East/
Africa/Pakistan

Latin America

North America

Source: The Nielsen Company, “Changing Models: A Global Perspective on Paying for Content Online,” February 2010
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There is a clear correlation between percentage
and age – younger people are more likely to
have paid, or consider paying compared to the
older age groups, according to the Nielsen study.

WILLINGNESS TO PAY FOR CONTENT, BY TYPE
Music and games are the top two types of
content with the highest percentage of global
respondents who “have already paid” for them;
more than 15 percent said so. Theatrical
movies come next, with more than 10 percent.

The willingness to pay for different types of
content varies by region. For theatrical movies,
Asia Pacific and Latin American countries
lead – with 13 percent and 12 percent of
respondents saying they “have already paid”
and 48 percent and 52 percent saying they
“would consider paying,” respectively.

These three types of content are also on top in
terms of percentage of respondents who “have
already paid” or “would consider paying” for
them, all exceeding 50 percent.

Percentage of Global Consumers Who Have Already Paid
or Would Consider Paying for:
Have already paid

Would consider paying

Under 20

Theatrical
movies

Theatrical
movies

Music

Music

Games

Games

Professionally
produced videos

Professionally
produced videos

Magazines

Magazines

Newspapers

Newspapers

Internet-only
news sources

Internet-only
news sources

Radio (music)

Radio (music)

Social
communities

Social
communities

Podcasts

Podcasts

Radio
(news/talk)
Consumergenerated videos

Radio
(news/talk)
Consumergenerated videos

Blogs

Blogs

%0

10

20

30

40

50

60

70

Source: Nielsen Online, “Nielsen Global Online Consumer Survey,” July 2009

%0

40 to 44

10

20

65 and older

30

40

50

60

70
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Willingness to Pay for Content – The Top Tier, by Region
Have already paid for

Would consider

Will not pay

Theatrical movies
North America
Latin America

48

43

9

48

43

9

Asia Pacific

51

38

11

Europe

43

46

11

% 0

38

48

13

Total

36

52

12

Middle East/Africa/Pakistan

10

20

30

40

50

60

70

80

90

100

Music
North America

20

Latin America

32

48

17

Middle East/Africa/Pakistan

44

14

33

Europe

15

Asia Pacific

15

Total

53
40

10

45
46

16

% 0

38

39

41
20

30

40

50

43
60

70

80

90

100

Radio (music)*
North America

3

20

Latin America
Middle East/Africa/Pakistan
Europe
Asia Pacific
Total

76

7

33

6

60

24

5

69

21

74

6

33

5

61

27

% 0

10

20

67

30

40

50

60

70

80

90

100

Games
North America

15

Latin America

15

Middle East/Africa/Pakistan

32

54
37

16

Europe

38

13

Asia Pacific

56
39

16

% 0

10

47

31
18

Total

47

43

35
20

30

40

49

50

60

70

80

90

100

Professionally produced videos (including current TV shows)
North America

5

Latin America
Middle East/Africa/Pakistan
Europe
Asia Pacific
Total
% 0

34

61

9

51

11

40

43

6

46

37

57

11

47

8

42

42
10

20

30

40

50
50

60

*Not a top tier content type, despite being professionally produced at a high level of quality cost.
Source: Nielsen, “Changing Models: A Global Perspective on Paying for Content Online,” February 2010
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70

80

90

100
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If I Already Subscribe to a Newspaper, Magazine,
Radio or Television Service, I Should Be Able to Use
its Online Content for Free, by Group

%
84

83

82

81

80
78

83

79

79
78

78

76

76

74
72
Total

Asia Pacific

Europe

Middle East/
Latin
Africa/Pakistan America

North
America

Men

Source: Nielsen, “Changing Models: A Global Perspective on Paying for Content Online,” February 2010

Middle East/Africa/Pakistan (MEAP) have the
highest percentage of those who “will not
pay,” according to the study, with 51 percent
saying so.

In terms of music, two out of 10 North American
respondents said they have already paid for a
service, highest among all regions. MEAP
countries have the highest percentage saying
they will not pay, at more than 50 percent.
Respondents from the Asia Pacific region are
most likely to have already paid or would
consider paying for games; 18 percent and 39
percent said so, respectively. European and
North American respondents are least likely to
pay; 56 percent and 54 percent said so,
respectively.

Regarding professionally produced videos
(including current TV shows), Asia Pacific and
Latin American countries have the highest

Women
© WAN-IFRA 2010

percentage of respondents who have already
paid or would consider paying. Eleven percent
and 9 percent said they’ve already done so,
while 47 percent and 51 percent would
consider doing so, respectively.

Radio (music), compared to other types, is still
not the medium most people would pay for –
only less than 10 percent have already done so
across all regions, while more than six out of
10 said they would not pay for it.
When asked “If I already subscribe to a
newspaper, magazine, radio or television
service, I should be able to use its content for
free,” 78 percent of global respondents agreed.
A higher percentage of people in the Americas
believe in this statement compared to other
regions; 83 percent said so. The Asia Pacific
region, on the other hand, has the lowest; 76
percent of respondents said so.

I Will Stop Using a Web Site If I Have to Pay for the Content Because
I Can Find the Same Information on a Free Site, by Group

%
86

85

84
82

81

80
78

79

81

81

78

78

76

75

74
72
70
Total

Asia Pacific

Europe

Middle East/
Latin
Africa/Pakistan America

North
America

Source: Nielsen, “Changing Models: A Global Perspective on Paying for Content Online,” February 2010

Men

Women
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likely; 85 percent and 75 percent said so,
respectively.

There is no significant difference by genders –
79 percent of women and 78 percent of men agree.
Nearly eight out of 10 (79 percent) of
worldwide respondents said they agree with
the statement “I will stop using a Web site if I
have to pay for the content because I can find
the same information on a free site.”

Females tend to be more likely to believe the
idea than males, with 81 percent versus 78
percent.

VALUE OF NEWS: NEWS SOURCES

In terms of online news content, more than
half of global respondent in general said they

North Americans are most likely to do so,
while people in Asia Pacific countries are least

The Value of News: News Sources, by Region
Have already paid for

Would consider

Will not pay

Newspapers
North America

6

27

Latin America

66

12

40

13

Middle East/Africa/Pakistan
Europe

6

52

32

Asia Pacific

62

10

Total

48

35

36

8

54

34

% 0

10

20

30

58

40

50

60

70

80

90

100

Magazines
North America

63

31

6

Latin America
Middle East/Africa/Pakistan

58

35

7

Asia Pacific

52

39

10

% 0

44

44

12

Total

46

40

14

Europe

43

44

13

10

20

30

40

50

60

70

80

90

100

Internet-only news
North America 2

37

6

Middle East/Africa/Pakistan
Europe

76

22

Latin America

9
4

Asia Pacific

57
68

28
7

Total

56

33

37

5

56

31

% 0

10

20

30

63
40

50

60

70

80

90

100

Radio (news/talk)
North America 3
Latin America

13

4

Middle East/Africa/Pakistan

30
7

Total
% 0

66

25

Europe 3
Asia Pacific

84

68

17

80

5

29

4

66

22
10

20

73
30

40

50

60

Source: Nielsen, “Changing Models: A Global Perspective on Paying for Content Online,” February 2010
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70

80

90

100
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will not pay. Radio (news/talk) was on top,
with 73 percent saying they will not pay.
Online-only news and newspapers followed,
with 63 percent and 58 percent, respectively.

Only respondents in North America and
females have the lowest percentage agreeing
on that, with less than 50 percent.

Europe and North America stand out as having
the highest percentage of people who “will not
pay” across different online news sources,
while the Asia Pacific region and Latin
America lag behind with the lowest
percentage.

PAYMENT METHOD AND SYSTEM

When breaking down to online payment
methods, more than half of respondents in
general agree that they would rather pay for
individual pieces of content (micropayment)
instead of subscribing to an entire Web site.

Ease of a payment system's use is another
factor impacting people in whether they will
pay for online content. More than four out of
10 respondents worldwide said they will be
willing to pay for content on the Internet if the
payment system is easy to use. The percentage
is especially high in Asia Pacific and MEAP
countries; more than half of those respondents
said so.
North Americans are least likely to change
their minds due to the payment system – only
less than three out of 10 said they agree the
above statement.

I Would Rather Pay for Individual Pieces of Content (Micropayments)
Instead of Subscribing to an Entire Web Site, by Group
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The Quality of Content on the Internet Will Decline
Unless Companies Can Charge for It, by Group
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QUALITY OF ONLINE CONTENT

When asked if the quality of content on the
Internet will decline unless companies can
charge for it, about 35 percent of global
respondents agreed, while another 30 percent
disagree.
People in Asia Pacific countries are most
likely to agree on this statement; 45 percent
said so. In North America, on the contrary,
more than 45 percent disagree.

Women
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RIGHT OF COPYING AND SHARING
CONTENT

More than 60 percent of respondents
worldwide said if they pay for content online,
they should have the right to copy it and share
it with others, while less than 10 percent
disagree.
Europe is the only region with the percentage
of agreement at less than 60 percent.

If I Pay for Content Online, I Should Have the Right to Copy It
and Share It with Others, by Group
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generated videos. Eight out of 10 said they
will not pay for blogs.

PEER-TO-PEER CONTENT/SOCIAL MEDIA

Respondents are less likely to pay for peer-topeer content and social media, compared to
other types of content. More than 70 percent of
respondents worldwide said they will not pay
for social communities, podcasts or consumer-

Europe and North America stand out again
with the highest percentage of “will not pay”
responses across different types of peer-to-peer
content.
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I Am Willing to Accept More Advertising on the Internet
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ADVERTISING

In general, nearly 50 percent of global
respondents said they are willing to accept
more advertising online in the future to
support the cost of content. The percentage is
especially high in Asia Pacific and MEAP
countries, with more than 55 percent saying
so. In Europe, the percentage is the lowest –
less than 40 percent.

%
80

Women
© WAN-IFRA 2010

On the other hand, when asked if there should
be no advertising on Internet content that
consumers have to pay for, more than six out
of 10 said yes. In North America the
percentage is the highest, more than 70
percent, while it is lowest in Latin America
and MEAP, at less than 60 percent.

There Should Be No Advertising on the Internet Content
that I Have to Pay for, by Group
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3. New Content and Revenue
Models
New revenue streams are no longer in the future
– they are here and now, and newspapers
around the world are putting them in place and
planning the next phases of their development.

Publishers are taking a long, hard look at
their businesses and making decisions on
whether to put up paywalls around their most
unique, high quality content. They are also
developing and launching mobile
applications, and deciding whether their
mobile apps will be paid or ad-supported.
They are making deals with search engines or
even launching their own, and finding new
content models to give added value to their
own in-house content creation. The dust of
the global economic recession and
advertising revenue downturns is settling, and
the forward-thinking newspapers who
continued thinking, innovating and executing
their plans have set themselves up for
success.

Paid Content: Online & Mobile

As 2009 came to a close, perhaps the biggest
question facing publishers was the issue of

whether to charge for online content, and if so,
which content to charge for, and how much?

According to a PricewaterhouseCoopers study
of 11 countries in North America, Europe and
Australia, consumers said they are willing to
pay 62 percent of the price of a traditional
newspaper for online news, but with one catch:
they are willing to pay “if there are no free
alternatives.” The value proposition is all
about unique, useful information.
“This means there must be a possibility for
newspaper companies to develop a proposition
for your audience that is economically viable.
Of course, if there are still free alternatives, it
will be quite hard to do so. But if you have a
good proposition, it certainly is possible to get
paid for an online proposition,” said Marieke
van der Donk, senior manager of entertainment
and media at PwC in the Netherlands.
The value proposition is obviously highest for
financial news. The same survey found people
are willing to pay 98 percent of what they pay
for a traditional paper, or 98 cents on the euro
or dollar. Sports comes next, at 77 percent.
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The New Revenue Model Mosaic
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UNITED STATES: DOW JONES
& THE NEW YORK TIMES

Perhaps the most visible move into putting up
paywalls has been Rupert Murdoch’s charge
into the paid arena. The Wall Street Journal,
which News Corp. bought in December 2007,
has successfully charged a subscription fee for
valuable online financial news and information
for years, and in December 2009, Murdoch
announced paywalls would go up in January
2010 at News Corp.– owned Dow Jones Local
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Media Group, which operates community
media franchises in California, Massachusetts,
Maine, New Hampshire, New York, Oregon
and Pennsylvania.

The San Joaquin Media Group and SouthCoast
Media Group, part of the Dow Jones Local
Media Group, rolled out partial paywalls in
early January. At SouthCoast sites, for example,
registered members can view 10 articles and
videos for free each month, while unregistered
users can view three free items each month.

All-access to SouthCoastToday.com via personal computers and mobile costs US$4.60 per week.
First time subscribers are charged $3.37 per week when they buy a one-year subscription.
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At SouthCoastToday.com, weekly all-access to
the site via computer and mobile costs
US$4.60. Registered users that don't have
subscriptions can view 10 articles for free per
month, but with limited access to obituaries
and photo galleries and no access to high
school sports scores and statistics or e-mail
newsletters, text alerts and the e-newspaper.
Les Hinton, CEO of Dow Jones & Co., told
the 2009 World Newspaper Congress that
newspapers should charge for online news as
well as find more ways to improve advertising
sales, not rely on just one or the other to pay
for content creation. In the past, when the
Internet was in its infancy, newspapers were
“taken in” by the idea of free content online,
and didn't ask enough questions before giving
everything away for free, he said.

“It was a new dawn, we were told. A new
epoch, a new paradigm. And we just didn't get
it. Like an over-eager middle-aged dad,
desperate to look cool, we ended up dancing
obediently to other people's tunes. For a while.
You can almost hear the music - an algorithm
and blues soundtrack - accompanying the
harbingers of the new economy with the new
rules of the new age. Their rules. These digital
visionaries tell people like me that we just
don't understand them. They talk about the
wonders of the interconnected world, about the
democratisation of journalism. The news, they
say, is viral now - that we should be grateful.
Well, I think all of us need to beware of geeks
bearing gifts,” Hinton said. “Free costs too
much. Good content is valuable. That hasn't
changed. It never will.”

In late January 2010, The New York Times
announced it will launch a metered paid model on
its Web site at the beginning of 2011. Under the
plan, users who access more than a certain number
of articles each month will be prompted to pay a flat
fee for additional access, while print subscribers
will be given full access to online news.

“This process of rethinking our business model
has also been driven by our desire to achieve
revenue diversity that will make us less
susceptible to the inevitable economic cycles,”
Janet Robinson, president and CEO of The
New York Times Company, said in a
statement. “We are also guided by the fact that
our news and information are being featured in
an increasingly broad range of end-user
devices and services, and our pricing plans and
policies must reflect this vision.”

According to Nielsen Online, NYTimes.com
was seventh in the top 10 current events and
global news Web sites, ranked by unique
visitors in December 2009.

Top 10 Current Events
& Global News Destinations
December 2009, uniques,
with year-on-year comparisons
1. Yahoo! News: 39,917,000 (0.0%)
2. CNN Digital Network: 36,343,000 (2.3%)
3. MSNBC Digital Network: 32,236,000 (-20.1%)
4. AOL News: 24,811,000 (30.8%)
5. Fox News Digital Network: 16,573,000 (20.3%)
6. Tribune Newspapers: 15,844,000 (-5.3%)
7. NYTimes.com: 14,849,000 (-18.4%)
8. Google News: 13,541,000 (26.1%)
9. ABCNEWS Digital Network: 12,084,000 (5.8%)
10. Gannett Newspapers and Newspaper
Division: 11,842,000 (3.2%)
Source: Nielsen Online

© WAN-IFRA 2010

“Our new business model is designed to
provide additional support for The New York
Times' extraordinary, professional journalism,”
Arthur Sulzberger, Jr., chairman of The New
York Times Co. and publisher of The New
York Times, said in a statement. “Our
audiences are very loyal and we believe that
our readers will pay for our award-winning
digital content and services.”

A number of staff changes have also been made
to drive The Times' paid content model. Paul
Smurl, former vice president for advertising, has
been named vice president of NYTimes.com
paid products. He will oversee the rollout and
performance of the paid content model, plus
existing crossword subscriptions and mobile
gaming products. In the future, he will oversee
the addition of other paid content products.

MEXICO: GRUPO REFORMA

Mexican newspaper Grupo Reforma publishes
10 daily newspapers in five cities, including
Reforma in Mexico City, El Norte in
Monterrey and Mural in Guadalajara. Average
circulation of each of its newspapers is 1.4
million. As users increase online, Grupo
Reforma has put up paywalls, attracting about
107,000 online subscribers.
The subscription to the Web sites offers users
not only news and information, but exclusive
job advertisements as well.
On its Web sites, users can search through
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sections and view titles and the first part of
sentences of each article, but cannot go any
further until a username and password have
been entered.

Grupo Reforma began making the switch from
free to paid content online in 2002, and now
gives print subscribers free access to all of its
Web sites. Those who subscribe to online-only
pay 80 percent of the newsstand price.

Community editorial boards, which have about
900 people sitting on them each year, were
used as focus groups to decide how to make
the transition from free to paid online content,
according to Stanford Business Magazine.

“We thought we would lose 90 to 95 percent of
our online readers, but working with the
boards, we lost only about 25 to 30 percent,”
said Jorge Meléndez, vice president of new
media for the company. “And you know what?
Our Internet advertising revenues actually
went up that year!”

GERMANY: AXEL SPRINGER

In Germany, the country with the highest
newspaper consumption in Europe,
newspapers also made the mistake of not
charging for online content from the
beginning, said Andreas Wiele, member of the
board of Axel Springer AG and president of
BILD Division and Magazines. And while the
past can't be changed, what publishers do
today will shape the future of mobile and
online, and that is exactly what Axel Springer
aims to do. The company has set its sights on
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becoming Europe's best-integrated multimedia
group, and to do that, it must continue
transforming its offerings and strategies.

Axel Springer's digital strategy is based on
three core competencies: content portals,
marketplaces and marketplaces, Wiele said,
noting that Axel Springer is switching to a paid
model on mobile. Consumers “pay for
ringtones and text messages – why shouldn't
they pay for our great content?”
Axel Springer plans to charge for its online
newspaper content, beginning with paid
iPhone applications for flagship tabloid Bild
and for quality newspaper Die Welt. The Bild
app will cost €0.79 in the first month and
€1.59 for each following month. Die Welt's
app will cost €1.59 for the first month, but
may increase to €4.99 for each month after.

“I see no justification, neither democratic nor
market-related, for content to be generally free
on the Internet,” Mathias Döpfner, CEO of
Axel Springer, told the Wall Street Journal in
December 2009. “For centuries, people have been
willing to pay for things of interest to them.”
Döpfner pointed out that it is important for
payment to be quick and easy, and although
the process of instituting paywalls is not easy,
“suffering always helps bring about change.”
Of Axel Springer's total €2.7 billion revenue,
€500 million is from the digital world. The
paid content strategy is in its infancy, so it's
still in small amounts, but that amount can
grow, Wiele said.

VOLUME 9 REPORT N° 2 NEW REVENUE MODELS FOR NEWSPAPER COMPANIES

magazine is selling more, and the online site is
doing well. The computer magazine reader
will look for info online, and we want him to
find it on our site. If he doesn't, he will go to a
competitor's site and will end up dropping his
magazine subscription to switch to the
competitor,” he said.

UNITED KINGDOM: THE GUARDIAN &
DAILY MAIL AND GENERAL TRUST

The Guardian is dipping its toe into paid
content, and with the launch of its paid mobile
application on December 14, 2009, is showing
that income from mobile apps is an important
new digital revenue stream.

The Guardian's app costs £2.39, and in the first
48 hours after its launch, the UK newspaper
made £20,000, shooting to the top 10 list of
paid news apps on Apple's Web site. By the
end of December, users had downloaded it
almost 69,000 times; at that rate, income from
the app alone could reach £1.97 million a year.

In the past, “circulation and their revenues
were always high,” he said. “We had a
monopoly in the way we gathered editorial
content, and the ads could be sold accordingly.
It was a beautiful world, a beautiful time.
Those days are over. We must transform or
die.”

Wiele said although the company has a strong
focus and belief in the power and future of
digital, it is important to keep print in mind as
well. The print circulation of Computer Bild,
Europe's largest computer magazine, has been
helped by having a free Web site; however, it
is important for the print version to offer more
depth and different content than the Web site,
he said. Using the online version to support
print, and print to support the online version, is
an important strategy that has lead to success
for the niche publication.
“The computer magazine's print circulation
was declining, but we launched a Web site,
[and] circulation has been up between 2 and 6
percent per year. In 2009, the print computer

However, Apple does get a 30 percent
commission, so for every app downloaded,
Apple gets about £0.71 and the amount The
Guardian receives is £1.68. Also, just over a
month after its launch, The Guardian app was
no longer on Apple's top 10 list of paid news
apps.

The Guardian has also created a special page
on its Web site to promote the app, offering
tutorials and information. Users can download
the app, ask questions and leave comments and
feedback on how to improve the app.
“We are thrilled with our download figures for
the first month of the app. The feedback we
have received from users has been excellent,
yet also extremely informative in terms of
features and functionality that can be improved
in the future. Over the Christmas break the app
became available in many areas of mainland
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Europe, as well as in Canada and Australia for
the first time, so we hope our global audiences
will enjoy using the app as well,” Emily Bell,
director of digital content for Guardian News
& Media, said in a statement.

Growing Mobile Opportunities
THE IPAD

The app was designed by an in-house team and
built by mobile enabling technology firm
2ergo. Users can personalise features, and
browse content offline.
Just days after The Guardian launched its
iPhone app, Daily Mail & General Trust
announced it is planning to be “the leading
mobile publisher of applications in Europe,”
and will unveil at least 15 new apps in 2010,
half of which are expected to be out in the first
half of the year. This includes apps for Mail
Online, Metro.co.uk, Motors.co.uk and others.
Unlike The Guardian's app, DMGT apps will
be free and supported by ads.

“People will pay for convenience and scarce
content. But I don’t think they will pay for
everything. Mobile advertising is very new but
is now something that people are starting to
take seriously,” Richard Titus, chief executive
of Associates Northcliffe Digital, DMGT's
digital division, told the Financial Times.

ITALY: RCS QUOTIDIANI SPA

Corriere della Sera and La Gazzetta dello
Sport entered the paid smartphone applications
market, launching apps for both the iPhone
and BlackBerry in 2009 as part of RCS Digital
SpA's multimedia development strategy.
On the iPhone, the apps were made available
at a promotional price of €2.39 until
November. After that, a subscription system
was introduced, along with increased
functionality. Both were priced at US2.99,
according to BlackBerry's Web site.

The Corriere della Sera app provides users
with breaking news, world news, financial
news, local information, GPS for Italian points
of interest, personalised weather for Italian and
international locations, and video editions of
news, economy and weather newscasts.
Readers can also save content on their mobiles
to read offline.
La Gazzetta dello Sport offers breaking sports
news, live news on sports matches, top sports
photos, personalised information on favourite
football teams, league tables and fixtures, and
video editions of sports news casts.
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After months of speculation and hype about a
tablet-like device, Apple CEO Steve Jobs
finally unveiled the iPad on January 27, 2010.
Unlike other e-readers currently on the market,
the iPad is able to deliver publications
virtually as they were designed to be read in
print, only with the added bonuses of the Web,
like video and photo slideshows.
The iPad is seen as a giant leap forward in the
realm of e-readers, and publishers looking for
new revenue streams have high expectations.
A new platform on which to start afresh is
what newspapers have been looking for, and
an opportunity print media must act on
quickly.

One of Apple's media partners participating in
the iPad unveiling, The New York Times, was
the first newspaper to create an app for the
iPad. The newspaper had just three weeks to
create the application.

“We want to create the best of print and best of
digital, all rolled up into one,” Martin
Nisenholtz, senior vice president of digital
operations for The Times, said at the event.

As The Times gears up to put its content
behind a paywall in 2011, online subscriptions
are expected to include mobile access, which
means access on the iPad, but not access on ereaders like the Amazon Kindle. In this
respect, the iPad seems to be more similar to a
smartphone or laptop, and less like an e-reader,
part of a third, tablet niche.
“When you have a device that is this
convenient and fun for consumers to use, you
can get a lot more people interested in paying
for and engaging with the content. Big media
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companies should be all over this like a cheap
suit,” Trip Hawkins, a founder of Electronic
Arts and now chief executive of Digital
Chocolate, which makes games for mobiles
phones, told The Times the day before the
iPad's launch.

Consumers expect to and are willing to pay for
mobile access, which is the main reason many
believe the iPad will provide a previously nonexistant revenue stream. Emerging revenue
figures for paid iPhone apps suggest users are
willing to pay for mobile content, and the iPad
is viewed as a next step. However, as the iPad
has capabilities similar to a laptop, it is also
possible that consumers will expect to get their
news for free, as they do on their personal
computers and laptops.

Search
SINGAPORE PRESS HOLDINGS
Singapore
www.sph.com.sg
www.rednano.sg

When the Internet was in its infancy, “we just
followed everybody else, like a sheep in a
herd, and did not charge, so now we have to
make up for our mistakes,” said Paul Jansen,
CEO of SPH search at Singapore Press
Holdings. Deciding on whether to transition to
a paid publication was especially difficult
because SPH wanted to charge for content but
didn't know how much, how or when to
charge.

“I rushed to put things on the Internet – there
were less than 15 newspapers on the Internet
when we started. After a year, I thought we
shouldn't give it all away for free, and told
management we should charge for content.
They said we should see what will happen, and
we've all seen. That was 1996,” he said.
As the powers of search engines increased,
SPH did not want to miss out again, and in
2008 turned the tables on the search giants by
launching Rednano.sg, a local search and
directory offering.

One industry poised to capitalise on the iPad
are book publishers. With the launch of the
device also came the launch of the iBooks app.
The free app can be downloaded from the App
Store, and users can then buy books from the
built-in iBookstore. When a user buys a book,
it is displayed on the user's personal
Bookshelf, and users can then tap to begin
reading.

Newspapers and magazines, in turn, could
launch an iNewsstand, using the same concept,
only with the latest issues awaiting them on
their own personal news racks. Newspapers
and magazines could sell weekly, monthly or
yearly subscriptions, and could also offer a
way to pay daily.

Apple has created the iPad, and it's now up to
newspapers to turn it into a revenue stream, for
this current generation of iPads, and all the
ones launched by other companies in the same
niche in the future.

“The whole problem with search is not that it
is taking away our revenue, it is understanding
our customers better than we do,” Jansen said.
“We all happily decided to accept Google ads,
and we each take a percentage. But what
Google really gets is a deeper understanding of
the user. When we launched [Rednano], we
said we wanted to do search, and wanted to
reach out to outside content. There are people
out there who say they're not part of the SPH
family, and want to link to us and then use us
to increase their link authority. What is very
important to us is using all of these efforts and
reach out to people generating content.
Demographic data is important. We focus on
what you do, rather than who you are. We can
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find out more about you, depending on what
you do, what you click on and what you type.”
Search results on Rednano are all on one page,
and have local context, which increases
relevancy, he said, noting that 81 percent of
Singaporeans have said they want a highly
localised site, while 56 percent said they need
more Singapore information.

What differentiates Rednano from Google or
Yahoo is how local it is – an online and mobile
destination for anyone seeking accurate,
relevant and timely information about
Singapore.
“Global search engines have no or weak
directory. Local directories have no or little
real-time news and reviews. Local map
services have paucity of non-directional
content ... No matter where you are, if you're
looking for something related to Singapore,
come to us,” Jansen said. “It's all about what
do you want to do, not who you are. If you
want to know what Obama ate for breakfast or
where he ate breakfast, go to Google. But if
you want to know where to eat in Singapore,
come to us.”

Social Networking
FACEBOOK AND TWITTER

Social networking sites, especially Facebook
and micro-blogging service Twitter, have seen
enormous growth over the past few years, and
news outlets are using the two to attract a
wider audience, keep dedicated readers close
and distribute stories to a wider audience.

The Austin American-Statesman and The New
York Times are experimenting with new ways
to generate ad revenue using both social
networking sites, and are discovering that
benefits can be two-fold: news outlets gain new
social networking audiences, while advertisers
gain a new way to engage consumers, Poynter
Online reported. Meanwhile, smaller
businesses that have less advertising dollars to
spend are able to target consumers in a newer,
more cost-effective way.
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At The Austin American-Statesman,
advertisers can pay for tweets on two of the
newspaper's Twitter accounts, @Austin360
and @Statesman. Two advertisers, a restaurant
and haunted house, paid US$300 each per day
for a few days in autumn 2009, and were given
two 124-character tweets per day, one in the
morning and one in the afternoon.
Most followers found the ads to be nonintrusive, said Robert Quigley, the newspaper's
social media editor. This is likely because he
stipulated that the adverts must be actionrelated, such as giving a special offer that
benefits readers, as opposed to just an ad.
“We just thought this would be the sweet spot
for things people would actually be interested
in. What we wanted to avoid was a used car ad
– a lot of the traditional advertisements we
have in print or online – that we just didn't
think would work with this audience,” he said.

One challenge is to get advertisers to
understand just how big of an audience some
news outlets have on Twitter and Facebook, he
said. Another challenge is balancing ads so
they're helpful, and don't make followers feel
they're being overwhelmed with ads, or like
their opinion isn't valuable.

The New York Times has begun selling
packaged advertisements that appear to users
who enter NYTimes.com via Twitter and
Facebook. Although social media is not a large
money maker yet, it is likely an important
revenue stream to put in place, Denise Warren,
senior vice president and chief advertising
officer of The New York Times Media Group,
told Poynter.
Advertisers are “looking for creative ideas
around social media. It's definitely something
that's gaining more interest than it did six or
nine months ago,” she said. “It's no secret that
the consumer is interested in social
communities and networking. Taking
advantage of that is at the forefront of it all.”

Foreign News Services
ASSOCIATED REPORTERS ABROAD
Berlin, Germany
www.ara-network.com

As economic hardships have taken their toll on
newspapers in the West, foreign bureaux
across Europe have been folding one by one,
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In December 2007, Bhatti found partners in
Michael Levitin, Harald Franzen and Thomas
Marzahl, each of which brings their own
specialties to the table. Franzen is German, but
speaks English like a native, is a photographer
and has a business background. Marzahl has
radio, print and wire experience and Levitin has
a background in magazines. Sumi Somaskanda,
a U.S. native who specialises in video, joined
the group at the beginning of this year.
Other than the five partners, ARA is currently
working with more than 20 journalists, but
adds new people often, Bhatti said.

News stories offered to English-language
publications by Associated Reporters Abroad.

causing the demand for freelancers to
skyrocket. Journalist Jabeen Bhatti, who began
freelancing in Berlin a few years ago, saw her
workload increase as newspapers struggled to
continue covering news even as their reporters
were being sent elsewhere or laid off.

“Major papers that used to have several bureaux
suddenly just had one person in Europe. Also,
freelancers started to get overloaded,” Bhatti
said. “Stories weren't getting done because of
lack of time, and at the same time, as a
freelancer, you never want to say 'no.'”
Requests from editors continued to increase,
and as Bhatti found herself trying to connect
editors with freelancers, she discovered she
couldn't find enough qualified reporters.

“At one point, a friend of mine who is a
technical editor ended up covering a major
event for a British newspaper and came to me
for Journalism 101 in an hour. I thought,
'there's got to be something we can do.' I spoke
to a friend in [Washington] D.C. and it
reminded me of what it was like to be on a
team,” she said. “I thought, 'maybe we could
do this in an organised fashion.'”
Bringing the newsroom model to the foreign
correspondent seemed like just the way to
better connect editors with qualified
journalists, and so the idea of Associated
Reporters Abroad was born.

ARA officially launched in October 2009, and
is currently focused on working with
newspapers in English-speaking countries.
“We have to find out who is interested, and
then we'll move on to the rest of the world,”
she said. “It's been a lot of work, and we
understand it's going to take time. We
promised ourselves very early on – we'll grow
slowly and not bite off more than we can
chew. We'll grow slowly, but well.”

Editors can contact ARA to assign a story to a
freelancer, and once the freelancer has covered
the story, ARA editors send the edited version
back to the publication. It saves editors the
time of searching for a quality freelancer, and
helps freelancers manage their workloads. At
the same time, the assigning publication can
work directly with the journalist while also
receiving clean copy.
Freelancers also pitch stories to ARA, which
helps shop story ideas around to different
media outlets. ARA tells journalists that “'we'll
try to sell it for you,' but we won't pay you
until” it's sold, she said. “The people that have
been applying and that I'm choosing are
experienced correspondents. Our credibility is
on the line, and I'm not interested in people
just out of school. If you just arrived in
Romania, for example, how will you identify a
story? Our correspondents have been
freelancers for awhile.”
Bhatti said the rates ARA charges for articles,
photos and video aren't locked in, and most
publications already have rates for freelancers,
which ARA tends to work with.
“This really depends on the news outlet. We
don't have rates on our Web site because it
depends on the newspaper,” she said, but
pointed out that quick spot reporting that can
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be done in a day is obviously cheaper than a
longer piece that takes more research.

Rates for photos and video are pretty standard
as well, she said. ARA keeps 15 percent if the
story is pitched by the reporter, and 20 percent
if it is assigned by a news outlet to the reporter.

“We do editing and fact checking. It's the big
reason to go through us – we will fact check it.
Things like Jayson Blair don't happen,” Bhatti
said. “At the end of the day, if we get a
horrible story, then we do it. We deliver no
matter what.”
Even though newspapers are being forced to
downsize, that doesn't mean the outside world
is any less important. “The wires are great for
what they do, but they don't offer that many
feature or news analysis stories. They're
written in a very wire way, and magazines
don't like them at all. Newspapers want to be
able to tailor the story to themselves. We're the
middle way between having your own
correspondent and having wires.”
Currently, ARA correspondents are spread out
cross Europe, with a few more in the Middle
East and northern Africa, and possibilities
opening up in Asia and Latin America. A
weekly e-mail of story pitches began in
January 2010, and news outlets can sign up at
ARA's Web site to be on the mailing list, and
also view the list directly on the site.

“This is a globalised world. For people to
survive in that, they have to understand the
rest of the world too. We're not a charity, but
there's a certain mission behind this,” Bhatti
said. “We hope with creativity, a sound
business model, partnerships and idealism we
hope we can solve this problem.”

GLOBALPOST.COM
Boston, United States
www.globalpost.com

Global news startup GlobalPost.com reported
a US$1 million revenues in 2009, and expects
to make US$3 million in 2010. The foreign
reporting service employs more than 70
journalists in 50 countries for about US$1,000
per month. The journalists are required to file
one story minimum per week. President Philip
Balboni projects profitability in 2012.
GlobalPost launched in January 2009, by cofounders Balboni; and editor Charles Sennott
have built the company on three business
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models: Advertising; a membership scheme,
called Passport; and content syndication.

GlobalPost investors and supporters include
Liberty Mutual Insurance Company, Bank of
America, Siemens, Merrill Lynch, Tufts
University, Singapore Airlines, Dana Farber
Cancer Institute and Boston law firm Butter
McClennen & Fish. Its advertising agencies
include Digitas, Starcom Worldwide, Hill
Holliday, MEC Global, PHD and Digital Root.

In an effort to reduce the cost of foreign
correspondents, which is prohibitive for smaller
media companies, several newspaper companies
are subscribing to GlobalPost’s foreign
correspondent services and syndications,
including the Washington Post, The Tribune
Company, New York Daily News, Newark Star
Ledger, Pittsburgh Post-Gazette, South China
Morning Post, Cambodia Daily, CBS News,
CBS Radio and the Australian Associated Press.

At a Nieman event at Harvard University in
October 2009, Balboni said Passport had about
500 paying members and he expected
thousands in 2010. Members pay $50 to $104
a year.
Balboni said the site has seen nearly 3 million
visitors since its January launch, and estimated
that the site would have 600,000 uniques per
month by the end of this 2009, and perhaps
two to four million uniques by the end of
2010. About 75 percent of the visitors come
from the United States and Canada, while the
remaining 25 percent comes from more than
200 countries. The growing unique usership
will help the site become more attractive to
advertisers and agencies.

While it was a rough year, Balboni told SFN
that costs were under budget by 12 percent in
2009, which offset the under-budget
performance for advertising, due to the
economy. That said, advertising started to pick
up in the last quarter of 2009, including some
national and international brands advertising
on the site, which bodes well for 2010, he said.
Balboni said that the syndication business
came closest to achieving budget, with the
addition of 25 TV, radio and website affiliates
around the world.
“Membership is a more complicated story, but
remains one that we are passionate and bullish
about for the future. We are doing some new
and exciting things in 2010 in our membership
development. Stay tuned.”
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Microlocal: The New Hyperlocal
EVERYBLOCK
Chicago, United States
www.everyblock.com

EveryBlock founder Adrian Holovaty
launched the Web site chicagocrime.org,
which included a page for each block in
Chicago, in 2005. The side project was created
just for fun, but in 2006, Holovaty won a
US$1.1 million, two-year grant from the
Knight Foundation's Knight News Challenge,
which funds ideas that further journalism, and
officially launched EveryBlock.com in 2007.
EveryBlock organises and displays public data
and records according to location, down to the
city block.

Fast forward to 2010. The grant period has
ended, and the site's code is now open source.
MSNBC.com bought EveryBlock in August
2009, and in January 2010, the site announced
the release of Notify Your Neighbors, a service
that allows people to share updates on what is
happening in their neighbourhoods and on
their blocks via a free application for the
iPhone and iPod Touch. Holovaty described
the new feature as an “old-school discussion
board combined with sophisticated geographic
focus.”
EveryBlock has become a top example
publishers use to describe the concept of
“hyperlocal,” but for Holovaty, the term is
overused and pretty meaningless:

“As with the term 'Web 2.0,' I've given up on
defining it. Over the years, I've seen the term
used to refer to Web sites that cover a metro
area by organise their content by specific town
or neighbourhood, Web sites that focus on a
single city or neighbourhood intensely and

Web sites that focus on a particular part of a
metro area. It appears 'hyperlocal' means
'city/county-level or deeper' – but wouldn't the
term 'local' work there just as well?” he wrote.

At EveryBlock, the word 'hyperlocal' isn't used
to refer to the site. Instead, Holovaty and his
team prefer the term 'microlocal.'
“Micro implies intense focus, incredibly small
scale and rich depth – all of which describe
EveryBlock's general take on things. Best of
all, people I've talked to seem to understand
the term implicitly, as isn't the case with the
much more vague 'hyperlocal.'”

As a microlocal Web site, “our goal is to
publish anything and everything that's relevant
a the neighbourhood level or deeper,” Holovaty
said. “One problem we try to avoid is posting
too much coverage of things that happen to be
in your neighbourhood but are of general
interest more than they are of interest to the
people in the neighbourhood. For example, if
you live next to a famous jazz club attended by
people from all over the city, you probably
don't care about what's happening there any
more than the jazz aficionado who lives 20
miles away and travels into town for music.”
Over the past several years, information online
has become more and more available, and
from many more sources – everyone from
bloggers to government agencies. In the near
future, this trend will only continue. “And the
more local information, the more of a need to
organise it,” he said.
For reporters, EveryBlock can be a very
helpful tool. For publishers interested in
offering a service similar to EveryBlock on
their site, Holovaty has one piece of advice:
“Hire developers!”

The general reaction from newspapers has
been “intense interest. Newspaper people tend
to grasp the EveryBlock idea immediately.”

Not-for-profit

As American newspapers' main revenue
sources continued a precipitous decline, top
leaders from news foundations convened in
New York City in April 2008 to discuss how
not-for-profits could contribute to the funding
of American journalism. Three dozen media
foundation luminaries gathered for a day to
discuss the possibilities in a forum sponsored
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by the Annenberg School for Communications
at the University of Southern California, and
the Joan Shorenstein Center for Press, Politics
and Public Policy at Harvard University.

The questions on the table were, would
philanthropic foundations' donations stem the
American news business’ fast decline? If so,
how? While participants said these foundations
are not the cure-all, a variety of ideas to help
alleviate the symptoms came forth, including
the development of new journalism arms of
non-governmental organisations, collaborations
between foundations and news organisations,
university investment in news businesses and
seed money for new news ventures, according
to the “Philanthropic Foundations: Growing
Funders of the News” report produced after
the meeting, published in July 2009.
In the last half of the 20th Century,
newspapers around the world experienced
unprecedented profit margins, mainly due to
two factors:

• A shrinking field of competitors vying for
advertising revenue
• A strong market share in the No. 1 or No. 2
spot compared with other media

However, the dawn of the 21st Century
reversed those two trends, mainly with the
growth of digital media, and the competition
they represent for advertising revenues and
consumer usage. Prior to the middle of last
century, a multitude of newspapers with a
variety of target audiences were published,
ostensibly by publishers who had a passion for
whatever the political or religious affiliation
they espoused. The enormous profitability
emerged as many of these newspapers closed,
and fewer media companies were vying for
advertising revenues.
Fast forward to 2010, and media enterprises
are quickly proliferating, and market share for
advertising spend is fragmenting. Meanwhile,
advertising revenue is dropping in the face of
harsh economic conditions. In many
newspaper companies, runaway spending and
unanticipated, lightning-fast market decline
have fueled a crippling debt crisis that has
caused several media companies to declare
bankruptcy or make outrageously onerous
bailout loan deals.

The crumbling infrastructure has sent media
companies scrambling for answers on how to
pay for journalism. Among the most promising
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foundation initiatives to fund journalism,
according to the report, are:

• The Center for Investigative Reporting will
establish a California-based arm with US$2.4
million in foundation grant money to fund a
staff of 10 to produce investigative reporting.

• The Kaiser Family Foundation of California
recently launched its Kaiser Health Service
project, aimed at filling a growing void of
national health coverage.
• Voice of San Diego, has established science
and environmental reporting positions, partly
through foundation grants.

• The Knight Foundation has given $24
million in grants to fund dozens of local news
Web sites
• The Huffington Post Investigative Fund
received $1.75 million in grant money to
launch its investigative reporting unit.

• The international Human Rights Watch,
which produces reports about human rights
violations in 80 countries, has been given a
grant to translate long, dry content into snappy
text and video journalism.

• Participants discussed how multi-billion
endowments would go a long way to fund
journalism in segments, for example, a $2
billion endowment might yield a $100 million
per year budget, the amount reportedly needed
to run American TV programme NewsHour.
The Associated Press’ Tom Curley reckons that
it would take the annual yield from a $6 billion
endowment to run AP’s core operations.

CROWD-FUNDING: SPOT.US
San Francisco, United States
www.spot.us

Crowd-funding journalism initiative Spot.Us is
producing journalism funded by donations
from the public. In 2008, the San Franciscobased site won the John S. and James L.
Knight Foundation's Knight News Challenge,
which gave Spot.Us founder David Cohn a
US$340,000 two-year grant.
Using small amounts of money from a large
number of people, which has become known
as crowd-funding, has been aimed at
encouraging journalism done for a community
to be funded by that community. Rather than
using a traditional revenue model, like
subscriptions or advertising to support
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“Travel expenses were paid in part by readers
of Spot.Us, a nonprofit Web project that
supports freelance journalists.”
In order to raise money for a story, a pitch for
the story is posted on the Spot.Us Web site,
and members of the public can then donate to
that story. Publishers can also donate, and if
they pay 50 percent of the amount needed,
they gain first-publishing rights; if they pay for
all of it, they get exclusive rights to the story,
according to PANPA.

CROSS-MEDIA ADVERTISING AND
GAMBLING REVENUES

journalism, crowd-funding is seen as relying
more on individual readers, who also submit
tips and story ideas that they would like to
read about. All stories are written by registered
freelance journalists.
However, if a proposal does not receive
enough funding, it does not become a story,
which critics say does a disservice to
important journalism that may cover
unpopular or uncomfortable subject matter.
Proponents say it's more democratic, and the
stories that are created will be well-received
by readers.

The Creative Commons system allows Spot.Us
content to be freely used by news
organisations, as long as they attribute the
work to its original author.
“When I talk with people in traditional news
organisations, they like the idea,” Cohn told
the Pacific Area Newspaper Publishers'
Association. He said that thanks to the
Creative Commons system, which allows users
to release content from certain aspects of
copyright while maintaining others through a
range of licenses, Spot.Us “can be a little bit of
an Associated Press in a sense.”
In November 2009, the first Spot.Us story to
be featured in The New York Times was
published. More than 100 donors contributed
$10,000 to fund the report, in which reporter
Lindsay Hoshaw covered a story about
pollution in the Pacific Ocean. Hoshaw was
able to spend a month aboard the boat featured
in the article, the Alguita, and did research on
her story about the Great Pacific Garbage
Patch, a gyre of waste floating in the central
North Pacific Ocean roughly twice the size of
Texas, and the effect the toxins are having on
marine life. Below the article, a note states:

• Cross-media advertising represents a
powerful new revenue stream. Mega-media
house IMPRESA in Portugal, with a combined
portfolio of TV, radio, newspapers, magazines,
mobile and Web operations, developed a
clever and profitable answer to the
plummeting real estate market, amid the
economic crisis. They created a multimedia
campaign with TV, Web and newspaper
advertising to give away an apartment. The
results: €320,000 profit from paid-for calls
and texts in the contest. The campaign was so
successful, they will repeat again in both
Lisbon and the Algarve, Portugal’s holiday
destination.

• The Metro in London, the most circulated
free newspaper in the world, has had success
with online gaming, having earned more than
£600,000 with four gambling games in 2009:
Arcade, Casino, Poker and Bingo. Metro
partners with “white label” European gaming
company St. Minver, www.stminverltd.com,
and payments from consumer go directly to
credit and debit cards. Other St. Minver clients
include Yahoo! UK and Ireland, and the Daily
Mail in London.

POYNTER INSTITUTE AND SCOTT TRUST:
A HISTORY OF FINANCING JOURNALISM

Another model explored was the not-for-profit
foundation running the for-profit newspaper
company. Such are the models for both the St.
Petersburg Times in Florida, United States,
owned by the Poynter Institute training centre
and think tank for journalism. A similar model
has long been executed at the United
Kingdom’s Guardian and Observer
newspapers, owned by the Scott Trust.
In both cases, profits from the newspapers are
used by the not-for-profits to fund
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philanthropic endeavours, such as training and
underwriting of new journalism initiatives.
The for-profit media company continues to
pay taxes on its revenues, but the not-for-profit
foundation or trust acts as a shelter and allows
the media company to be independent.
The Poynter Institute was created to keep the
St. Petersburg Times financially independent,
locally owned newspaper. While the Poynter
Institute has owned the Times since 1977, its
leadership is still open to developing new
models to fit in with the needs of the era.

“Here’s a hypothetical,” said Paul Tash,
editor, chairman and CEO of the St.
Petersburg Times, at the Harvard meeting.
“What if we gave to Poynter some part of our
Web operation, and made that as an R&D
project. A journalistic lab. Even gave some
support to it from the St. Petersburg Times.
Then Poynter might attract some
philanthropic support for it. That, perhaps,
could be a model.”

The Scott Trust in the United Kingdom is
another example of a not-for-profit institution
funding a for-profit newspaper. The SFN
Team interviewed Larry Elliott, trustee of the
Scott Trust, about how the Guardian and
Observer are financed by the trust.
Most newspapers in the United Kingdom are
owned by a proprietor and traded on the stock
exchange. The Scott Trust owns the Guardian
Media Group, with a variety of multiple media
in its portfolio, including the Guardian, the
Observer, digital arm Guardian Unlimited,
Auto Trader and a variety of local newspapers
and radio stations. While the trust owns GMG,
it does not micromanage or interfere in the
business operations, Elliott said.
“The Guardian was owned by the Scott
family for a long time. In 1936, Scott’s son
died and the brother became the sole owner
and was faced with high taxes. He couldn’t
have survived, so he put all his shares into a
trust so it was guaranteed it couldn’t be taken
over,” Elliott said.

“All of the proceeds (from the business units)
make sure the Guardian survives in
perpetuity,” he said. “The papers don’t have
to make a profit, but the group as a whole
makes enough so that there is a stream of
revenue, enough to uphold its publishing in
the liberal tradition.”
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According to Scott Trust documents, the core
purpose of the Scott Trust is to secure the
financial and editorial independence of the
Guardian in perpetuity: as a quality national
newspaper without party affiliation;
remaining faithful to its liberal.”
And the purpose of the GMG “is to provide
the revenue to make that happen,” he said,
explaining that the Guardian is “effectively
subsidised, so the Trust essentially milks the
rest of the group.”
However, there is a limit as to how much
profit can be made and how much the
Guardian can be subsidised, because of the
losses from the recession. It is not a blank
check, but it is protected from the ferocious
pressures, Elliot said.

“I think the model is primarily advantageous,
because we are a relatively small company,
compared to News Corp.,” he said. “It’s
obviously very tough time for newspapers,
with structural and cyclical pressures, but it
doesn’t mean that we are not obliged to make
a profit for shareholders. We don’t have to
make an instant profit; our structure enables
us to chart our course for the next 10 years.”
Tash remarked that Poynter Institute’s
structure is hard to duplicate, because it
requires the publisher owner to give up the
reins of the institution to a not-for-profit
organisation. Several media companies have
inquired with Tash about how to duplicate
Poynter’s success, but ultimately get hung up
on ceding control of their company.
The Poynter Institute, while slightly different
in structure than the Scott Trust, is similar in
approach and mindset. “This is a tough time
in the economy and in Florida,” Tash said.
“We will get through it, and will thrive, one
reason we are able to navigate this difficult
stretch is the structure we have – principles,
independent and private. We are built for
rough weather.”
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4. New Business Models
for News Project
The City University of New York Graduate
School of Journalism Center for Journalistic
Innovation, through major foundation support,
has developed new models for the news
business, substantiated by data projections. The
project is led by Jeff Jarvis, associate professor
at the school and director of the interactive
programme. The project was funded by the
Knight and McCormick Foundations. The
Aspen Institute and MacArthur Foundation
funded conferences associated with the project.
The project is predicated on the assumption
that there is a market demand for quality
journalism and watch-dogging the
government, and that the market will find a
way to meet that demand.

“The question so many are asking is how. We
will attempt to answer that by projecting the
future of news in a metropolitan area,
concentrating on four perspectives —
hyperlocal, the new news organisation,
publicly supported journalism, and the
framework to support this new news economy
as a whole,” according to Jarvis’ overview
statement about the project.

Jarvis gave the SFN project permission to
reprint the key messages of the project results,
as encouraged by the project’s funders. More
detailed projections, presentations, videos,
budgets, calculations and revenue ideas can be
found on the project’s Web site,
newsinnovation.com.

The Initiative’s Assumptions

The project’s model market is a hypothetical top
25 metro area in the United States, where the
sole daily newspaper has ceased publication.
“In short: We are asking what will fill the void.
We posit that no single company or product
will do that. Instead, an ecosystem made up of
many players operating under many models
and motives will emerge. In all cases, we are
agnostic as to who owns and operates these
entities: legacy or new companies, large or
small.”
The project examines the following viable
revenue models:
• The optimal hyperlocal (town or
neighborhood) blog or site. The analysis
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details how to maximise revenue on hyperlocal
sites, whether they are run by sole proprietors,
larger startups, or established media
companies. The analysis includes helping sites
provide the best and most valuable service to
local advertisers; establishing local networks
of fellow hyperlocal sites to increase sales and
revenue opportunities; larger metro-wide
networks and exploring other revenue
opportunities, such as paid models and
commerce. We will look at what these sites
need to succeed, such as networks, promotion
by aggregators and technology.

• The new news organisation. Even after a
market loses its daily paper, there is still an
opportunity for a new news organisation to be
reconstituted around key journalistic roles
serving the metro area, according to the project.
The analysis includes the projected scale of
such an enterprise: its audience and revenue
yielding its resources and functions, including
reporting, aggregation/curation, the organisation
of the broader community and its news efforts.
Other questions examined are how many
employees can a profitable, journalism-centred
business support, and the employees’ roles.

Revenue and Hyperlocal Blog Framework
Overall Metrowide market
Total # of adults 18+ (metrowide)
% of these who are online users
Total of adults 18+/Online (metrowide)
Submarkets
Coverage area - Large blog (Population = 60k)
% of total living in large population (population = 60k)
Total # of people living in large submarkets
# of areas with population = 60k/total area
Coverage area - Medium blog (population = 35k)
% of total living in large population (population = 35k)
Total # of people living in large submarkets
# of areas with population = 35k/total area
Coverage area - Large blog (population = 20k)
% of total living in large population (population = 20k)
Total # of people living in large submarkets
# of areas with population = 20k/total area
Unique visitors & page views
Large hyperlocal blog
% of these who are large blog users
Begining UV
Ending UV
Page views/user/Mo.
Total monthly PVs - Large hyperlocal blog (all blogs)
Total monthly PVs/Large blog
Medium hyperlocal blog
% of these who are large blog users
Begining UV
Ending UV
Page views/user/Mo.
Total monthly PVs - Medium hyperlocal blog (all blogs)
Total monthly PVs/Medium blog
Small hyperlocal blog
% of these who are large blog users
Begining UV
Ending UV
Page views/user/Mo.
Total monthly PVs - Small hyperlocal blog (all blogs)
Total monthly PVs/Small blog
Source: City University of New York, New Business Models for News, 2009
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Year 1

Year 2

Year 3

5,000,000
80%
4,000000

5,000,000
80%
4,000000

5,000,000
80%
4,000000

54%
2,700,000
45

54%
2,700,000
45

54%
2,700,000
45

36%
1,800,000
52

36%
1,800,000
52

36%
1,800,000
52

10%
500,000
33

10%
500,000
33

10%
500,000
33

35%
–
945,000
12
11,340,000
252,000

49%
–
1,323,000
12
15,875,000
317,520

50%
–
1,620,000
12
19,440,000
388,800

35%
–
630,000
12
7,560,000
145,385

49%
–
882,000
12
10,584,000
235,200

50%
–
1,080,000
12
12,960,000
288,000

35%
–
175,000
12
2,100,000
63,636

49%
–
245,000
12
2,940,000
89,091

60%
–
300,000
12
3,600,000
109,091
© WAN-IFRA 2010
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• Publicly supported journalism. While the
analysis is predicated on the opinion that any
one foundation, government or public
contribution will not rescue an existing news
operation, publicly supported journalism from
individuals, foundations and companies can
play a role in a new news ecosystem. “This
could take the form of a local ProPublica or of
crowdsourced funding through a platform such
as Spot.US or of an expansion of public
broadcasting’s role. The key question we will
answer is what level of support will likely be
available — projecting from current efforts
locally — and what those resources could
provide,” according to the project’s overview.

New Business Models

The CUNY team has created original business
models for a Hyperlocal Website, a New News
organisation and the Ecosystem Framework. In
addition, they have developed a model for a

Not-for-Profit news organisation that is based
on an assumed level of community and
foundation support in a Top-25 metro area.

To view and analyze all the models, go to
newsinnovation.com/models. The models have
been openly published and are freely available
for use by anyone. The spreadsheets can be
copied and customized by inserting different
values and assumptions.
The following models reflect a convergence of
two key interrelated parts of the new news
ecosystem: the Hyperlocal Blog and the
Framework, or sales and support structure that
serves the cumulative, underlying network of
local sites.

The Hyperlocal Blog by its definition serves
small markets, not the five million population
city used in the project. The sample metro
market was divided into many smaller markets
of 20,000, 35,000 and 60,000 in order to
formulate smaller targeted blog audiences.

Medium Hyperlocal Blog: Expense Assumptions
Local banner ads rev share
Framework rev share
Total rev share local banner ads
Ad network rev share & commission
Local ad network rev share & commission
Commission – Bloggers
% sold by large & medium bloggers
Framework rev share
Total rev share + commissions
Metro ad network rev share & commission
Commission – New news organisation
% sold by new news organisation
Framework rev share
Total rev share + commissions
National ad network rev share & commission
Commission – Framework
% sold by framework
Framework rev share
Total rev share + commissions
Annual growth rates
Product development costs
Travel/Miscellanous
Marketind and promotion
Technology costs
Rent & utilities
Capex per Employee
Rent
Square footage/person
Cost/square footage
Source: City University of New York, New Business Models for News, 2009

Year 1

Year 2

Year 3

15%
15%

15%
15%

15%
15%

20%
100%
20%
40%

20%
100%
20%
40%

20%
100%
20%
40%

20%
100%
15%
35%

20%
100%
15%
35%

20%
100%
15%
35%

20%
100%
20%
40%

20%
100%
20%
40%

20%
100%
20%
40%

10%
50%
35%
n/a
10%
$500

10%
50%
35%
25%
10%
$500

10%
50%
35%
25%
10%
$500

100
$–

100
$8

100
$8
© WAN-IFRA 2010

69

FEBRUARY 2010 SHAPING THE FUTURE OF THE NEWSPAPER

New News Organisation: Expense and Income
Expenses
Main Web site
B to C services
SMS alerts
Special/Themed issues
Events
Local coupon service
Donation system for watchdog journalism
Twitter coupons
Listing sales of local businesses
Tickets for local events/Entertainment
Local Web sites for targeted markets/Communities
Series of iPhone apps
Local shopping comparison app
Subtotal
B to B services
Listing sales from local businesses
Events
Marketplace
Site builder
Training in sales & marketing for local businesses
Online subscription to weekly e-newsletters
Businesses for sale and funding
E-mail campaign service
Subtotal
Total
Expense/revenue margin

Year 1
$4,587,500

Year 2
$5,380,900

Year 3
$6,203,706

$5,000
$258,800
$130,000
$8,000
$2,000
$0
$0
$0
$0
$0
$0
$403,800

$0
$254,300
$186,000
$3,000
$0
$0
$69,388
$5,000
$1,135,541
$35,000
$0
$1,688,229

$0
$254,810
$219,320
$3,000
$0
$0
$66,675
$0
$2,743,617
$10,000
$0
$3,297,422

$103,495
$223,000
$215,000
$0
$0
$0
$0
$0
$541,495
$5,532,795
112%

$169,145
$284,000
$168,100
$0
$196,450
$41,000
$0
$0
$858,695
$7,927,824
70%

$241,948
$347,270
$171,262
$0
$174,850
$54,000
$0
$0
$989,330
$10,490,458
52%

Operating income (EBDITA)
Operating income margin
Cumulative EBDITA
Investing income
Capital expense
Earnings before taxes
Income taxes @40%
Earnings
Net margin

$(581,269)
-12%

$3,424,192
30%
$2,842,923
$–
$70,500
$3,424,192
$1,369,677
$2,054,515
18%

$9,811,404
48%
$12,654,327
$–
$81,000
$9,811,404
$3,924,562
$5,886,842
29%

Source: City University of New York, New Business Models for News, 2009

HYPERLOCAL REVENUE POTENTIAL

Project leaders at CUNY used this logic to
develop their theory that hyperlocal blogs
could be moneymakers for journalism
organisations. Accompanying this theory are
two charts outlining the revenue and user
framework for the revenue model, in addition
to a breakout of the expense assumptions for a
medium-sized hyperlocal blog.

“Today, there are hyperlocal blogs operating in
towns and neighborhoods across America.
Many are run by former professional
journalists or new entrepreneurs with no
business - and certainly no sales - experience.
They aim to cover their neighborhoods and
many are doing good work, serving and
70

$–
$60,000
$(581,269)
$(232,508)
$(348,761)
-7%

© WAN-IFRA 2010

attracting substantial audiences. If it can be
shown that such businesses will support
journalism and journalists, will more join their
ranks to serve more towns? If we demonstrate
that a hyperlocal blog in a town could generate
$100,000 to $300,000 or more a year in
revenue, would this motivate laid-off reporters
and journalism students to start them and serve
more towns and topics?
How could their businesses be optimized?
What if they could sell advertising that serves
local merchants better - including helping
these businesses with their presence on the
web and on Google and Yelp? What if they
could sell advertising serving local merchants
in neighboring towns and sites? What if they
were able to get a piece of the regional
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New News Organisation: Income Statement
Revenues
Advertising
Online ad revenues
Sales commissions on metrowide ad network sales
Subtotal
B to C services
SMS alerts
Special/Themed issues
Events
Local coupon service
Donation system for watchdog journalism
Twitter coupons
Listing sales of local businesses
Tickets for local events/Entertainment
Local Web sites for targeted markets/Communities
Series of iPhone apps
Local shopping comparison app
Subtotal
B to B services
Listing sales from local businesses
Events
Marketplace
Site builder
Training in sales & marketing for local businesses
Online subscription to weekly e-newsletters
Businesses for sale and funding
E-mail campaign service
Subtotal
Total

Year 1

Year 2

Year 3

$1,988,495
$260,718
$2,249,213

$5,787,423
$744,867
$6,532,290

$9,972,956
$1,691,192
$11,664,148

$17,753
$416,000
$165,000
$75,000
$25,200
$7,316
$0
$0
$0
$0
$0
$706,269

$49,708
$416,000
$275,000
$75,000
$29,400
$29,263
$177,530
$33,833
$843,531
$49,750
$0
$1,979016

$195,866
$416,000
$330,000
$75,000
$36,400
$109,737
$397,979
$35,525
$3,560,479
$74,625
$0
$5,131,611

(1)
(1)
(1)
(1)
(1)
(1)
(2)
(2)
(2)
(2)
(3)

$928,400
$742,500
$325,145
$0
$0
$0
$0
$0
$1,996,045
$4,951,526

$1,108,400
$990,000
$358,309
$0
$264,000
$120,000
$0
$0
$2,840,709
$11,352,016

$1,198,400
$1,237,500
$410,203
$0
$480,000
$180,000
$0
$0
$3,506,103
$20,301,862

(1)
(1)
(1)
(4)
(2)
(2)
(5)
(5)

Notes

Notes: (1) Year 1 launch, (2) Year 2 launch, (3) High cost of data collection, (4) Don’t do due to strong competition, (5) Not included in this model.
Source: City University of New York, New Business Models for News, 2009
© WAN-IFRA 2010

advertising pie that will be redivided when the
paper leaves? What if they could get a share of
other revenue streams, such as ecommerce?
Finally, what if these hyperlocal journalists
didn't have to sell? What if the ecosystem
supported independent business people - call
them citizen sales forces – able to serve a new
population of local merchants and bring value
to these hyperlocal bloggers, enabling them to
concentrate on serving their communities?
These are the questions we are asking.”

NEW NEWS ORGANISATION

Another facet to the New Revenues for News
project was to reimagine the news organisation
as it has stood for decades. Here are the
parameters CUNY researchers developed for
the new news organisation. Accompanying this
revenue model is a three-year income
projection statement for the new news
organisation, including the variety of revenue
streams that could be part of the new news
organisation.

“When we at CUNY held a conference in new
business models for news in October 2009,
members of the group charged with
reimagining the newsroom started their
discussion not with the size of the current
newsroom, imagining how to save its existing
structure. Instead, they forecast plausible
revenue for a metro-wide news service and
then estimated how much staff it couldsupport:
about 30 people. Recently, we spoke with the
editor of a metro paper who said that of the
300 people in his newsroom, about 50
produced original journalism (versus print
production and commodity content).

We are not suggesting that 30 people can do
the work of 300 - even with efficiencies
brought by the internet - and we emphasize
that these 30 must work with networks of
hundreds, possibly thousands more in the
community. In effect, these 30 professional
journalists would organize and train networks
of independent journalists and citizens to cover
key aspects of community life, from education,
71
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Not-for-Profit Organisation: Membership Projections
Revenues
Gross revenues
Foundation support
Membership support
Advertising & corporate sponsorship
Fundraising events
E-Commerce
Revenue before operating expenses
Expenses
SG & A
Salaries
Membership expense
Insurance
Rent
legal & accounting fees
Fundraising
Events
Web site development
Travel
Miscellaneous expenses
Total expenses
Operating income
Expense/Revenue margin
Operating income margin
Investing income
Capital expenses
Earnings before income and taxes
Income tax expense (@40%)
Earnings
Net margin
Source: City University of New York, New Business Models for News, 2009

housing, and sports to government, business,
and crime. They would also aggregate and
curate coverage of the community from other
sources and possibly link to state, national, and
international coverage of news relevant to the
metro area. In any case, we envision a new,
metro-wide news organisation that operates at
a smaller scale and wethen ask how large its
audience and revenue could be.

NOT-FOR-PROFIT NEWS ORGANISATION

The CUNY project also developed a scenario
for a Not-for-Profit news organisation that is
based on an assumed level of community and
foundation support in a Top-25 metro area in
the United States with five million inhabitants.
The main sources of income would be
primarily advertising, supplemented by a
growing percentage of revenue coming from
membership fees and foundation support.
The accompanying charts show revenue and
expense projections for such a not-for-profit
72

Year 1

Year 2

Year 3

$1,369,010
$750,000
$278,178
$248,832
$50,000
$42,000
$1,369,010

$2,139,338
$1,000,000
$389,450
$641,088
$50,000
$58,800
$2,139,338

$2,843,493
$750,000
$556,357
$1,403,136
$50,000
$84,000
$2,843,493

$1,025,400
$27,818
$2,100
$48,000
$10,000
$12,500
$25,000
$150,000
$2,800
$3,660
$1,307,278
$61,733
95%
4.51%
$–
$105,000
$61,733
$24,693
$37,040
2.71%

$1,543,784
$38,945
$2,415
$52,800
$11,000
$12,500
$25,000
$150,000
$2,940
$3,843
$1,843,227
$296,111
86%
13.84%
$–
$–
$296,111
$118,444
$177,666
8.30%

$2,111,371
$55,636
$2,777
$58,080
$12,100
$12,500
$25,000
$150,000
$3,087
$4,035
$2,434,586
$408,907
86%
14.38%
$–
$–
$408,907
$163,563
$245,344
8.63%
© WAN-IFRA 2010

organisation, plus detailed revenue
assumptions for the first three years of the
organisation's existence. While the charts only
show projections for advertising, membership
and foundation revenue, the report also offers
a variety of ideas for revenue making for any
news organisation at
newsinnovation.com/models, including:
• Coupons
• Sponsor posts
• Video advertising
• Ad networks
• E-commerce
• Paid content
• Lists and databases
• Mobile
• Niche websites
• Donations
• Special reports
• Events and conferencing
• Syndication
• News cafes
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Not-for-Profit Organisation: Assumptions
Market assumption
Overall metrowide market
Total # of adults 18+ (metrowide)
% of these who are online users
Total # of adults 18+/Online (metrowide)
Revenue assumptions
Unique visitor & page view
% of these who are non-profit news users
Begining UV
Ending UV
Page views/user/Mo.
Total monthly PVs
Advertising and corporate sponsorship
Total # of ads units per page
Total impression (all ad types)
Sell through rate (overall)
Average CPM
Banner ads and sponsorships (effective CPM)
Contextual ads (Google, e.g.)
# of ads per page
CPC
CTR
Average monthly ad revenue (banner ads & sponsorships)
Average monthly ad revenue (contextual)
Total monthly ad revenue (banner + contextual)
Total annual ad revenue
Foundation support
Total # of foundations providing support
Average grant size
Total foundation support
Membership support
% of unique visitors who become members
Total # of donors
% of members donating at individual levels
$35
$50
$175
$375
$750
$1,500
$2,500
$5,000
$10,000
$25,000
Total annual membership revenues/level
Total # of members at individual levels
$35
$50
$175
$375
$750
$1,500
$2,500
$5,000
$10,000
$25,000
Total annual membership revenues
$35
$50
$175
$375
$750
$1,500
$2,500
$5,000
$10,000
$25,000
Total annual membership revenues
Source: City University of New York, New Business Models for News, 2009

Year 1

Year 2

Year 3

5,000,000
80%
4,000,000

5,000,000
80%
4,000,000

5,000,000
80%
4,000,000

5%
–
200,000
3
600,000

7%
–
280,000
5
1,400,000

10%
–
400,000
7
2,800,000

6
3,600,000
45%

6
8,400,000
50%

6
16,800,000
55%

$12.00

$12.00

$12.00

3
$0.20
0.36%
$19,440.00
$1,296.00
$20,736.00
$248,832

3
$0.20
0.36%
$50,400.00
$3,024.00
$53,424.00
$641,088

3
$0.20
0.36%
$110,880.00
$6,048.00
$116,928.00
$1,403,136

1
$750,000
$750,000

2
$500,000
$1,000,000

3
$250,000
$750,000

0.35%
700

0.35%
980

0.35%
1,400

8%
43%
35%
7%
3%
2%
0%
1%
0%
1%

8%
43%
35%
7%
3%
2%
0%
1%
0%
1%

8%
43%
35%
7%
3%
2%
0%
1%
0%
1%

56
304
243
46
21
14
3
6
2
4

49
426
340
64
29
19
5
9
2
6

113
609
486
92
42
28
7
12
3
9

$1,973
$15,223
$42,503
$17,240
$15,613
$20,818
$8,674
$30,359
$17,348
$108,426
$278,178

$2,763
$21,312
$59,504
$24,136
$21,859
$29,145
$12,144
$42,503
$24,287
$151,797
$389,450

$3,947
$30,446
$85,006
$34,480
$31,227
$41,636
$17,348
$60,719
$34,696
$216,853
$556,357
© WAN-IFRA 2010
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“What could this new news organisation’s
product and service be and how could it
relateto the ecosystem? It must provide
original and unique reporting. It also needs to
workcollaboratively with the community – the
ecosystem – and so it may organize
thosepeople and even train them. It will curate
the best of the ecosystem and the world to add
value. It likely will not only produce articles
but will reveal its process in blogs,
aggregators, wikis, Twitter and RSS feeds,
email, podcasts, and new tools yet to be
invented – so working in this organisation will
require new media skills.

What will it take to support such a staff - how
much audience, market penetration, traffic,
advertising, and other revenue? (We assume
this new news organisation will be a for-profit
enterprise; it need not be, but we believe this is
the higher bar to pass to demonstrate the
sustainability of such journalism.) What roles
would the journalists in this new newsroom
perform: reporting, community-organizing,
curating, vetting, training? To be efficient, the
staff must reduce production tasks –
technology will help them and they should
specialize and not replicate commodity content
available a link away.

“It is our hope that this news organisation –
and the hyperlocal sites working with it – will
be motivated and supported to provide the
beat, watchdog, and investigative journalism
their community needs, not only because it's
necessary but also because such work brings
them value: attention, distribution via the
conversation, branding, Googlejuice, audience,
and ultimately profit. Note well that this work
can come not only from each organisation
individually but from networks of
organisations working together, collaborating
and crowdsourcing journalistic effort.”

74
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5. Government Funding
and Subsidies
Government funding and subsidies are the
norm for some countries, an experiment in
other places, and almost flat-out rejected by
others. Culture plays a significant role in how
people view government help – to some, a tax
break is going too far, while to others,
subsidies are expected.

James Moroney, publisher and CEO of the
Dallas Morning News, speaking on behalf of
newspaper publishers, asked a Senate
Commerce subcommittee in May 2009 to
give newspapers a limited antitrust exemption
so they could “jointly experiment with
innovative content distribution and costsaving arrangements.” Moroney argued that
newspapers must act as a group to impose
new payments for online content if their
efforts are to be successful. Without joint
action, readers will simply turn to other
online information.
Rupert Murdoch, on the other hand, in
December 2009 wrote in a Wall Street Journal
editorial that government assistance to
newspapers would be an even bigger threat to
survival than new technology.

“The prospect of the U.S. government
becoming directly involved in commercial
journalism ought to be chilling for anyone who
cares about freedom of speech,” Murdoch
wrote. “It is precisely because newspapers
make profits and do not depend on the
government for their livelihood that they have
the resources and wherewithal to hold the
government accountable.”

United States

The global newspaper industry is suffering from
a decline, and the U.S. market is one of the
most seriously hit, as ad revenues have
experienced a great recession, print readership
has dropped as consumers switch to the Web for
free information and debt loads have hurt many
companies so badly that one after another has
filed for bankruptcy over the past couple of
years, according to the Congressional Research
Service report “The U.S. Newspaper Industry in
Transition,” written by Suzanne M. Kirchhoff.
Since 2007, eight major U.S. newspaper
chains have filed for bankruptcy protection,
including Tribune Co., Philadelphia

75
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Weekday Print Newspaper Readership, U.S.
%
70
60
50

Percentage of total adults
Percentage of men
Percentage of women
62.2
60.6
58.8
58.6
58.2
57.5
56.9
56.8
55.5
55.4
55.2
55.1
54.3
54.1
53.4
52.8 54.1
52.3
51.7
51.5 52.8
51.3
51.0
50.2 51.6
49.2 49.9
47.6 48.4
45.9

40
30
20
10
0
1998

1999

2000

2001

2002

2003

2004

2005

2006

Source: Scarborough Research Top 50 Market Report 1998-2007, prepared by Newspaper Association of America

Newspapers LLC, Sun-Times Media Group,
Star Tribune Holdings Co., MediaNews Group
and Journal-Register Co. Several large metro
dailies have also closed down, and many have
laid off staff, reduced salaries, shrunk the size
of the printed paper or even shut down print
operations and began publishing online only.

2007

© WAN-IFRA 2009

1998-2007. In 1998, 58.6 percent of total adults
read a print newspaper on a weekday. By 2007,
that percentage had dropped to 48.4 percent.
In 1998, 62.2 percent of men and 55.2 percent
of women in the United States read a weekday
paper. The figures were both down to 51
percent, and 45.9 percent in 2007, respectively.
During the six months ending in March 2009,
most of the top 20 U.S newspapers
experienced a year-over-year print circulation
drop. Seven of them even marked a double-

READERSHIP AND CIRCULATION

The overall daily print newspaper readership in
the United States is declining, according to the
Scarborough Research Top 50 Market Report

Top 20 U.S. Newspapers: Print Circulation
Circulation
2,500,000

Daily print circulation
0.61
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U.S. Newspaper Web Site Readership
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digit decline, according to Nielsen Online and
Editor & Publisher.
The Wall Street Journal is the only one
reporting a gain in print circulation, even
though it’s just a slight 0.61 percent.

Meanwhile, most of the top U.S. newspapers
saw their online readership numbers jump in
April 2009, compared to the same period one
year before. The Wall Street Journal Online,
NJ.com, and MiamiHerald.com were the
biggest gainers, with more than 100 percent
year-over-year growth. Twelve other
newspaper Web sites also marked a doubledigit growth, according to Nielsen Online.

ADVERTISING

In terms of adverting revenues, Internet ads
started to take off in the United States in 2003,
while print ads began to recess. According to
the Newspaper Association of America, total
newspaper advertising revenues, including
print and online, reached US$37.8 billion in
2008, down from $49.4 billion in 2003.
In 2008, $34.7 billion of the revenues came
from print, while $3 billion came from the
Web, which had increased from just $1.2
billion back in 2004.
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The Internet is no doubt the area with the most
growth, seeing increases in both readership
and advertising. Unfortunately, publishers still
cannot find a widely agreed-upon new
business model – if there is one – as print
readership declines further hurt subscription
and advertising revenues, all while growth
online cannot yet compensate for print losses.
Newspapers rely on advertising for about 80
percent of revenues, but only less than 10
percent of newspaper company ad revenues in
the United States are contributed by the Web,
according to the congressional report.
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NEWSPAPER BAILOUT?

As financial problems intensify, there is a
growing concern that the newspaper industry's
downturn will impact civic and social life.

The number of newspaper reporters covering
state capitols and city halls is going down,
while the number of states with papers
covering Congress fulltime has also declined,
from a recent peak of 35 in 1985 to 23 in 2009.
The debate over “whether the problems the
newspaper industry faces pose a public policy
issue that is worth federal action have begun in
the Congress. Ms. Kirchhoff pointed out that
the congressional response may depend on the
causes of the crisis: 'If the causes are related to
significant technological shifts (the Internet,
smart phones and electronic readers) or
societal changes that are disruptive to
established business models and means of
news dissemination, the policy options may be
quite limited, especially if new models of
reporting (and, equally important, advertising)
are beginning to emerge. If, on the other hand,
the current crisis is related to the struggle of
some major newspapers to survive the current
recession, possible policy options to ensure the
continuing availability of in-depth local and
national news coverage by newspapers might
include providing tax breaks, relaxing antitrust
policy, tightening copyright law, providing
general support for the practice of journalism
by increasing funding for the Corporation for
Public Broadcasting (CPB) or similar public
programs, or helping newspapers reorganize as
non-profit organisations.'”
On the other hand, others see the industry
decline as a natural and necessary transition for
new models. According to the survey “Stop the
Presses? Many Americans Wouldn’t Care a Lot
if Local Papers Folded,” conducted by The Pew
Research Center for the People & the Press,
only 43 percent of those surveyed said losing
their local newspaper would hurt civic life in
their community “a lot.” Another poll by Sacred
Heart University also showed that as few as 20
percent of Americans would not oppose a taxfunded bailout of U.S. newspapers.

ACTIONS TAKEN

Congress has begun discussion on this topic,
but the debate has not gone beyond the hearing
stage yet.
In April 2009, the House Judiciary Subcommittee
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on Courts and Competition Policy held a hearing,
seeking the possibility of changing antitrust
law in order to allow for more collaboration
and mergers in the newspaper industry.
Expressing concern over the quality and
credibility of unpaid information, U.S.
President Barack Obama showed modest
support for a bailout in an interview in the fall
of 2009.

Meanwhile, according to The Hill's Blog
Briefing Room, Sen. Ben Cardin, a Democrat
from Maryland, has introduced S. 673, the socalled “Newspaper Revitalization Act,” a bill
that would give news organisations tax deals if
restructured as 501(c)(3) corporations. The bill
has attracted one cosponsor, another Maryland
Senator, Barbara Mikulski, also a Democrat.
In May 2009, some newspaper publishers
asked the Senate to temporarily relax antitrust
laws so publishers could together set a new
online pricing policy and change tax laws to
allow media companies to write off past
losses, according to the Congressional report.

However, there is still no consensus. The
Newspaper Guild, one of the main unions in the
industry, argues that newspaper chains have
used mergers to undermine existing contracts.
Some newspaper publishers have also shown
their opposing stance. They think it would bar
newspapers from endorsing candidates or
expressing certain partisan political opinions
in order to keep the non-profit status.

Newspaper Association of America President
John Sturm also told a committee hearing of
the U.S. House of Representatives on “The
Future of Newspapers” that “The newspaper
industry is not seeking a financial 'bailout' or
any other kind of special subsidy. We don't
believe direct government financial assistance
is appropriate for an industry whose core
mission is news gathering, analysis and
dissemination.”

Government Subsidies to U.S.
Newspapers Declining

In the United States, government assistance
through subsidies and tax breaks have been in
place since 1792. But the long-running thread
of government assistance has begun to
unravel, and newspapers have been losing that
support over the past 40 years, according to a
study by the University of Southern California.
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The debate throughout U.S. media over
whether government subsidies are essential to
newspapers' survival, as well as how much
assistance they can accept – if any – and still
be independent, is ongoing. However, the
study, conducted by Geoffrey Cowan, dean
emeritus of the USC Annenberg School, and
David Westphal, USC Annenberg School
executive in residence and former Washington
editor for McClatchy Newspapers, points out
what many may not know: in today's dollars,
government support for newspapers and
magazines has fallen drastically.

SUBSIDIES

The largest government reductions have come
from the decreased level of postal subsidies for
news, which have been cut by more than 80
percent in the past 40 years, Cowan wrote in
the study's introduction.

“Thanks to the visionary leadership of George
Washington and James Madison, mailing costs
were heavily subsidised by the government for the
first 180 years of our nation’s history – from the
Postal Act of 1792 to the Postal Reorganisation
Act of 1970. In 1970, the Postal Service
subsidised 75 percent of the cost of periodical
mailings. Today, the subsidy has fallen to just 11
percent. In today’s dollars, that’s a decline
from nearly $2 billion in 1970 to $288 million
today. Magazines that would still be profitable
under the arrangement established by our founders
are now closing at a precipitous rate,” he stated.
Slated for cuts are public and legal notices,
which government agencies are looking to
save on costs by running notices online, rather
than in print. These are two areas that have
been an important revenue source for U.S.
papers throughout the country's history,
providing hundreds of millions of dollars to
weeklies, dailies and national newspapers.

“While lobbyists and lawyers for some media
companies are trying to block these changes, a
day of reckoning is clearly on the horizon. The
loss in revenue will be substantial,” according
to Cowan.

TAX BREAKS

Tax breaks created to help news outlets are part
of the federal tax code in most states, which
together add up to hundreds of millions of
dollars in lost tax revenues for the government.
“For example, the federal tax code has
provisions for the special treatment of

Westphal and Cowen's
suggestions
for creating a fair system in which
government can better support
the production of news and information
1. The government should find ways to make sure
that reporters, news organisations and other content
creators are paid for work that might otherwise be
used without permission or compensation (which is
one reason why the founders provided for copyright
laws in the Constitution).
2. Most government funding should be indirect,
rather than direct (as it is through the Corporation for
Public Broadcasting and through participating public
radio and television stations).
3. Where possible government funding should be
distributed according to a formula rather than as a
direct subsidy for particular news outlets (as is the
case with tax breaks and postal subsidies).
4. The government can play an important role by
investing in technology and other innovations, as it
did when it supported research on transistors, on
satellite technology and on the Internet.

publishers’ circulation expenditures as well as
special rules for magazine returns. Those two
sections of the code account for a loss of $150
million in taxes – or a subsidy of $150 million
for the industry. Tax breaks at the state level,
including favorable treatment of newsprint and
ink, amount to at least $750 million. The actual
amount is probably much higher because many
states don’t report separate data for publishers.
How long those preferences will persist is
anyone’s guess,” Cowan wrote.

Denmark

In the past 10 years, total revenue has only
exceeded the value of distribution subsidies
once, in 2005, said Ebbe Dal, managing
director of the Danish Newspaper Publishers'
Association.
“There are profitable newspaper houses in
Denmark, but seldom at a level that would be
accepted in a conventional limited industrial
company,” he said.
However, with the exception of Mecom
Group-owned Berlingske Newspapers and
Bonnier-owned Børsen, “the majority of
newspapers being owned by foundations or
hundreds of small more or less idealistic
shareholders try to make money to be able to
produce newspapers and not the opposite.”

Being not-for-profit has its risks, namely being
vulnerable in bad times, and “maybe a less
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vigorous concentration of running lean,” Dal
explained.
In a poor economic climate, like the one the
world has been experiencing over the past
year, Danish newspapers are well-funded, if
not profitable.

“It is a very important advantage for liquidity
that 90 percent of the Danish circulation is prepaid three, six or even 12 months in advance,”
Dal said.
Newspapers in Denmark do not pay valueadded taxes, and receive distribution subsidies
totalling €50 million per year, as well as €2
million to support newspapers in crisis, he said.

Lisbeth Knudsen, chief editor of Berlingske
Tidende, said distribution subsidies are the
largest direct newspaper subsidy, and are paid
to most daily and paid-for weekly newspapers.

“The distributions subsidy is divided into two,
a daily and a weekly scheme, but the rules are
essentially the same. The level of subsidy, paid
to the newspaper, is determined by the number
of subscribers. The maximum number of
subscribers that a newspaper gets subsidies for
is 7.2 million annually,” she said.
Knudsen said subsidies in no way make
newspapers in Denmark less competitive.
Most newspapers have been run by publishers
and financed with trust money, with the
exception of Berlingske Media and Bonnier.
“We have over 30 newspapers for a population
of 5.4 [million], all in all. Therefore you need
to be very competitive and drive high quality
newspapers at the same time.”
Being exempt from Denmark's VAT, an indirect
subsidy, is a significant value for Danish
newspapers, according to some analyses, she
said. The Danish VAT is 25 percent, which has
a value of more than DKK 1 billion (€134.3
million) – that's 2.5 times the value of the
direct subsidies, Knudsen pointed out.
Transformation subsidies, which support
newspapers in crisis, are relatively small,
compared to distribution subsidies. The fund
was established when the country's subsidies
system was changed, she said. In the past,
Danish newspapers were not subsidised
directly, as subsidies were paid to distribution
companies, which in turn charged newspapers
below-cost distribution services.
Camilla Struckmann, of JP/Politikens Hus,
agreed that distribution subsidies have not
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weakened competition among newspapers. In
2008, JP/ Politikens Hus received DKK 45
million (€6.04 million) in distribution
subsidies, which amounted to 3 percent of the
group's total production and distribution costs.

Lars Munch, CEO of Jyllands Posten/Politiken
said the newspaper industry in Denmark could
not be classified as not-for-profit; however,
newspapers do receive two types of subsidies.

“We certainly do not have a not-for-profit
atmosphere, but tough competition has put the
profit under pressure. As a matter of fact, I
believe you would find it hard to find other
countries with lower advertising rates or with
more titles per capita. Competition is driven by
survival!” he said.
Newspapers also receive lower rates for
telephone and postal charges, as well as
government payments for agency
advertisements and printing the results of the
national lottery, according to Press Reference.
The government also makes yearly
contributions to the Financial Institution of the
Daily Press, which makes low-interest loans
available.

In Nordic countries, Sweden and Norway
“have tended to take a stronger welfare
orientation, employing direct subsidies in
addition to a range of fiscal advantages.
Denmark, Iceland and Finland have used
direct subsidies to a lesser degree in their
efforts to half newspaper mortality,” according
to Robert Picard's 2007 report “Subsidies for
Newspapers: Can the Nordic Model Remain
Viable?”
Danish newspapers and government are
discussing the possibility of changing the
distribution subsidy system once the global
financial crisis is over, Knudsen said.

“The president subsidy system functions well
in Denmark, but has a long tradition and
background and we have learned to live with
its downfalls,” Struckmann said. “The present
subsidy system contributes to consolidate and
cement the existing media structure. This is
positive because it maintains diversity in
content and media accessibility, but also has a
number of negative consequences, since the
incitement to innovate is reduced and because
the access to established new companies in the
market without an historic anchor to one of the
existing suppliers is hampered.”
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Conclusion
Newspapers are no longer just printed papers –
they are multimedia, growth businesses. And
as such, revenue possibilities are catching up
with the many ways to distribute content.
Newspapers are choosing and implementing
new, multiple revenue streams to support their
multimedia businesses, monetizing content on
multiple platforms while continuing to
innovate and build on revenue streams already
in place.
The worst of the global economic downturn
and advertising recession is believed to be
over, and newspapers are dusting themselves
off, changing cost structures to fit current and
future needs and working even harder to grow
content and revenues.

In mid-2009, a Moody's senior analyst in New
York noted the U.S. newspaper industry's cost
structures were “distorted,” a description that
can be applied to newspapers' situations in
many other countries. Just 14 cents on the
dollar were spent on editorial content, while 16
cents were spent on advertising and marketing.
The most money, 70 cents on the dollar on
average, was spent on paper, printing,

distribution and corporate functions. Basically,
too much is spent on printing and distribution,
and not enough is spent on what readers are
actually looking for – the content, Stephen
Quinn wrote in Chapter 1. Newspapers need to
look at all platforms, instead of focusing just
on print.

“Journalism will thrive when media companies
free themselves of the shackles and mindset of
print, and focus on online, wireless,
interactivity and whatever new platforms
emerge for digital delivery. Tomorrow’s
journalism will appear on a variety of
platforms designed to reach as many people as
possible at all times of the day,” he stated.

Digital Revenue Streams

In the last months of 2009 and first months of
2010, newspapers all over the world began
launching their mobile strategies – the next
step into the next digital frontier.

Some newspapers, like The Guardian, have
launched a paid mobile application. The
Guardian's app costs £2.39, and within the first
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couple of weeks after its launch, it had
received almost 69,000 downloads.

Other newspapers companies, like Daily Mail
& General Trust, are launching free apps that
are supported by ads, aiming for wider longterm downloads.

Newspapers that look at what their users want
and find a way to offer it to them are also
planting the seeds for long-term revenue
growth.

Singapore Press Holdings came up with an
idea for the Singapore market that would only
work there, and only for SPH. In 2008, SPH
launched Rednano.sg, a local search and
directory offering that rivals Google, and gives
users searching for anything related to
Singapore local context, which means
increased relevance. Not only does search give
SPH traffic to monetize, it also gives the
company a deeper understanding of users, said
Paul Jansen, CEO of SPH search.

New Content Models

Newspapers have cut costs for the past several
years, and because of this, have had to come
up with more efficient ways to cover the news.
Most newspapers are focusing on what is most
important to them, and makes them most
unique, and have looked outside their office
walls for help on what they can't afford to
cover themselves anymore.
Outside help is coming in the form of start-ups
like Associated Reporters Abroad, based in
Berlin, which aims to bring the newsroom
model to foreign correspondents and
freelancers, lending stability and credibility to
the exchange between news outlets and
freelancers. Newspapers can be assured that
the story they want is being covered and done
right, and journalists are given the added
insurance of having a story edited before
sending it to a newspaper, as well as having
someone help them shop their story ideas
around to different news outlets.
GlobalPost, a news startup that is looking to
reduce the cost of foreign correspondents, is
helping smaller media companies gain the
coverage they want and can afford. This is
being done using three business models:
advertising, a membership scheme called
passport and content syndication. The
company also has investors and supporters
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which include Liberty Mutual Insurance
company, Siemens and Bank of America. By
October 2009, Passport had about 500 paying
members, and the firm reported US$1 million
in revenues for 2009.

Another content model many newspapers are
investing in that of hyperlocal. Newspapers
have been a step ahead in the hyperlocal game
for hundreds of years – they know their areas
best, and the kind of content they can provide
cannot be offered by any wire service or
search engine.

EveryBlock.com, which organises and
displays public data and records according to
location, down to the city block, is an example
of what newspapers are looking to do, and
unique content they can offer readers. And for
reporters, EveryBlock can be a very useful
tool.
When talking to newspapers about
EveryBlock, Adrian Holovaty, the site's
founder, said he always gets “intense interest.
Newspaper people tend to grasp the
EveryBlock idea immediately.”

And More

The global economic crisis pushed newspapers
to try things they normally never would have,
which has set the stage for current survival and
future growth. Some newspapers are trying
non-profit models, others are testing
foundation initiatives, government aid,
publicly supported models and more.
Every newspaper is different, and each is
finding the best set of revenue streams and
content models for its location and readers.
Finding a way to give the audience what it
wants, and monetize those offerings is a
completely different picture for everyone, and
the newspapers that are successful now and in
the future will choose their businesses wisely,
and work hard to implement them quickly and
correctly.
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