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Introduction
By
Xavier Vidal-Folch

Throughout the 20th Century, from the birth of radio to the nascent days of

the World Wide Web, commentators frequently declared the newspaper a dying medium. With
every prediction, however, the newspaper industry proved more than resilient, recording some
of its most profitable years towards the end of that century.
The first decade of the 21st Century has witnessed similar predictions. But in those ten years,
newspapers, primarily in the West, have seen their resilience fade. Shifting consumer patterns accompanied by advertising droughts and circulation declines have brewed the perfect
storm, one that escalated in 2008 as the global recession grew. Now, in 2009 as some of the
industry’s most prestigious titles close, it is safe to say that the Western newspaper industry
faces a substantial crisis.
Fortunately, journalism, the core of every newspaper’s function, is stronger than ever. Newsrooms everywhere should thrive in the opportunities presented by digital technologies and
the Internet. Never before could journalists report news immediately as it breaks, combine so
many distinct storytelling platforms, or engage so directly with their audience. Never before
could journalists so easily interact with so many others in their profession, learning new skills
and benefiting from the ideas of their colleagues.
It is exactly these skills and ideas that the World Editors Forum (WEF) researches, analyzes
and shares with newsroom executives around the world. Additionally, WEF is exactly what
its name describes; a forum where newsroom executives join to discuss the most prominent
issues and solve the most pressing problems in newsroom management and journalism.
Trends in Newsrooms 2009 is just a starting point. This report contains a wealth of best practices
both those that have already proved successful and those extraordinary projects undergoing
testing. With the ideas in this report, such as live streaming Web coverage and comprehensive
local databases, newsroom executives and journalists around the world are making huge
advances in journalism, establishing themselves on solid ground for what, in 2009, appears
to be an uncertain future for the medium that traditionally distributes their work.
The World Editors Forum will continue to seek the best that newsrooms have to offer and
share them with you. We encourage you to contribute to our research by interacting with us
through the Editors Weblog (www.editorsweblog.org), our daily online publication covering
the monumental changes affecting the newspaper industry. By joining the conversation with
newsroom executives around the world, we will ensure that the journalism at the heart of
our profession flourishes through even the most difficult times.
Xavier Vidal-Folch
WEF President
Deputy Director, El Pais
Spain
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Report’s Sources
and Copyright Issues

Many thanks to all of our Editors Weblog sources that have helped make this report possible. The goal of The Editors Weblog, an
online publication of the World Editors Forum, is to summarize the main ideas of press-related articles and to facilitate direct
access to them. We never reprint complete articles and we respect international copyright rules by only quoting excerpts from
and properly sourcing related articles.

Our main online sources are : 47news.jp (Japan) • AdAge.com (USA) • Aftenposten (Norway) • Aftonbladet (Sweden) • Agence France
Presse (France) • Agencyfaqs (India) • Al Jazeera (Qatar) • Allafrica.com (USA) • American Journalism Review (USA) • American
Press Institute (USA) • An Nahar (Lebanon) • Answers.com (USA) • AOL Money & Finance (USA) • Apple Daily (Taiwan) • Arab News
(Saudia Arabia) • Arab Press Network (France) • Associated Press (USA) • Association of Online Publishers (UK) • Backfence (USA)
• Bakotopia/Bakersfield Californian (USA) • Baristanet.com (USA) • Bayosphere (USA) • BBC News (UK) • Bild (Germany) • Boston
Globe (USA) • Boston Herald (USA) • Brand Republic (UK) • Broadcasting & Cable (USA) • Business Week (USA) • Buzz Machine /
Jeff Jarvis (USA) • Canada.com (Canada) • CB News (France) • CBS Marketwatch (USA) • Center for Citizen Media (USA) • China
Daily (China) • CityTools (USA) • ClickZ (USA) • Clubic.com (France) • Cnet.com (USA) • CNN Money (USA) • CNN News (USA)
• Columbia Journalism Review (USA) • Commonwealth Press Union (UK) • Corante (USA) • Corriere della Sera (Italy) • Courrier
International (France) • Crowdsourcing blog (USA) • Cyberjournalist.net (USA) • Daily Star (Lebanon) • Daily Times (Nigeria) • DailyMe
(USA) • Dan Gillmor’s weblog (USA) • del.icio.us (USA) • Der Spiegel (Germany) • Der Standard (Austria) • Die Welt (Germany) •
digg.com (USA) • Digital Deliverance (USA) • DMEurope (The Netherlands) • Dotjournalism.co.uk (UK) • Editor & Publisher (USA) •
El Commercio (Peru) • El Mercurio (Chile) • El Mundo (Spain) • El Pais (Spain) • eMarketer (USA) • European Journalism Centre
(The Netherlands) • Facebook (USA) • Fakt (Poland) • Financial Times Deutschland (Germany) • Finanz Nachrichten (Germany) •
First Draft with Tim Porter (USA) • Flickr (USA) • Follow the Media (Switzerland) • Forbes (USA) • Future of the newspaper (France) •
Gaceta de Prensa (Spain) • Gannett (USA) • Global Voices (USA) • Google Blog Search (USA) • Gazeta Wyborcza (Poland) • Google
News (USA) • High Plains Messenger (USA) • Holdthefrontpage (UK) • IFEX (Canada) • IFRA newsletter (Germany) • I Want Media
(USA) • Info Periodistas (Spain) • Inform.com (USA) • Instapundit (USA) • International Herald Tribune (USA / France) • Internetnews.
com • Editors Weblog (www.editorsweblog.org) • JoongAng Daily (South Korea) • Japan Media Review (USA) • Japan Times (Japan)
• Joi Ito’s blog (Japan) • Journalism Hope (USA) • Kaleva (Finland) • Knight Center for Americas (USA) • Knight Foundation (USA) •
Komsomolskaya Pravda (Russia) • Korea Herald (South Korea) • La Voz de Galicia (Spain) • Lawrence Journal World (USA) • Le Monde
(France) • Lexdon Business Library (USA) • Libération (France) • Los Angeles Times (USA) • MacWorld (USA) • Mail & Guardian
(South Africa) • Marketwatch (USA) • Média Café (USA) • Media Life Magazine (USA) • Media Mob Blog (USA) • Mediabistro (USA)
• Media Channel (USA) • Media Culpa / Hans Kullin (Sweden) • MediaGuardian / The Guardian (UK) • MediaPost / MediaDailyNews
(USA) • Media-ratings (France) • Mediaweek (UK) • MediaBulletin (UK) • Metro (Norway) • Miami Herald (USA) • Micro Persuasion/
Steve Rubel (USA) • Mignon Media (France,USA) • Morningstar (USA) • MSNBC (USA) • MySpace (USA) • Naples News (USA) •
National Union of Journalists (UK) • New Assignment (USA) • New Haven Independent (USA) • NewsNow (UK) • New York Business
(USA) • New York Daily News (USA) • New York Observer (USA) • New York Post (USA) • New York Times (USA) • News Designer
(USA) • Newsnow (UK) • NewsOK (USA) • Newsosaur (USA) • Newspaper Association of America (USA) • Newspaper Innovation
(The Netherlands) • Newspapers and Technology (USA) • Newsplex / IFRA (Germany / USA) • Newsroom.de (Germany / Austria) •
NewsTrust (USA) • Newsvine (USA) • Newswatch (India) • Nieman Institute (USA) • NRC Next (The Netherlands) • NSK (Japan) •
NSK News Bulletin Online/Pressnet (Japan) • OhmyNews (South Korea) • Online Journalism Review (USA) • Paidcontent.org / Rafat
Ali (USA) • Periodistas21 / Juan Varela (Spain) • Personlich (Germany) • Philadelphia Inquirer (USA) • PJNet / Leonard Witt Poynter
Institute (USA) • Press Gazette (UK) • Presstime / NAA (USA) • Pressthink / Jay Rosen (USA) • Publicitas (Switzerland) • Publico
(Portugal) • / Puget Sound Business Journal (USA) • Raw Story (USA) • Red Herring (USA) • / Reporters sans Frontières (France)
• Reuters (UK) • Revver (USA) • Rocketboom (USA) • Sacramento Bee (USA) • SAFMA (Pakistan) • Salon (USA) • San Francisco
Chronicle (USA) • San Jose Mercury News (USA) • Scoopt (UK) • Seattle Times (USA) • Siliconvalley.com (USA) • Simon Waldman
(UK) • Slate (USA) • SmallTownPapers (USA) • Society for News Design (?) • Society of Editors (UK) • Spokane Spokesman Review
(USA) • Straits Times (Singapore) • Steve Yelvington (USA) • Sunday Herald (Scotland) • Sunday Times (South Africa) • Susan Mernit’s
Weblog (USA) • TechCrunch (USA) • The Age (Australia) • The Denver Post (USA) • The Economist (UK) • The Financial Times (UK)
• The Independent online (UK) • The Nation (Thailand) • The Observer (UK) • The Telegraph (UK) • Time magazine (USA) • Times
of India (India) • Times online / The Times (UK) • Topix.net (USA) • Vanity Fair (USA) • Villamedia (The Netherlands) • Vindicator
(USA) • Visualeditors.com (USA) • Wall Street Journal (USA) • Washington City Paper (USA) • Washington Post (USA) • Westword.
com (USA) • Wikinews (USA) • Wired (USA) • Woophy (The Netherlands) • World Advertising Research Center (UK) • World Association of Newspapers (France) • World Editors Forum (France) • Yahoo Finance (USA) • Yahoo News (USA) • Yomiuri Online (Japan) •
YourHub (USA) • YouTube (USA) • ZDNet (USA)
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Introduction
Bridging the river
The Washington
Post embraces
integration

The Guardian:
Boosting creativity
throuh newsroom
integration

The Wall Street
Journal:
A publisher’s
hands-on
integration

The Daily Telegraph:
Post-Integration,
experimenting with
the future

Kauppalehti:
Integrating within
the existing
newsroom layout

Newsroom Integration has been the key phrase on the lips of many editors

for the past few years, as they have sought to merge their print, online, and sometimes broadcast and radio operations, into a single and more efficient newsroom – both in the business
sense and editorially. But whereas in 2007, many questions remained as to the benefits and
challenges of integration, in 2008, a number of major newspapers began to integrate. In fact,
a few of the newspapers that were touted last year as successful models of non-integrated
newsrooms are now going through the integration process, including the UK Guardian and
the US Washington Post.
Five tips for integration:
1. Newsroom design – Moving into new premises is sometimes the best way to get staff
to adapt to an integrated structure. Even if you can’t do this, try to create a central hub and
shift desks around it to reflect your news stream.
2. Mapping out the integration process and developing a pilot program – Preparing for
the integration process is a key step. Gather editors, reporters and consultants to brainstorm
new workflows and newsroom organization. Set a timeline for the process and ideally, carry
out a pilot training program with real-life scenarios for staff prior to integration.
3. Training – Whether you use in-house staff or consultants, make sure you train all categories
of staff with both the theoretical and practical tools for multimedia journalism.
4. Constant communication – Constant communication is key. Make sure that the staff and
journalists have regular opportunities to exchange ideas with management and editors.
5. Choose the model that fits your newsroom – Following the four tips above won’t help
if your integrated model isn’t adapted to your newsroom’s needs. Decide how quickly changes
need to be made and which desks in the newsroom would most benefit from integration – and
which departments might not.

Different models of integration:
Strict Integration: One editor-in-chief supervises both print and online, as well as all other
distribution platforms.
Dual-overhead Integration: All journalists and editors are platform-agnostic, but there remain
two editors-in-chief for print and online, who usually sit beside one another.
‘Organic’ integration: Usually in the lead to a formal integration process, many newsrooms
begin by implementing a few cross-platform positions and mixing online and print producers,
to foster an integrated newsroom culture.
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Bridging the river – The Washington Post
embraces integration
The Washington Post in the United States
is the best example of a major national
newspaper that decided to integrate its print
and online operations, after long advocating the strengths of keeping two separate
newsrooms.
For many years, the Post’s print and online
newsrooms were located in separate buildings, and even in separate cities, on either
side of the Potomac River. Needless to say,
the regular drive for washingtonpost.com
former Executive Editor Jim Brady (who
left the Post at the end of 2008), from the
Web newsroom in Arlington, Virginia to the
print building in downtown Washington
D.C., to attend the print editorial meetings,
was only one of the inconveniences of the
non-integrated situation.
However, for a long time, Post and washingtonpost.com editors praised the effectiveness of non-integration and the specific
skills required by both Web and print. In
fact, the success of various washington-

post.com ventures and innovations can in
part be attributed to the relative managerial independence of the website since its
inception. For example, the idea for washingtonpost.com’s very popular Facebook
‘Political Compass’ widget, which polled
Facebook users and placed them on the
political spectrum, could not have originated
in a print environment.

Wapo.Com flying solo
Washingtonpost.com has often been praised
for its forward-thinking Web journalism. Take
its “interactive grocery store,” the central
feature of a Post series on obesity (http://
www.washingtonpost.com/wp-srv/health/
childhoodobesity/index.html) designed to
inform readers about making healthier food
choices. Or the Post’s special coverage for
the US 2008 Presidential Elections that
included reporters streaming live mobile
video from the Republican and Democratic
Conventions using an application provided by
Comet Technologies (www.cometview.com).

At the end of October, also for the elections,
the Post launched an online and interactive
map that brought together all aspects of the
presidential campaign. The “TimeSpace Election” gave users access to all of the coverage
on the election categorized by geography,
subject matter or date of publication.
Other Washington Post ventures, such as
its hyperlocal and community experiment
LoudounExtra.com, didn’t fare as well. Rob
Curley, LoudounExtra’s architect, said the
“biggest problems with LoudounExtra.com
were poor integration of the site with washingtonpost.com and not enough outreach
into the community.” Nonetheless, success
or failure, it was WPNI’s independent statute
from the Washington Post that allowed it
to widely experiment with Web-minded
journalism.
“I think it actually was really smart when ...
online was sort of new and a little bit scary
for a lot of people and we wanted to create
an environment where it could grow free

“But now, there is no doubt ...

photo Jean-Yves Chainon

the web is going to be
a significant part of our future”
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of the constraints of an organization like
the Washington Post,” said Post publisher
Katharine Weymouth to the Financial Times
in July 2008. “But now, there is no doubt
... the web is going to be a significant part
of our future.”

“two-touch” to becoming
less print-centric
In March 2008, Washington Post Executive
Editor Leonard Downie and Managing Editor Philip Bennett issued a memo to staff
announcing sweeping changes in the story
path, as well as in editorial and journalistic
workflows (see box).
In implementing these sweeping changes,
the Post latched on to a key idea of integration and multimedia journalism: to win in the
digital world, papers must be successful in
planning all the story components before a
word is written. Next they must decide which
dimensions of the story are best told with
video, graphic, photos, text, headline, list,
links, and then, what editorial form best fits
the subject: long-form narrative, chunky
text, online timeline, blog or micro-site or
special section.
As explained by online magazine Slate’s
media commentator, Jack Shafer, The Post’s
A-section pilot program made the switch
from the 20th century assembly-line editing
model to resemble a network. “Information,
which once marched in orderly lines from
sources to reporters to editors to mammoth
printing presses to fleets of delivery trucks
to readers, now caroms every which way
in a network,” wrote Shafer.
The Post’s two-touch rule sparked a few discussions as to the possibility of decreased
editorial quality. Managing Editor Bennett
dismissed this, claiming too many editing
hands can have the same effect. “The more
people who touch a story, the less authority and responsibility each take,” he said.
However, these changes in the number of
‘touches’ eventually had repercussions on
the number of staff.
Although the memo declined to speak explicitly of print-online integration, increased
collaboration and a move towards a less
print-centric organization were among the
main underlying messages.
“In the long run, changing the editing struc-

The drive from the Arlington office
across town to downtown Washington
was not the only inconvenience of a
non-integrated newsroom for Executive
Editor, Jim Brady and his team.
The popular Political Compass widget
on Facebook classifies readers as
liberal, moderate or conservative on the
political spectrum.

in depth

WAPO’S MODERNISED WORKFLOWS
• remove layers of editing: provide
more flexibility as to when stories are
published and by whom they are edited
• Create a truer alignment between
print and web articles: recognize that
deadlines for many pieces are defined
at the earliest moment which they
can be edited and published online
• strengthen collaboration among
editors: change how a story, graphic,
or photograph goes in the paper
• New assistant editors moved from
National and Foreign copy desks:
> begin earlier in the day
> move early copy to the web and for the
next day’s paper
> provide the first read on some stories
and the final edit on others
> compose working headlines
> collaborate with the News Desk to
assign stories to pages earlier than before
> copy edit projects and nonbreaking enterprise stories.
• a new night desk, comprised of the
National and Foreign copy desks:
> receives breaking news
> writes or refines headlines and captions,
> proofs
> edits fewer columns since more stories
receive final editing throughout the day.
• New copy ﬂows:
> shifting editing of feature stories, non-

breaking enterprise pieces and projects to
daylight hours
> assistant editors and assignment editors
work together to ensure that non-breaking
enterprise stories are edited by early
afternoon
> deadlines for non-breaking foreign
stories from bureaus across the world no
longer due at 18h00 Washington time
• Earlier decisions:
> end the practice of assigning and laying
out every page
> night deadlines
> The News Desk assigns early pages
shortly after noon to accommodate edited
pieces
> A1 decision-making hastened by
selecting at least one non-breaking story
by 3 p.m
> A1 features and enterprise stories
planned days in advance,
• Fewer “touches”: some stories handled
under a “two touch” rule
> 2 editors see copy instead of 6
• New tools for assignment editors:
> collaborating with assistant editors
allows greater schedule flexibility, avoids
bottlenecks and late edits on routine
stories
> advance the editing process by doing
more fact-checking
> composing working headlines (along
with assistant editors and reporters)
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ture of the newsroom means transforming
some long-held newsroom practices and
parts of our culture. Most importantly, it
calls on us to communicate even more
openly and directly with one another as
stories are assigned, reported and written,”
said the memo.

gLobaL trends

WASHINGTON POST’S “TWO-TOUCH” RULE
A-section news stories are now read by two editors whether they’re
assignment editors, assistant editors or night editors. The more complex
enterprise and major breaking news stories continue to have more reads.

As is generally the case, the evolution of
the Post’s attitude towards integration
also coincided with the appointment of a
new Executive Editor in July 2008, Marcus
Brauchli – who stepped down from his
role as editor of the Wall Street Journal,
another not-fully integrated but collaborative national title.
Literally days after Brauchli’s arrival, Brady
officially announced that the Post was now
paving the way towards the integration of
its newsrooms. If constant communication
is the key to successful integration and
changing staffers’ mindsets, as is often
claimed, having a managing editor with the
‘integrated’ vision in the first place is key.
“We have decided that having separate
newsrooms has reached the end,” said
Brady. “We have gotten as much out of it
as we can. We need to be in one building
so we can learn what the other does... No
decision has been made, but I think there is
an agreement that we need to be together
somewhere.”
In these tumultuous days for the American
newspaper industry, the Post’s decision to
integrate its print and Web staff coincided
with the departure of over 100 newsroom
staffers, out of the newsroom’s 700-plus
staffers eligible for the buyout plan. Although
it doesn’t seem that integration was meant
as a cost-cutting measure in the Post’s
case, the deteriorating economic situation
was undoubtedly factored in.
Although “People at the newspaper and
people at the website have pretty distinctive skills,” said Brady, “you have to look at
staffing like anywhere else.”

training for the
new newsroom
The Post’s etching move towards integration is perhaps best reflected in its gradual
implementation of video and multimedia
skills across the newsroom – both print

and Web. The Post’s video training program,
which took place in-house in the washingtonpost.com building, not only taught
print reporters how to produce multimedia
reports, but also gave them a chance to
familiarize themselves and further collaborate with their Web counterparts.
Print reporters come in for a hands-on,
personable, four-hour training session. But
more importantly, this short session should
be “the start of a conversation that lasts
several years.” said Chet Rhodes, Assistant
Managing Editor for News Video at washingtonpost.com.
During the training program, Rhodes also
reassures reporters, worried they’ll miss
out on traditional reporting because of the
demands of multimedia journalism: “If you
feel you’re going to miss something, don’t
do the video,” Rhodes tells reporters. Video
shouldn’t come in the way of text reporting:

Innovative applications like the Grocery
Store and Timespace: Election make
the website more interactive, not to
mention, interesting.

“Let them decide, give them the power.” As
of June 2008, 185 print journalists at The
Post had been trained to produce videos.
Integration and the advent of speedy, instantaneous online publishing can also bring
their share of editorial challenges in the
process. ”In the Internet age, the cycle is
constant and people don’t really have time
to reflect all day on a single story in the
newspaper,” said Brauchli.
Still, the Washington Post now surfs the
wave of integration, in its effort to become
“the best multimedia platform that we can
become, the best news organization delivering on any platform that readers want to read
us on,” said Post publisher Weymouth.
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THE GUARDIAN: BOOSTING CREATIVITY
THROUgH NEWSROOM INTEGRATION
In the United Kingdom, the Guardian is in the
process of integrating its print and online
operations after having moved in December
2008 to a new building near King’s Cross.
As in many other cases, including the Daily
Telegraph, The New York Times and the
Associated Press in the US, or Fairfax Media
in Australia, the move to a new building
designed and equipped to fit the requirements of a full-fledged multimedia operation was a key element of the integration
process. Guardian Deputy Editor and overall
head of news, business and sport Paul Johnson said that “we couldn’t make the big leap
until we moved to the new building.”
Previously, five different buildings housed the
Guardian’s 1400 staff, including around 850
journalists. The Guardian has now moved into
the new King’s Place development: a brand
new building also housing a concert hall,
which is, as Editor-in-Chief Alan Rusbridger
put it, “a thing of beauty.” Nearly all journalistic
staff are now sitting together on one floor.

Integration does not
mean imposing on staff
Just as for the Washington Post, the Guardian’s print and – especially – Web outlets
benefited for a long time from the relative
independence of the website and daily
newspaper. Its website, Guardian.co.uk,
regularly led UK newspaper sites in traffic
in 2006, 2007 and 2008 (although various
metrics suggested that the Daily Telegraph’s
had taken over at times). In 2006, online revenues soared 40% and the website became
profitable. In January 2009, the month of US
President Obama’s inauguration, Guardian.
co.uk’s traffic peaked at 29.8 million unique
visitors, according to ABCe. The Guardian
has also been very successful with its community platform, Comment is Free, which
was redesigned in June 2008.
All this was in large part due to the Web-specific team and continued investments in Web
staff (about 100 editorial staffers) and online
journalism, even after the dot-com crash –
thanks in part to the fact that the Guardian
Media Group (GNM) is owned by a non-profit
trust, putting less pressure on management
to secure high profit margins.

The new Guardian offices near King’s
Cross, London.

Paul Johnson (right), Deputy Editor
and overall head of news business and
sport.
Neil McIntosh (above), Head of Editorial
Development had his initial doubts
about print journalists being able to do
multimedia assignments as well.
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“Integration will unlock

the creativity of staff…”
But as Johnson explained, integration
seemed to be the clear path forward in
the present media landscape, in which the
Guardian is competing with not just the other
daily UK papers but also the BBC and The
New York Times, for example. “We need to
move towards 24 hour journalism and we
need to put more resources into the Web
operation,” he explained, adding that it was
necessary “to cut out duplication.”
In May 2008, the Guardian officially
announced that it would integrate its print
and online platforms for News, Business and
Sport journalism after the move to its new
premises. Journalists from those sections
now work for the company’s three platforms
(The Observer, daily Guardian and guardian.
co.uk) and produce text, audio and video.
However despite the integration, staff will
work hard to maintain the different voices of
the two papers and the website. According
to Johnson, “We recognize that a distinctiveness is necessary. We are not attempting
to bulldoze this into a flat surface.” The
Observer will retain eight dedicated journalists who will write for the Web but who will
focus on the Sunday paper, and under the
platform-neutral “heads of” there will be
separate section editors for each platform
within each subject area. Rusbridger told
Press Gazette in May that “The Guardian’s
push to integrate the teams of The Guardian,
The Observer and Guardian.co.uk will maintain the independence of all three platforms
and “unlock the creativity of staff.”

A collaborative process
Plans for integration took place over the
course of a year, from the time of the decision
to move into the new building. “It gave us time
to build upon the idea of platform-neutral and
how that would work,” Johnson explained.
Editor Alan Rusbridger wanted the process to
be collaborative, “the last thing we wanted to
do was impose a model from above.”
So a group of 111 journalists, plus more
management staff, were involved in developing ideas for integration which Johnson
described as “a bottom-up, consensual

process,” very different to that of the Daily
Telegraph, for example. One of the methods
used to spark ideas was inventing different story scenarios and making journalists
tackle them; from this it emerged that “we
didn’t necessarily have the right resources
in the right place at the right time and we
built around that,” Johnson explained.
“More than two dozen editors from across
the three platforms have worked together
to design the ways in which they want to
collaborate in the future. It’s very important
that desk editors themselves have taken the
lead,” said Rusbridger.

“Centralized but devolved”
Key to integration is the new integrated newsdesk which deals with both print and online.
“It’s a real hub,” Johnson commented, and
seats 19 people, including both web and
paper heads for national news, international
news, and business news. Nick Watt, Guardian chief political correspondent explained
how just the fact that these people are sitting
together makes a huge difference, as when
he is working on a story with the home news
editor and the business editor, he now only
has to call one number and the decision making process happens much faster. “You get
rid of the ‘us and them’ and it’s much more
collaborative and more efficient.”
‘Platform-neutral’ is one of the key terms of
the new newsroom: heads of national news,
international news, business and sport are
all described as ‘platform-neutral.’
Being in one building means greatly
improved communication, said Johnson,
“compared to being on four or five different
sites, you feel a lot closer.” A major communication point for the day is an open
door morning meeting. Following a small
meeting for senior staff in Rusbridger’s
office, anybody who wishes to come attend
a larger meeting, which is broadcast on
screens around the office. Incidentally, a
management consultancy firm hired to help
with integration recommended against the
word ‘meeting,’ so these gatherings are now
known as ‘checkpoints.’

The devolved aspect of the newsroom,
equally crucial to the integration process, is
the “pods” system. Print and online journalists have been grouped together by area of
specialization such as health, education, politics or media and technology, into so-called
pods, which can then publish autonomously
straight onto the website. The pods range in
size from 5 people to 28, and usually include
reporters, sub editors for the paper, site editors for online, and a head who is platform
neutral. Nick Watt explained that the political
journalists now all work in one pod and report
to Will Woodward, head of politics, who works
for all three platforms and decides which
stories to follow and where they will go.
This is a significant change from the traditional “funnel” structure of the newsroom
where all stories would go through a single
editor. “The jargon is now, I’m told, we’re a
‘matrix’ organization. That means you will
have to get used to the fact that you are
working for two people [a section head and
a head of news, business and sport],” said
Rusbridger. Nearly all of the pods are in the
main newsroom, a couple are on the floor
above and some members of the politics pod
are still based at the House of Commons.

Multimedia focus
This meant Guardian journalists would soon
be stepping onto the multimedia bandwagon,
despite initial concerns. “You couldn’t ask a
person who’s writing both for the Web and
print to also shoot video,” Neil McIntosh,
Head of Editorial Development at Guardian
Unlimited had previously said. On the other
hand, filing in audio clips and taking photographs was already quite common procedure,
especially for foreign correspondents who
were issued with digital cameras.
In March, the paper’s Managing Editor, Chris
Elliot, dismissed rumors that The Guardian
could cut old staffers in favor of staff with new
media skills. In fact, he announced that the
paper would be offering a voluntary multimedia training program to all 800 staff members.
The “digital awareness program” is a one-day
course that teaches basic skills and knowledge with video and audio equipment and
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discusses the principles of web publishing.
Though the Guardian was seeking journalists
with online skills in order to move into a more
hi-tech, integrated newsroom, they weren’t
“dumping” long-serving journalists who are
“willing to make the transition to online,” said
Elliot. Still, he admitted, “We’ve got a whole
range of people, particularly who are aged
60 and 65, who have made it clear that they
don’t want to take the journey or to move to
King’s Cross.”
And according to Johnson, the take-up of
multimedia training has been “extremely
good in terms of numbers.” Surprisingly, it
has not been just the younger staff who were
enthusiastic: “Some of the people who have
been the best exponents of different styles of
journalism have been some of the more experienced journalists and correspondents.”
The new building houses what Johnson
described as “a fantastic multimedia suite,”
with seven recording studios and 24 editing
desks. And he says that so far staff have
been showing a considerable “appetite
or video, picture galleries and interactive
graphics which are vitally important for us.”
The pictures desk is now fully integrated,
and most of the photographers and a lot of
the reporters are now trained in video. Video
production is being taken seriously: in 2008
the Guardian was the first newspaper to win
a Royal Television Society award.

no layoffs – not a cost
cutting exercise.
An extremely positive side to the Guardian’s
integration process is that unlike many other
integrating newsrooms, the merger of the
print and Web teams has not resulted in layoffs, as had been initially feared. There have
been some voluntary redundancies, but
total staff numbers have not been reduced.
Johnson explained that “we wanted to make
this change within budget, without cutting
our headcount.” The essential detail to grasp
is that it is about reallocation rather than
reduction: “What we have done is repositioned resources towards the web.”
“It’s not a cost-cutting exercise,” stressed
Johnson. Rather, the measures taken have
been to maintain “journalistic excellence, and
to free up some of the resources we have got
to focus on getting their work out there.”

gLobaL trends

GUARDIAN’S STRATEGIES IN THE LEAD TO INTEGRATION
In the lead to its moving to King’s Cross, the Guardian had already deployed a few
strategies across the newsroom to ease the integration of print and online journalists:
• Financial and foreign news are almost systematically published Web-ﬁrst
• Business journalists from print and online sit together, due to the necessarily reactive
nature of business news.
• Bridgeheads were put into place across the departments. An editor from print sits
with the online team for two weeks at a time
• Journalists were made to feel as if they “owned” the integration process.
• Over a 3-month period, groups of journalists gathered to brainstorm integration
• Journalists drew ﬂoor plans for new newsroom designs, most of which pointed
to specialist poles and departments, independently of a specific platform.

success so far?
Paul Johnson was very confident that integration is going well so far. The necessary
changes in mindset were largely made over
the year of preparation, particularly during
the two integration “dry runs” which were
implemented for the Olympics and the US
elections. He claimed that “people seem
to be embracing the changes and people
have been very positive about it across
the board.” One of the main reasons for
this, he explained, is that journalists love
to see their work published “in different
forms and in different ways.” After all, it is

exciting to file a story and see it appear on
the website almost immediately.
Here again, the fact that the Guardian’s
editor, Rusbridger, had a clear vision of the
deep changes needed to embrace the digital
future of news, was certainly essential in
helping change the newsroom’s mindsets.
“The newspaper column based on a column
of linotype, which is now 600-year-old technology, is so ingrained in people’s idea of
what a story is. A story has to be structured
as a line of type. But it’s about getting that
out of your mind so a story might actually
be shaped like a family tree.”
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The Wall sTReeT JoURnal:
a publisher’s hands-on integration
More than a year after Rupert Murdoch’s
News Corporation took over the Wall Street
Journal, amidst fears that he may be tightening his grip over the Journal’s editorial
independence, the paper has engaged in a
formal integration process. Although the Wall
Street Journal boasted one of the world’s first
print-online Continuous News Desks, more
than ten years ago, it had remained nonintegrated in the strict sense: there were two
separate print and online editors, journalists
were platform-based, and both teams were
located on different floors. While this process
of more organic integration may have worked
in the past, in 2008 the Wall Street Journal
engaged in more formal integration, under
the impetus of new Publisher and Managing
Editor Robert Thomson, a long-serving editor
for Murdoch.

gLobaL trends

HAS MURDOCH HINDERED’
THE JOURNAL’S EDITORIAL QUALITY?
Prior to News Corp.’s purchase of Dow Jones, many media analysts were worried
this would lead to decreased editorial independence for the Wall Street Journal.
According to the Pew Research Center’s Project for Excellence in Journalism,
the Journal’s company and industry news content has gone down from 30%
to 21% since Murdoch acquired the paper. The paper’s staple, “leders,” or
longer investigative pieces, have also been removed from the front page.
Yet the Journal has become America’s number two newspaper, behind
Gannett Co.’s USA Today, and has maintained its circulation of 2 million,
increased online traffic, and seen a 2.4% increase in individually paid
sales, a trend relatively unseen for the rest of the newspaper market.

Video, ranging
from short
news pieces
to longer
documentaries, is now a
regular feature
on the Wall
Street Journal
website.

“The overarching point of integration is that
it should take place in the reporters’ minds,”
said WSJ.com Managing Editor Almar Latour
in April 2008. “What’s important is changing
a culture, going from a print news cycle to
a 24-hour news cycle.” The real challenge
is to change staffers’ mindsets through
practice. “That journey has been the one of
real integration, the one that’s still ongoing,”
said Latour.
For example, when WSJ began handing out
video cameras to its bureaus in 2006, most
initial results were amateurish and journalists were confused about the task. But the
Journal continued its efforts to train the most
enthusiastic staffers. As time went by, thanks
to the success stories of some videos, other
journalists began to see the benefits of multimedia reporting. Each success story “really
drove home the point to the other reporters
that you can and must tell stories in different ways,” said Latour. WSJ.com’s videos
have now become a regular offering for the
website, whether they’re quality 90-second
clips or full-blown ‘documentaries’.
There had also been a push to increase, to
an extent, physical integration at WSJ. The
top editors of print and online then sat at
the central news desk, which dispatched
news to all platforms. “The newsgathering
and distribution, the processing of news, is
taking place centrally now – in an integrated
fashion,” said Latour. The physical integra-

gLobaL trends

THE WALL STREET JOURNAL’S RULE OF FOURS
Deputy Managing Editor Jim Pensiero announced
new key changes in editorial workflows:
• 4 deputy managing editors run all daily news operations:
National, International, Page One and Features.
• 4 different areas for news-editing and news-production duties: News
desk and Page One desks, and Personal Journal and Weekend Journal.
• 4 shared support-groups serve all desks and sections:
Design, Photo, Infographics and Prepress.
• All reporting bureaus report to one of the top editors.
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tion at the Journal – establishing the central
news desk – was the ‘easy’ part. It only took
a few weeks and some desk-shifting. But
this was just the beginning.
In April, The Journal moved a step further
in its integration process. It changed its
editorial workflows and restructured the
news desk into a general news desk and a
corporate news desk, which were to serve
both print and online. This move coincided
with the appointment of Matt Murray as General News Editor, who became responsible
for the newspaper’s front section and for
leading the integration of online and print
news desks.

gLobaL trends

MURDOCH’S EMPIRE SPLIT OVER INTEGRATION
The Times of london
– daily and sunday integration as “cost-cutting exercises”
The Times of London, another one of Rupert Murdoch’s prestigious newspapers, has
remained resistant to another type of integration, that of its daily and Sunday editorial
operations.
In June, James Murdoch, Chairman and Chief Executive of News Corporation, Europe
and Asia, described the integration of daily and Sunday newspaper operations taking
place at rival British papers as a “cost-cutting exercise” which had “diminished daily
and Sunday rivals.”
“We will remain separate entities with separate staff,” said Sunday Times editor John
Witherow, adding that Sunday titles suffer from integration. There will be no editorial job cuts despite an efficiency drive conducted by the Murdoch-appointed Boston
Consulting Group.
Both the daily Times and Sunday Times went full color in 2008.

In June, Robert Thomson, who had since
been appointed Managing Editor in addition to his role as publisher of the Journal,
issued a memo to staff to outline a series
of key editorial changes that reinforced
print-online collaboration.
From then on, the Enterprise, National and
International teams would directly report
to Thomson. All three team heads were
named Deputy Managing Editors, sitting
“close together” in a “news hub,” to help
the “streamlining commissioning and editing decisions” and to have “ a central role
in the production and presentation of copy
for the paper and the website.”
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As in many other cases, the newsroom reorganization led to some redundancies and
the “streamlining” of newsroom resources.
In July, the Journal announced that 50 staff
positions would be eliminated, mostly in
copyediting and page production.

the new editorial mindset
for the new website
The morning news meeting has been “totally
turned upside down,” said Deputy Managing
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25 DISCOVERIES THAT CHANGED OUR WORLD
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Darling to
hit family
cars with
£2,000 tax

Newsreader Carol Barnes loses her fight for life

n David Smith, Isabel
Oakeshott and Jonathan Oliver

THE cost of family cars is set to rise
under plans for a new “showroom tax”
to be unveiled in this week’s budget.
Alistair Darling is planning a series
of green taxes designed to force consumers to become more environmentally friendly. The centrepiece of the
chancellor’s first budget is expected to
be a levy on new cars, which could put
£2,000 on the price of the largest “gas
guzzlers”.
However, it will hit also families buying saloons, estates and people carriers. “People don’t take much account
of the cost of car tax and fuel when buying a car, it is the price sticker in the

Nation’s favourite: The journalist and newsreader Carol Barnes, who died yesterday in hospital aged 63 after
suffering a stroke. Sir Trevor McDonald, one of her former colleagues at ITN, described her as someone who
was ‘never overpowered by any sense of being a television star’
‘Barnsey’, a news star, page 3

Children’s oath to Queen
n Marie Woolf
Whitehall Editor

WSJ.com Managing Editor Almar
Latour (above).

SCHOOLCHILDREN are to be
encouraged to swear an oath of
allegiance to the Queen and
promise to obey the law in ceremonies similar to those for new
immigrants.
A review of citizenship by
Lord Goldsmith, the former attorney-general, will say this procedure could strengthen children’s
understanding of what it means
to be British.
One idea is for immigrants’ citizenship ceremonies to be held in

Revealed:
the plot to
expand
Heathrow
n Jon Ungoed-Thomas
and Marie Woolf

n Focus page 13 Budget to
appease non-doms Business
showroom that makes the difference,”
said a senior Treasury official.
Darling is also expected to
announce:
o Above-inflation duty increases on
beers, wines and spirits;
o Increased taxation on air travel;
o A partial climbdown on the taxation
of “non-doms”;
o And an extra winter fuel allowance
for the over-seventies paid for by the
energy companies.
The chancellor was last night agonising over whether to press ahead with a
2p a litre rise in the cost of petrol —
despite fuel prices recently hitting a
record. Insiders claim he may yet be
persuaded to delay the increase but is
anxious to avoid accusations of hypocrisy by endorsing an ostensibly anti-environmental move.
The showroom tax is designed to
boost the market for less polluting
“hybrid” cars, such the Toyota Prius. It
comes after measures such as offering
cuts in annual road tax to green cars
failed to change buying habits.
The new tax is expected to be based
Continued on page 2

schools where children could
also take part. Alternatively the
event could be included in citizenship studies, which are part
of the national curriculum.
Sources close to the review,
which was commissioned by
Gordon Brown, say the plan is
designed to help immigrants and
citizens develop a “shared sense
of belonging”.
It mirrors the pledge by American schoolchildren to the flag,
which is made while standing at
attention with the right hand
over the heart. The pledge is not
compulsory but it is common
practice in American schools.
Goldsmith’s report also pro-

WEATHER News 26

The memo also outlined the creation of a
Dow Jones “central news desk,” which
“will allow for significantly enhanced cooperation between print, web and Newswires journalists, in New York and around the
world.” So the memo announced plans for
further physical integration at the publisher’s
level, Dow Jones, as The Dow Jones Newswire online team readies to move into the
same building as their Wall Street Journal
print colleagues next spring.

www.timesonline.co.uk

poses that citizenship ceremonies for immigrants ought to be
held in other public places, such
as art galleries, as well as
schools.
It recommends immigrants
should have “mentors” to teach
them British customs and traditions and offer help. The review
says they ought to be able to
obtain free English lessons.
Critics questioned the value of
British-born children swearing
allegiance. Lynne Featherstone,
the Liberal Democrat youth and
equality spokeswoman, said: “I
don’t think pledging allegiance
to the Queen is the answer to
young people’s problems.”

LETTERS News 18

THE airports operator BAA colluded
with government officials to “fix”
the evidence in favour of a new third
runway at Heathrow, an investigation
has found.
Documents seen by The Sunday
Times reveal that BAA executives prevented the use of data in the consultation document which showed that the
expansion would cause unlawful
levels of pollution and extra noise.
Instead, they gave civil servants
amended data that showed the anticipated 230,000 extra flights a year at
Heathrow would have a minimal
impact on noise and pollution levels.
A leaked report shows the government’s own watchdog, the Environment Agency, has now criticised the
Department for Transport (DfT) consultation document into the third runway as flawed and incomplete.
The agency says the science is not
“sufficiently robust” to sustain the
document’s backing for a third
runway and that it has neglected to
consider the health impact of the extra
pollution, which could increase the
risk of serious illness and deaths in
the area.
One official who was involved in
“Project Heathrow” — the DfT unit that
researched the environmental impact
of the runway — said: “It’s a classic
case of reverse engineering. They

knew exactly what results they wanted
and fixed the inputs to get there. It’s
appalling.”
Previously unpublished documents
obtained under freedom of information laws show:

cials on how to “strip out” data that
indicated key environmental targets
would be breached by the airport.

o The airports operator repeatedly

selected alternative data used for the
consultation to ensure that the final
results showed a negligible impact on
noise and pollution.
o The DfT gave BAA unprecedented
access to confidential papers and
allowed the company to help to rewrite
the consultation document.
o The final document significantly
reduced the likely carbon emissions
caused by the runway by not including
incoming international flights.
BAA, Britain’s biggest airports
operator, owns seven of the country’s
airports including Gatwick and Stansted as well as Heathrow.
The company says a third runway is
vital to maintain Heathrow’s position
in world aviation. Critics say that it is a
cynical attempt by BAA to sustain its
profits and its grip on the market,
irrespective of the impact on the
environment and residents.
The consultation on the third runway closed last month but organisations opposing the expansion plan,
including local councils, are likely to
launch a legal challenge if it is given
Continued on page 2

Hamas: Iran trains us

A MOLE HUNT is under
way to find a Whitehall
blogger suspected of trying
to undermine the chancellor in the run-up to his first
budget.
“Civil Serf”, who says
she is a senior civil servant,
claims Alistair Darling
plans to cover up the scale
of public debt by dipping
into the contingency fund.
Report, page 5

THE Palestinian group Hamas,
blamed for last week’s massacre
of eight students at a Jewish seminary in Jerusalem, has revealed
that hundreds of its fighters have
been trained in Iran.
A senior commander interviewed by The Sunday Times
said 300 of the group’s “best
brains” had been secretly sent to
Tehran.
Half are still being trained by
Revolutionary Guards. They are
learning how to make explosives
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from everyday items and produce deadlier rockets.
The rest have already
returned from a Revolutionary
Guard base in Tehran. Some
have been trained as snipers.
Others have learnt to use tunnels
in attacks on Israeli forces.
“Iran is our mother,” the commander said. “She gives us information, military supplies and
financial support.”
Seven separate groups of
Hamas militants have spent up
to six months in Tehran since the
training began in 2005.
The scale of Iran’s operation
exceeds Israeli intelligence suspicions that Hamas had dis-

INSIDE

The Sunday
Times 100 Best
Companies
to Work
For 2008

TRAGIC
BRITNEY
Was this
little girl
destined to
self-destruct?
Magazine

patched “tens” of fighters to
Tehran. Yuval Diskin, the head
of Shin Bet, the Israeli internal
security service, said last week:
“I see this as the strategic danger, more than any weapons
smuggled into Gaza.”
Israeli officials believe that
Iran is waging a “proxy war”
against their country on two
fronts — through Hamas in Gaza
and Hezbollah in Lebanon. The
Hamas
commander
said
Iranian-trained instructors had
also taught more than 700 fighters at a base in Syria.
Iran arming and training
Hamas force, page 25
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The staff of the Sunday Times (right)
will remain separate from the staff
of the daily Times.

The Wall Street
Journal’s website,
including successful
online subscriptions.
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Editor and WSJ.com Executive Editor Alan
Murray in September 2008. It now begins
with a report from the online team, then from
Dow Jones Newswires, then MarketWatch
and, only after discussing the coverage for
real-time news, do editors look at coverage
for the day’s print paper.

The WSJ Community, a social network for
WSJ subscribers, which required members’ real name, gave them the choice to
comment on every story. There were also
discussions to allow non-subscribers to
register with the website and participate
in the online conversation.

The Wall Street Journal team had been
undergoing training to prepare for the
integration process. “A simple example
is headlines. You have to write a different
kind of headline in the online world and in
the print world. We will continue to do that
kind of training,” said Murray.

In a way, the Web 2.0-minded orientation
of the redesign was representative of the
new editorial mindset at the Journal and its
move towards integration. “The relaunch
coincides with a complete integration and
reorganization of the reporting and editing
staff,” said Murray.

The Journal’s ongoing integration process
was crowned in September with the redesign of WSJ.com, which attracted 10 million
users on the day of its relaunch, according
to Sapient, the consulting agency that led
the redesign.

WSJ.com remains the world’s most successful news subscription site, with over
one million subscribers, a 26% increase
in online subs in 2006 and 2007, and over
17 million monthly visitors to WSJ.com,
according to Murray.

Apart from eased navigation and a leaner
design, many of the website’s new features
were designed to increase user interaction.

But, as Murray made it clear, “[The website
relaunch] is not a finishing point. This is the
launching pad.”

WSJ Publisher and Managing Editor,
Robert Thomson

The Daily Telegraph: Post-Integration,
experimenting with the future

The various reports of tense journalist-manager relations may also have contributed to
the hype. But undoubtedly, more than two
years after the paper began integrating, its
fruits are beginning to show: after relaunching in July 2008, telegraph.co.uk posted one
of the largest growths year-on-year among
national newspaper websites, surpassing
even guardian.co.uk in April. At the same
time, circulation peaked at The Sunday
Telegraph and led its rivals in circulation.
The daily’s circulation fluctuations have
remained on a par with its competitors.
In May, Telegraph Media Group (TMG) Editorin-Chief Will Lewis clearly stated the news

photo: Jean-Yves Chainon

For the past two years, many eyes have
been turned towards The Daily Telegraph’s
newsroom in the UK, which has often been
cited as one of the most stunning cases
of newsroom integration. Its open-floor
newsroom, with its central hub-and-spokes
design and giant screens on the walls, certainly contributed to this opinion.

The Telegraph’s revolutionary hub and
spoke integrated newsroom.
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“Sub-editing is a twilight world,

checking things you don’t really need to check...”
organization’s position in the digital age:
“What has happened in our industry is that
the traditional distinction between text and
video is fusing and the Holy Grail is to now
develop a content site or stream of content
that is text and videos,” said Lewis. “Without
being too highfaluting about it we see our
main competitors as being people like the
BBC or CNN.”
Though the formal process of print and online
integration is complete, the Telegraph continues to be at the forefront of newsroom
innovation. Here’s how it’s smoothing the
wheels of integration, by adapting its workflows to Web-speed, implementing new
newsroom positions, and by integrating its
daily and Sunday operations.

digital speed workflows:
post-publication editing
In October, the Telegraph took a big leap
in trying out editorial policies when it
announced that its reporters would begin
experimenting with “post moderation.” Telegraph reporters were to post their stories
directly on the website without passing
them through a sub-editor beforehand.
Other journalists and editors then had the
ability to update or edit the stories once
on the site.
Although the experiment didn’t lead to any
particular problems, it raised the natural
question as to how to maintain editorial
quality and safety checks, at a time when
many newsrooms are reducing costs and
pushing for speedy publishing. In any case,
the Telegraph’s experiment clearly reflected
a trend across all integrating newsrooms
towards speed publishing and fewer hands
per story, and pointed to the seemingly
decreasing importance of sub-editing tasks,
not just at the Telegraph, but in multimedia
newsrooms in general.
Dutch newspaper publisher Mecom Chief
Executive David Montgomery has repeatedly
advocated for the removal of subeditors: “A
situation where experienced journalists that
can be trusted to have no barrier to communication with their audience. Sub-editing

is a twilight world, checking things you don’t
really need to check...Senior people will
always monitor the content, a core group
will create the product.”

merging the daily and
sunday editions
In 2007, Patience Wheatcroft had resigned
as editor of the Sunday Telegraph, after
having “been under pressure to integrate
the Sunday title and its reporters with sister paper the Daily Telegraph’s seven-day
multimedia news operation.”
In June 2008, the Telegraph integrated
the news desks of the Daily Telegraph and
Sunday Telegraph, whose reporters were
to also write for their website, Telegraph.
co.uk.
Our journalists “now have the opportunity
to play a part across all three publications,
as we combine the force of our news desks
to deliver first-rate stories, both for our
leading website and distinguished newspaper titles,” said Ian MacGregor, the Sunday
Telegraph editor.
Special reporters from the Daily Telegraph
and Sunday Telegraph now collaborate on
breaking news and analysis but both papers
were to retain separate reporting teams
and identities.

gLobaL trends

RAPID MULTIMEDIA
CONTENT EVOLUTION
The ‘traditional’ breaking news editing
process at the Telegraph, according
to TMG Digital Editor Edward Roussel:
- 11:15 Alerts sms email desktop
- 11:25 150 words, solicit reader help
- 12:15 Updated story, images video
- 13:15 Analysis, topic page
- 15:15 Multiple angles multimedia analysis etc.

gLobaL trends

SMOOTHING INTEGRATION
CREATING NEW PRINT-ONLINE
POSITIONS
One way to promote integration
is by creating new, integrated
newsroom positions.
Head of Comment and
Community: In April, Iain Martin
was appointed to oversee all
comment pages and community
areas on all platforms including
The Daily Telegraph, The Sunday
Telegraph and telegraph.co.uk.
Head of Foreign operations:
Adrian Michaels was appointed
to oversee the group’s network
of correspondents and distribute
content across all platforms.

thinking web and
encouraging innovation
In May, the Telegraph opened an innovation
lab for journalists and commercial departments to work alongside, dubbed Telegraph
Labs. The lab houses eight to 10 staffers
selected from across the company, who
work towards developing new, commercially-viable online products.
“It’s meant as a space where we take people
on four to six-week cycles, take them out of
their day jobs and get them to focus on a
specific thing, and get them to rapidly create
something that we can put out there very
quickly,” said Paul Cheesbrough, Telegraph
Chief Information Officer.

Daily Telegraph Editor Will Lewis (top)
and Digital Editor Edward Roussel
(bottom).
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“It is a safe place for people to work on
things that might be high-risk and might be
subject to failure, but that’s alright as long
as we learn things from it,” he said.
This type of approach reflects a growing
trend towards a model of quick innovation,
in which the potential gains from speed are
seen to outweigh the risks of failure.
One of the main goals of the Telegraph
project is to break down the traditional
wall between editorial and IT. With this is
mind, Cheesbrough has been hiring technology staff who have experience working
as journalists.
“The Holy Grail is someone who’s good at
technology, who is good at journalism and
who knows how to make the money.”

outsourcing editorial
not a threat
“Do what you do best, and outsource the
rest,” said Digital Editor Roussel in October,
speaking of how the Telegraph has managed newsroom resources in the integration
process.
Roussel believes that outsourcing can be
helpful for newspapers and doesn’t necessarily pose any threat to editorial quality.
Speaking of the Telegraph’s partnership
with TV news organization ITN for its online
videos, he said that ITN was frankly better
at it. According to Roussel, outsourced firms
frequently do the job a lot better – and
cheaper – than newspapers.
Two years after the beginning of its integration process, managing the staff through
change remains equally important. In July,
TMG announced its intent to shift its editorial staff from a 9-day to a 10-day working
fortnight by substituting freelance positions
with 40 new editorial ones.
“TMG has made fantastic progress with our
integration process and it is because of this
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TRAINING FOR THE FAST-PACED NEWSROOM
To facilitate its integration process, the Telegraph led a newsroom-wide
training program, for all staffers regardless of their role and hierarchy.
Some tips from Chris Lloyd, Assistant Managing Editor:
• “One week courses are an investment for the future” – many newspapers think they
can’t afford to send away their staffers for so long, but it pays off in the long run.
• Split classes into manageable group: waves of 20 people from different
sections of the newspaper were taken from their daily jobs a week at a
time and set up and divided into working groups. Under the leadership
of consultants and the paper’s editors, the participants learned how to
produce audio and video as well as how to write for the Web.
• Because the program mixed all staffers together, the classes worked as
a means of socializing and creating new bonds within the newsroom.
• Get editors and managers involved. “Good leadership
from our editors was very important.”
• Space: the Telegraph was fortunate enough to be able to carry out its training
program in ‘live conditions’ in its new newsroom, prior to moving into the building.

gLobaL trends

INNOVATIONS AT THE TELEGRAPH
IN SEPTEMBER 2008
The Telegraph continued the process of moving its resources to its new Escenic content management system, which allows dual Web and mobile publishing.
Telegraph.co.uk launched a new personal finance channel, including a new finance
blog called Economic Pulse, which carries regular analysis and articles from online
journalism pure-player breakingviews.com.
TMG launched a financial iPhone application a widget for social media sites to display
financial news from its website and TV services, and an online tool called Questor to
offer share tips.

we are able to recruit for 40 new roles. By
accelerating our change programme we
believe we will be stronger in this difficult
economic climate,” said TMG editor-inchief Lewis.
Although this was seemingly good news,
it was accompanied by plans to cut the
casual staff and freelancers who wouldn’t
be incorporated into the new scheme.

“I will concede it’s not Disneyland. It’s a
tough place to work. Our people are very,
very demanding of each other and they set
very high standards,” said Lewis.
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The neW yoRK TiMes: post-integration,
graduallY focusing on the web
the bits and pieces
of integration

The New York Times’ (NYT) newsroom has
been fully integrated since its move to a
new building on Times Square in November
2007 (see TIN 08).

One key factor in the NYT’s integration process was the gradual approach
adopted by the newspaper, instead of “a
radical shakeup” – similar to the Guarian’s approach. Still, “There was a change
in newsroom culture and it had its rocky
moments, I certainly can’t minimize that,”
said Digital Editor Jim Roberts.

The radical evolution of mindsets at the
paper was perhaps best reflected by NYT
Assistant Managing Editor Susan Edgerley in May, when she answered a reader’s
question about the economic challenges
newspapers were facing. Edgerley admitted
that at that point the nytimes.com couldn’t
possibly fund the 1,275 staffers of the newsroom at the time.
“But NYTimes.com is growing – in readers
and revenue – at a much, much faster clip
than the print paper. Is it our future? You
bet.” Said Edgerley.
“Two years ago, we might have been hesitant to break a scoop on the Web,” she
added. “Now we put the story out there
and figure out how to advance it for the
next day’s paper.”

But, he added, “We haven’t ordered anyone
to focus on digital journalism to the exclusion of everything else.” Instead, “we’ve
encouraged people to think of Web as one
of an array of tools and outlets to report
the news.”

continuous news desk
As Roberts mentioned, the Continuous News
Desk facilitated the NYT’s integration by
building the foundations of print and online
collaboration. The desk can also serve as a
‘buffer’ for NYT’s journalists, whose workloads have increased with integration. “I owe
it to the truth to say they work more,” said

gLobaL trends

JIM ROBERTS’ TIPS FOR
INTEGRATION:
> Create a Continuous News Desk:
With the help of staff based in New
York, the reporters could publish
stories online that could instantly
be read by their sources. It was first
used by foreign correspondents
and established the foundations for
print reporters to publish online.
> Don’t evolve through
edicts: engage staff and give
reporters the necessary tools.
> Teach journalists that
the Web can mean more and
better ways to tell stories.
> Two years ago, the Times ‘planted’
multimedia editors at each news
desk. This led to increased printonline collaboration on stories and to
successful enterprise-type projects.
> Roberts’ own background as a
print editor, thus trusting relationship
with the paper’s reporters.

photo Jean-Yves Chainon

acknowledging digital
is the future
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Roberts in a June 2008 interview.
In August, David Stout, domestic correspondent at the Continuous News Desk,
described his tasks:
“Part of my job is to synthesize the reporting
of my colleagues. In return for their help, I
try to repay them by keeping them apprised
of news developments and, occasionally,
going to news conferences.”
“My job, generally, is to write a quicker, and
therefore less detailed, version of an article
about a court decision than will appear in
the following day’s newspaper. I think there
is a need for both kinds of articles in this
day of 24-hour news.”

NYT’s political blog, The Caucus

blogs
NYT has led an aggressive blog strategy
for its news coverage. While adding the
stress of constant updating to reporters, it
has also arguably helped them to adapt to
the integrated newsroom’s multi-platform
requirements.
In June, political editor and deputy Washington bureau chief Richard W. Stevenson
described the process of political blog The
Caucus, as being “a core element of our
election coverage, and is fully integrated
into our reporting efforts. Nearly all of our
political reporters file regularly to the blog,
both breaking news and other pieces that
are more analytical or observational.”
He acknowledged that the new workflows
required by the Web “can be jarring for some
reporters and editors to post breaking news
on the Web even though there are lots of
questions we know we still need to answer
for our readers.”
Importantly, the NYT’s implementation of
blogging hasn’t hindered editorial standards.
Rather than using blogs as an opinion platform for reporters to express their own voice,
most blogs are written and edited with standard style and checks (though there are other
more personal, opinionated blogs too).
“We have not relaxed our news standards
for the Web. The reporting needs to be solid
and as transparent as possible. It needs to
be presented clearly and concisely. It needs
to be fair,” said Stevenson.

Digital Editor Jim Roberts (above)
Executive Editor Bill Keller plans to develop
a “24-hour news operation” (top right)
Martin Gottlieb was named the Editor of
the Global Edition (right)
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THINKING WEB JOURNALISM
AND PRINT-ONLINE CROSS-PROMOTION
In March 2008, the NYT introduced “Inside the Times,” an index
of online and print news highlights running on pages 2-4 in
section A in an effort to cross-promote both editions.
Also tied to the NYT’s online journalism and blog strategy, Publishing 2.0 blogger
Scott Karp praised the NYT’s Lede blog in May, for embracing what Karp calls ‘link
journalism’ by linking to various sources and reference articles on the Web:
“In a traditional newspaper article, all of these facts and analysis would have been
synthesized, but the reader wouldn’t have had the opportunity to read for themselves
the source material. This post does what journalism is supposed to do – empower
people with facts, understanding, and perspective about important issues.”
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“I owe it to the truth

to say journalists work more
in the integrated newsroom…”
Diminished role for
copy editors
At the NYT like elsewhere (also see The Daily
Telegraph), the emphasis on speedy publishing in the integrated newsroom has led to
lesser focus on production and subediting
tasks – and to concerns about sustained
editorial quality. The copy editor’s role in the
newsroom, as the last set of eyes to read
a story before it is published, is becoming
obsolete, wrote Lawrence Downes of the
NYT in June:
“The job hasn’t disappeared yet, but it is
swiftly evolving, away from an emphasis on
style and consistency, from making a physical object perfect the first time. The path
to excellence is now through speed, agility
and creativity in using multiple expressive
outlets for information in all its shapes and
sounds.”
“But in that world of the perpetual present tense – post it now, fix it later, update
constantly – old-time, persnickety editing
may be a luxury in which only a few large
news operations will indulge.”

Integration overseas
In yet another type of “newsroom integration,” throughout 2008 the NYT edged
towards integrating newsgathering efforts

with its Paris-based International Herald
Tribune (IHT). In many respects, this process
drew parallels with the traditional integration
process of print and online.

editor of the global newsroom and was
responsible for coordinating the work of all
NYT and IHT reporters in the region from the
IHT newsroom in Paris.

In February, NYT Executive Editor Bill Keller
announced plans to integrate operations and
develop an “organic, global, 24-hour news
operation,” in order “to create a Continuous
News outpost in Paris.”

As mentioned by Keller, these changes also
impacted the NYT’s own Continuous News
Desk, by providing an outpost, where IHT
staffers could edit and publish online stories – with a six-hour time difference. This
meant the NYT could upload content to its
website nearly 24 hours a day, from about
6am to 1am EST. The NYT hoped to establish
a similar outpost at the IHT’s Asian headquarters in Hong Kong by the end of the year,
completing the 24-hour news cycle.

Reflecting this closer cooperation, the IHT
dropped its 142-year-old logo from its nameplate in May, to replace it with the phrase “The
Global Edition of the New York Times.”
In June, a staff memo announced the beginning of a six-month consultation process
with staff, during which changes were made
to test further integration of both paper’s
editorial operations.
Martin Gottlieb was appointed Editor of the
Global Edition - note, no mention of the IHT
in his title. In addition to fulfilling the role
of editor of the paper, his mission was to
ensure that staff understood both papers are
“two parts of one news-gathering operation,
that should work in unison as much as possible in delivering the news 24 hours a day
seven days a week,” said Gottlieb.
Other key appointments were made, including Alison Smale, who became European

Due to issues of branding, the plan was
to merge both websites, by creating an
international, global section within nytimes.
com. The print edition of the IHT was to keep
the same name.
Throughout 2008, the integration process
at The New York Times fared well, with few
hiccups. Staff at the Times seems to have
accommodated to the new demands of online
and multimedia journalism, despite the extra
workload that has resulted for them. More
than ever, The Grey Lady is turning to the
colorful Web, boosting its multimedia offerings and launching in the course of the year
a new social network dubbed TimesPeople,
as well as a hip new video player.

KAUPPALEHTI: INTEGRATING WITHIN THE EXISTING NEWSROOM LAYOUT
In a country where newspaper penetration
ranks third in the world, and where newspapers’ share of mass media turnover remains
high (31%), Finland’s leading weekday business paper Kauppalehti can be confident
about its print product’s continued success.
Its outlook became even more positive at
the end of 2007 when its competitor Taloussanomat ceased print production and went
online-only.

In addition to its part-free part paid-for
website, the newspaper company owned by
the Alma Media Group broadcasts economic
television news on MTV3, the most popular
single channel in Finland.
Integration at Kauppalehti was key in order
to keep a competitive edge in the fast-paced
world of business news. Despite its substantial integration, barriers remain, primarily
because Kaupapalehti has to restructure

itself within the physical layout of its newsroom and limited space.
Editors-in-chief Hannu Leinonen and Eero
Tuomisto and financial news editor Janne
Poysti described the paper’s integration
process in January 2009.
Kauppalehti first created a joint news desk
when it moved to new offices in 2002. News
editors from all platforms now sit together,
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“Our experience is that every single journalist
has to have a home base
and be attached to some channel…”

on a long “super desk” in the newsroom,
close to the TV studio. However, the architecture of the building prevented the creation
of one large multimedia centre: the main
newsroom is L-shaped and there is not
a lot of open space, with “mainly-print”
journalists sitting on a different floor.

the editors all sit together, “within yelling
distance,” has been crucial for the success of integration, he explained. Poysti
remarked that “journalists work quite closely
in Kauppalehti,” with television reporters
sending their reports to online and print,
and vice versa.

Poysti pointed out that there are greater
communication problems between editors and reporters for print services than
for online or television. The editors would
have preferred a central hub model. “I think
this sort of integrated newsroom should be
round, a big round building with the news
desk in the middle, but unfortunately we
don’t have that,” said Tuomisto.

Staff have been trained to be flexible and
multi-platform-skilled, switching from one
media to the other. Leinonen explained that
“by rotating people within the organization
we have been able to enhance people’s skills
so that more people can do multimedia now
than five years ago.” Some reporters will
write a piece for television and follow it
with a longer, more in depth article for the
next day’s paper.

He hopes to move towards this model in the
future, as Alma Media is currently considering whether to relocate all its operations into
one building within the next few years.

Work in the l-shaped
newsroom: in practice
The space issue aside, operations have been
integrated and streamlined to a significant
degree. One of the key elements are the
two joint meetings per day, attended by all
news editors and editors-in-chief, to decide
which news items will be on which channels
and in what order.
“In that sense the decision making is very
centralized,” said Leinonen. The fact that

A crucial part of the integration philosophy at
Kauppalehti, however, is that not everybody
has to be platform-agnostic. “Our experience is that every single journalist has to
have a home base and be attached to some
channel,” said Tuomisto. Editors are also still
allocated to a specific platform as “you can’t
be responsible for everything.”
The Markets editorial team is one area
of the newsroom that is fully integrated.
The team sits by the main news desk and
produces a raw breaking news feed that is
sold to news organizations, in the manner
of a news agency.
There is also considerable cooperation

between different teams for content gathering. To avoid resource duplication (for
example several reporters from TV and print
interviewing the same source), the paper
coordinates in advance newsroom resources.
Often it’s the television crew who carries out
the interview, as when Nokia releases its
quarterly results, and then the text reporters
use the resulting audio for their piece.

Differentiating print
and online to improve
combined impact
Both editors-in-chief are keen to integrate
further, but stress that a fully integrated
newsroom would require a move to new
premises. For the many newsrooms that
can’t readily afford to make the move to a
state of the art multimedia newsroom like
those of The Guardian, The Daily Telegraph,
or Fairfax, integration will always be a more
difficult process.
Meanwhile, Kauppalehti is working to
improve the combined impact of its publications. Integration provides ample opportunity
to reduce duplication in the final product.
“We are redesigning the newspaper so that
we don’t publish the news that is already
on the website,” Leinonen explained. The
redesigned paper was launched in January
2009. Kauppalehti editors also hope to stop
providing print content for free on the website,
further developing paid online content.
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The world’s editors debate the
benefits and disadvantages of
integrated newsrooms
It may have been the biggest bang in the newspaper industry,
but the integrated newsroom trend has been met with different views from different editors. The difference in views is
not based on geographic location or size of the publication.
Rather, when deciding whether or not to integrate, editors
must take into consideration a number of factors; for starters,
the mentality of their staff, the needs of their audience and
the goals of their paper. In conclusion to this chapter, editors
from around the world offer their thoughts on the viability of
the integrated newsroom.

Espen Egil Hansen
Editor-in Chief
VG Multimedia, Norway
I am generally sceptical of the idea of one media house, one
newsroom. When was the last time anyone won both the 100
meter dash and marathon during an Olympic game?

Furthermore, the basic differences in business models, rate of
development, distribution and so on are also so substantial that
they, in my opinion, demand a specialized organization in order
to succeed.
The second fundamental issue that calls for a greater degree of
separation is that we are living in the middle of a media climate

There are two fundamental issues that call for a greater degree
of separation and specialization – what I like to call the model
of focus.
First and foremost, newspaper and internet are by nature so
diverse that they demand completely different working methods
and organizations in order to succeed. This applies at all levels: in
the editorial department, sales, distribution and management. To
argue that “newspaper” and “online news” are the same because
both are news, makes as much sense as saying that a roaring river
and a glass of water are the same because both are water.
The strength of online journalism is the possibility to develop the
product minute by minute, interacting with the readers. Their
experience and presence (the readers are where we aren’t, they
know what we don’t) becomes an integrated part of the continuous
journalistic working process. An article does not have a deadline,
the readers submits comments, we add links and so on.
The strengths of the newspaper are opposite. Towards deadline
one searches for the most exclusive story and the best possible
angle on another story. These stories are then being thoroughly
edited and presented on a limited space.
While the Internet by nature has its strength in that the users
themselves can choose from a stream of information (the roaring
river), the strength of the newspaper is its well edited presentations
(the glass of water with a twist of lemon).

Espen Egil Hansen,
Editor-in Chief
VG Multimedia, Norway
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change! The glaciers (the traditional publishing houses) are melting,
the storms (the competitors) are getting violent and coming from
unexpected places, and the changing circumstances for life are
such that ancient species must succumb to new ones (goodbye
Tribune - hello Facebook)
Where we earlier had to cope with a certain number of newspapers
and channels on TV and radio, we are now exposed to an infinite
offer of information wherever we are. As I am writing this, on one
of the first days of 2009, I am simultaneously following one of
many Twitter-feeds reporting a new round of bombing in Gaza.
The news agencies will report the same stories during the next
hour, but without the nerve and credibility of someone who is in
the midst of the falling bombs...
In this entirely new media landscape, I believe the specialists will
win. The ones that are best adapted and that are able to change
fast enough. What until now has been regarded as the power
of publishing houses - tradition, position, stability and financial
security - is now changing to become a weakness.
The idea of integration is in my opinion a threat both to the printed
product and to the online news site. To the printed product because
the integration in a way conceals a level of costs and way of working
that is not sustainable in the long run. And the threat to the online
site is that it will inherit the way of working, organizing and a level
of cost that is not competitive in this market.

In the publishing house of VG we have, with success, chosen the
model of focus. We have two companies, two boards, to editorial
departments, to chief editors, two managing directors and so on.
We cooperate where appropriate for both organizations (which
means a lot), but at the same time we are free to choose whatever
necessary in order to succeed on our own platform. We’ve made
some tough choices. While down-sizing by 100 people in the print
organization we hired 40 more online. No one was moved from
print to online. With this model of focus we’ve achieved the number
one position online and in the print market. Both editions have for
the last couple of years been very profitable.
Our success is obviously not a guarantee for this model of focus
continuing to be the best one in the years to come. Neither is our
success with the model a guarantee that it will work in all other
media houses, and markets. It makes greater sense to integrate
if you’re at a number two position (or lower), than if you are leading in the market. The current financial turmoil is accelerating the
media climate change, and we must constantly evaluate whether
our organization is optimal.

Azubuike Ishiekwene, Executive
Director, Punch Nigeria
The question of integration is not optional - it’s functional. The speed
and timing of integration may differ from newsroom to newsroom
in countries and even within regions. But we at the Punch have
found that the only way to remain relevant is to anticipate and
follow the readers. A good example of this is mobile phones. With
over 50 million people in Nigeria now using mobile phones and
one out of every four phones being WAP enabled, our newsroom
has been preparing for our next major step - delivering the news
through mobile phones.
As for our journalists, we are not creating separate boxes for print
and digital. We’re starting with print journalists who already have
a flair for the digital platform and encouraging the rest to join in
the fun. At entry level, however, our preference now is for digital
natives! Fortunately, we are not yet at the stage where we’re
compelled to fire staff for lack of digital enthusiasm. We’re hoping
we can convert the dinosaurs before the curtain falls!
Most importantly, as we aggregate platforms hard-nosed journalistic
skills, including of course, a stubborn passion for truth, will remain
valuable professional qualities.

Azubuike Ishiekwene,
Executive Director,
Punch Nigeria

Roman Gallo, Director of Media
Strategies, PPF Financial Group
The benefits of integrating print and online journalists is that
you can reach more readers and affect more users from different target groups that you could not touch through traditional
media. You can use your current power (brand, loyal readers
group....) to extend (or minimally defend) your position in the
whole media market. And of course it is a more effective way to
run your media company.
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On the other hand, the dangers of joining print and online journalists is that you can destroy your original brand. Why? To be able to
succeed in different media fields you have to change the way you
reach readers. Here I sense a hidden risk. During the integration
process you can gradually risk losing the main characteristics of
your brand. For example, if you write for the internet and your goal
is speed, you may quickly lose your sense of accuracy. Step by
step, this bad habit can reach your newspaper.
In conclusion, no matter which medium you use, the quality of your
journalism has to correspond to your brand.

Marcelo Rech, General Product
Director, RBS Group, Brazil
For us, in Zero Hora and the other RBS Group newspapers, the
discussion about integration is outdated. By now, we are trying to
fuse, 100%, the digital and print operations inside the newsroom.
We still maintain some specific jobs for print and digital, like print
page designers, but whole departments have already merged.
We don’t demand that someone work for the digital operation if she
or he is uncomfortable with it, but the truth is that we have much
more good, multimedia and innovative digital content produced by
our reporters, columnists and editors than we could imagine.
This is due to two simple reasons:

By now, no less than 70% of the about 230 journalists of Zero Hora
work with eyes on both operations. For a minority of that 70%, the
unofficial group leaders, we can no longer describe their tasks as
purely digital or purely print.

Ed Greenspon, Editor-in-Chief,
Globe and Mail, Canada
So far, I have not seen a single danger in joining print and digital
journalists. Like any kind of exercise that brings together people
with different skills and dispositions, it seems to do nothing but
generate greater creativity all round.
There is also no better way to sell digital in a traditionally print
newsroom than by letting those doing it day to day serve as the
ambassadors.
In fact, I would say that most journalists in our newsroom consider
themselves hybrids; they are story tellers who use different media
and the inherent strengths of each to convey their stories. That
said, just as there will always be the need for certain journalists
dedicated to producing the print product, so will there be for our
digital products, especially given the rapidly-developing technologies and story-telling techniques.
Newsroom integration can be linked to redundancies and reductions in staff, but it can also be used to meet the demands on
us to produce greater volume and variety of content to satisfy
more sophisticated audiences. In any case, it would be counterproductive to resist.

1) People know that if they avoid experimenting with digital media
their careers will be under threat sooner or later.
2) I believe the first task of a journalist is being relevant - being
read, watched or listened to by the highest number of people,
and making a difference. When our journalists realized they were
becoming more relevant due the internet, they largely volunteered
for work with the digital side on a routine basis.
Marcelo Rech,
General Product Director,
RBS Group, Brazil

Profium News
Do you have challenges with top line or bottom line?
In order to drive top line Profium News lets our customers create new online content
offerings.
To give relief to bottom line Profium News improves our customers’ staff productivity and
content reusability.
Current economical climate means you can either be reactive and adapt to the market
changes or you can proactively overcome these challenges.
Profium News helps media companies that wish to be proactive. Profium customers can leverage the
latest technologies to face the competition by increasing productivity and monetizing digital content.
Profium’s shipping software is deployed in less time than you would anticipate and with proven
efficiencies with global customers like AFP and ANP, Profium ensures fast return on investment.

Profium has successfully helped media companies for more than ten years to exploit their online opportunities.
In addition, Profium roadmap gives unfair competitive advantage to our existing and future customers.
Be proactive and call us today!

Profium Ltd
Lars Sonckin kaari 12, 02600 Espoo, Finland
info@profium.com
www.profium.com

Phone +358-9-855 98 000
Fax
+358-9-855 98 002
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Newspapers in Crisis

how newsrooms wheel through hard times

section 1: A tough year
for North American and
European newsprint

section 2: Cost-cutting: A
threat to editorial quality and
the newspaper industry

section 3: How
newspapers do more
(or as much) with less

2008 was one of the toughest years to date for newsprint, especially in

North America and Europe. With the added woes of an international financial crisis and fears
of a worldwide recession, many newsrooms had to wade through hard times, cost cuts and
waves of layoffs. As celebrity news soars and well-researched investigative pieces flounder, both
the public and journalists worry about newspapers’ ability to uphold their roles as watchdogs.
But these troubled times for newspapers are also giving them the opportunity to rethink and
restructure their organization – drastically – in an effort to adapt to the digital age.
Multimedia journalism: For many editors, one of the main challenges for newspapers is to
adapt to the multimedia context of the digital age. Multimedia journalists are not only a way
to cut costs on some specialized newsroom roles, they also help engage the audience through
new storytelling methods online.
Rethinking newsroom roles: As their newsrooms shrink and seek to adapt to the digital age,
editors sometimes need to rethink the production process of the whole newsroom. Thanks to
modern content management systems, the role of the subeditor has been greatly diminished.
Newsrooms have also cut back on international reporting and such, instead resorting to
content-sharing agreements or syndication.
Collaborating with the business department: Editorial departments may not have been
used to collaborating with business counterparts in the past, but in these times of crisis it is
essential for both sides of newspaper operations to work together and create joint ventures
– without impeding on editorial independence.
Resist job cuts: Though it may be easier said than done, the massive waves of layoffs across
US and European newsrooms have shed light on the potential threats of staff cuts, both to
newspapers’ journalism and business. In the long run, trimming editorial staff as a means to
cut costs isn’t an investment for the future.
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section: 1

A tough year for North American
and European newsprint
US: a year of layoffs
In March 2008, a study by the Pew Research
Center and the Project for Excellence in
Journalism revealed that financial struggles
were now journalists’ top concern, even
eclipsing worries about editorial quality
and the credibility of news coverage. More
than half the journalists cited business and
financial problems as the ‘most important
problem facing journalism’, up from 25%
in 1999 and about 30% in 2004.

The GraphicDesignr.net blog has been keeping track on a regular basis of the massive wave of job cuts across US newspapers. Here are its estimates by March 2009 :
Over 15,700 job cuts in 2008 :

Throughout 2008, starting with a wave of
layoffs in the first quarter, most US newspapers drastically cut costs and their work
force.
Over 6,000 job cuts in the first three months of 2009 :

As a whole, GraphicDesignr.net estimated
that there were over 2,000 layoffs and
buyouts in the second half of 2007, and
over 1,000 just in the first two months of
2008. The New York Times Paper Cuts blog
estimated that more than 2,185 jobs had
been cut in 2007, and more than 1,711 jobs
had been slashed in the first four months
of 2008 (see box).

Newspapers’ core
problem: making online
economics viable
“The Web audience is growing at a great
clip, while print circulation is not. And online
revenues are growing faster, too, albeit from
a smaller base. If the trend continues, there’s
little doubt that – “eventually” – online
becomes the main business,” said New York
Times Executive Editor Bill Keller, in 2007.
As exemplified by Keller’s words, the ‘taboo’
subject, the suggestion that newspaper’s
digital revenues could eventually take over
those of print, is breaking down.
Similar comments have also been made by
editors and management at the Guardian
in the UK. Although many editors remain
prudent on the matter, an increasing number
are preparing for the digital future and asking, “How can newspapers transition online
while maintaining the resources necessary
for their coverage”?

More than 50 newspapers closed between 2008 and March 2009 :

Estimates of the number of layoffs in 2008 at specific US newspapers:
Seattle Times Co.:
200
The Los Angeles Daily News:
22 editorial positions.
The Boston Herald:
between 130 and 160
The Sun:
100 half editorial
Wall Street Journal:
50, mostly in copy editing and page production
Palm Beach Post
and Palm Beach Daily News:
300 out of 1350 staffers
The San Jose Mercury News : 	shrank its staff to 200,
about half the number of staffers in 1999.
Tribune Co.:
- Newsday:
120 jobs, about 5% of the workforce.
- The Chicago Tribune Media Group
and The Baltimore Sun:
300
- The Hartford Courant:
From 275 staffers to 232
- Los Angeles Times:
250
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As described by Scott Karp of Publishing
2.0, looking at traffic figures for nytimes.
com, the problem is that online advertising isn’t valued nearly as much yet as it
is in print.
“What you find, with some modest rounding,
is that print circulation is about 10% of total
audience reach, while online advertising
revenue is 10% of total ad revenue – the
economics are nearly the perfect inverse of
what they should be.”

in depth

THE HEARTBREAK OF LAYOFFS, TOLD THROUGH GRAPHICS
Sometimes the hardest pictures a newspaper journalist takes are the ones they take
of themselves during hard times. San Jose Mercury News designer Martin Gee posted
a photo documentary narrating the devastating toll caused by several rounds of layoffs and buyouts in his newsroom.
“The last round of layoffs and buyouts really hurt me. I mean, each one does but this
one especially. This place feels like a morgue. An abusive relationship. Remnants
everywhere. Empty cubicles. Empty chairs. Abandoned office equipment. Goodbye
emails. Besides looking for a new job and building a massive assemblage, this is a
way for me to deal,” commented Gee.

Or, in other words, there is a 100-fold discrepancy between online ad revenues per
visitor and print ad revenues per reader.
Although the CPM rates of online advertising
are expected to grow, the challenge comes
perhaps from the medium, the Web itself,
where the attention span of news consumers is significantly shorter than in print.

These observations point towards challenging times ahead for US and European
newspapers, as they seek to transition from
a print-based business model to digital.
Newspapers’ sales teams will have to convince advertisers that the Web can offer a
more targeted, more detailed and quantifiable measure about readers.

photos Martin Gee

In the midst of this, the double-digit growth
of online revenues during past years is
slowing down. In the first quarter of 2007,
the newspaper industry saw a 22 percent
gain in online revenue – impressive, but
less so when seen as the smallest uptick
(in percentage terms) since the Newspaper
Association of America started keeping
records in 2003. In the second quarter, the
online revenue growth rate slowed again,
to 19 percent. And in 2008, online ad revenues only accounted for about 5% of the
industry’s total revenues.

FRÉDÉRIC FILLOUX : THE COST OF MOVING TO THE WEB
Cost of a journalist (including benefits and expenses) = €60,000
Total cost of running a newsroom

= €10 million per year

Per month costs

= €830,000

Since average revenue per unique visitors per month = €0,10 to €0,25
€830,000 costs requires 8.3 million unique visitors per month to break even

what if the integrated
newsroom model itself
doesn’t add up?
Quick Facts

In September 2008, veteran editor Frederic Filloux also questioned the viability
of national newspapers as they transition
online. Filloux has worked at the French
free daily 20 Minutes, spent 12 years at
Libération, ultimately becoming the EditorIn-Chief, and now works as editor for the
Norwegian group Schibsted.

CAREFUL PRINT READERS VERSUS ONLINE SKIMMING
According to the American Journalism Review (AJR), the typical visitor to nytimes.
com, which attracts over 10 percent of the entire US newspaper industry’s online trafﬁc, spent an average in October of just:
34 minutes and 53 seconds browsing per month. That’s just 68 seconds per day
online.
As short as 68 seconds a day is – it’s actually about three times longer than the average of the next nine largest newspaper sites. By contrast, according to Scarborough
Research, print readers report spending 16 minutes a day with their newspapers.
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“Newspaper

and online advertising economics are nearly
the perfect inverse of what they should be”
The French print edition of 20 Minutes,
which is the most widely distributed daily
in France, made €45m in the entire year
2007. Each reader generated about €18 per
year for the newspaper. In contrast, an online
news site reader generates approximately
€1.2 per year for a well-read site…
Based on these estimates, Filloux contends
that the traditional business model of “news
is no longer able to sustain itself.”

gLobaL trends

FREE PAPERS IN FREEFALL
Metro International SA, the biggest publisher of free daily papers around the world,
with a daily circulation of 23 million copies in 23 countries, saw its revenues fall
6.1% to €73.4 million, or $116 million, in the first quarter of 2008 compared to a year
earlier. Metro cut 27 jobs in the US last January, leaving a staff of about 100. The publisher also sought to potentially sell its New York, Boston and Philadelphia papers.
In an ironic reversal of trends, in May, Norwegian media group Schibsted bought a
35% share of Metro’s Swedish edition.

us: the general public
catches on to the
newspaper crisis
In June 2008, the NYT’s article entitled
“Papers facing worst year for ad revenue”
enticed enough people to click through to
the story that it was driven up to #7 on the
most-read stories list of nytimes.com and #3
on the 10 most blogged stories (June 24).
Although media bloggers and journalists
themselves have been documenting the
ups and downs of American newspapers
for several years, the fact that the article
reached both of these lists showed that the
general public, or at least the audience of
nytimes.com, was becoming more aware
of the plight of the industry.

mar 2006

sep 2008

tips and resources

EDITORS: HEAR FROM YOUR ANGRY JOURNALIST
What better way for editors to know about
journalists’ concerns than with a website
that collects their criticisms about newsroom
management, new media and old media, and
more?
That’s why journalist Kiyoshi Martinez
launched AngryJournalist.com in March, a
site that offers to collect and voice the gripes
of journalists anonymously.
Main issues included:
• Journalists frustrated by upper management and looking for better leadership,
especially in light of newspapers’ transition towards the digital age
• Persistence of the new and old media disconnect
• Fear of or resistance against citizen journalism.

gLobaL trends

CANADA: WHAT HAVE THEY GOT GOING?
Canadian newspapers have had it easier than their American counterparts. Total
2007 revenues, including online operations, slipped only 0.8%, with print advertising
decreasing 2.4%. Newspaper circulation dropped slightly in 2007, decreasing 1.2%
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Cost-cutting:
a threat to editorial quality
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Newsroom cutbacks are not an investment for the future

“The newsroom staff producing the paper
is also smaller, younger, more tech-savvy,
and more oriented to serving the demands
of both print and the web. The staff also is
under greater pressure, has less institutional
memory, less knowledge of the community,
of how to gather news and the history of
individual beats. There are fewer editors to
catch mistakes,” the survey said.
As noted in Section 1, the current economics
of newspapers online forebode challenging
times ahead, but – in the long run – the
solution won’t be found in editorial costcutting measures.

The point was made clear by Philip Meyer,
author of The Vanishing Newspaper: “Newspapers can at last grow their businesses
without being held back by the variable costs
of newsprint, ink and transportation...In the
recent past, newspaper owners have preferred to cut fixed costs, like editorial staff,
which gives a quick boost to the bottom line
but weakens their hold on the audience.
Using technology to cut the variable costs
is a better strategy even though the payoff
takes longer.”

Newsroom cutbacks:
when press releases
become the press
Tim McGuire, former editor and Senior Vice
President of the Star Tribune, voiced his
concerns about sustaining editorial quality, at a time when papers no longer have

the resources to produce in-depth original
coverage, and instead increasingly rely on
– sometimes unmodified – press releases
and wire stories:
“Shortcuts which would never have been
considered 15 years ago are becoming
a part of daily operational procedure,”
wrote McGuire. But according to him, the
main problem isn’t the increased reliance
on shortcuts due to fewer resources. The
real danger is that editors forget their core
ethics because they get used to these
practices.
“I hate the fact that readers get a worse
news product, but I am even more concerned about which ethical values are being
checked at the door by resource-strapped
newsrooms,” wrote McGuire.

“The real danger is that editors
forget their core ethics because
they get used to these practices.”

photo jean-Yves Chainon

With the waves of layoffs and reductions in
content, many are worried this will lead to
decreased editorial quality and credibility,
and ultimately to worsening newspapers’
economic woes. In July, a survey carried
out by the Project for Excellence in Journalism revealed how newsroom cost cuts had
hindered newspaper quality and editorial
standards. On the other hand, it also outlined
positive changes in newsrooms as they
adapt to the Web.
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Newspapers’ financial troubles have also
led a number of journalists to walk out of
the profession and switch to public relations
jobs. Diane Lore, a former journalist, who is
now in PR, explained in an article in PR Week:
“The money is not there, and because of the
constant filing for the online presence now,
the pressure is so much higher.”
“We are starting to see students who would
rather study PR [than journalism], because
they feel the opportunities will be better for
them based on what’s happening with print
newspapers and other [media],” said Monica
Roberts, Director of Career Development at
Syracuse University’s SI Newhouse School
of Communications, in June.
Across the Atlantic, seven Editors-in-Chief
from regional papers published by Wegener
in the Netherlands wrote a furious letter to
David Montgomery, chairman of Wegener
owner Mecom, to voice their worries about
the future of their newspapers in the face
of cost cuts.
“The employees are under extreme
pressure. There are not enough people,
resources and incentives to achieve product
differentiation quickly in order to achieve
the necessary large-scale success in the
multimedia field,” the editors stated in the
letter. “As the editors-in-chief, we would
like to stress that our papers are not just
an economic product.”
Their letter served as an important reminder
that cutting costs and stripping newspapers
of their resources could be more detrimental
than helpful – both editorially and commercially. However, in the same month,
Montgomery retorted at the International
Press Institute world congress by reminding
that profits, too, were essential to insure
newspapers’ editorial quality.
Although healthy profits may have a positive
influence on editorial quality, newsroom
cost-cutting and job cuts don’t. In October,
the Guardian reported that a senior editorial
staff member at Express Newspapers in
the UK had written an email to colleagues
at the Sunday Express to voice concerns
about the decreasing quality of the paper,
claiming that “last week’s Sunday Express
was riddled with appalling, slapdash and
lazy writing and subbing.”

Quick Facts

WALL STREET ANALYST QUESTIONS
JOB CUTS’ IMPACT ON EDITORIAL QUALITY
Goldman Sachs analyst Peter Appert emerged as an unlikely
supporter of those who are concerned that job cuts in the US could
impact editorial quality – and newspapers’ business.
Following the announcement that Belo would layoff about 500 staffers across
its US papers, Appert was among the ﬁrst to ask CEO Robert Decherd, during
a conference call in July about A.H. Belo’s earnings: “How do you maintain
editorial relevance and quality as you are doing such dramatic cuts in staff?”

gLobaL trends

FRANCE: THE PRESS JEOPARDIZED BY ECONOMIC TURMOIL
In May 2008, the Socialist party and press
freedom movements accused French
President Nicolas Sarkozy of trying to
intimidate the media, after he criticized
several outlets, including the Agence
France-Presse (AFP), for showing political
bias in their coverage.
The controversy came at the same time
that the agency was engaged in financial
negotiations with the French state to get
€20 million in funding. Although AFP
is meant to be an independent news
agency, the French government is in
practice its biggest customer.
In fact, French newspapers as a whole
have been roughly hit by the economic
crisis and a sharp decline in readership:
France’s press is among the least profitable in Europe, and according to the
Guardian, is “stifled by rigid communist
press unions, a lack of kiosks selling
papers and a declining readership far
below that of the UK or Germany.”
In January 2009, following a three-month
consultation process amongst newspaper
publishers, editors and the government in
an attempt to safeguard the State’s fourth

power, some 90 recommendations were
given to Christine Albanel, the French
Secretary of Culture and Communication.
Unfortunately, most of these solutions
were geared towards cutting production
costs rather than rethinking newspapers’
business model altogether: they included
a one-year suspension of this summer’s
agreement between the postal service
and the press, which forecasted a rise in
postal tariffs, and a temporary exoneration from a significant part of their social
charges. There were also suggestions
of a doubling of state-funded advertising in French newspapers in order to
compensate for the effects of the global
recession.
In the wake of the discussions, French
President Nicolas Sarkozy announced
that the government would also offer all
18 year-olds a free newspaper of their
choice once a week. Newspapers were
to provide free home-delivered copies to
18-year olds, the cost of which would be
refunded by the State.
The proposed policies were estimated to
cost the State about €600 million.
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The email highlighted the negative impact
that years of budget cuts had had at the
Sunday Express. Express Newspapers had
already fired 80 subeditors and replaced
them with reporters who were to input copy
directly onto pages. The Daily Express and
Sunday Express were reportedly planning
to cut more than half of their remaining 62
subeditors.

blurring the line between
business and editorial:
journalists’ bonus based
on “pay-per-view”
In the UK, Reed Business Information (RBI)
debated in May whether to adopt a pay-perview pay model for its journalists, according
to RBI managing director Jim Muttram.
Should the company adopt the idea of compensating journalists based on number of
page impressions, journalists would take a
lower basic salary in return for a commission style bonus.
“We have done some thinking about how we
might reward journalists for page impressions. It’s such a controversial view I think
it would take some time before that comes
around, but it makes good sense,” Muttram said.

David Montogmery received an agitated letter from seven editors-in-chief
concerned about how cost-cutting puts
enormous pressure on journalists.

in depth

THE FINANCIAL CRISIS: A MEDIA FAILURE?
To the financial woes of US and European
newspapers has been added the burden
of an international financial crisis. But
should the media be pitied, or blamed?
How could an economic crisis of such
scale – which started as a supposedly
manageable subprime crisis in the US but
soon escalated, causing major investment
banks to collapse and markets to crumble
internationally – have happened while the
world’s media stood silently watching?
Vested interest?
Investigative journalist Danny Schechter
draws a grim picture of US newspapers’
role in the crisis, in his book Plunder. He
suggests that the media failed to fulfill
their watchdog role partly because of
vested interest.

Some companies, like Incisive Media, have
already put in place similar models. At Incisive, senior editorial staff amongst the publisher’s titles receive bonuses for meeting
online and digital targets.

Schechter describes a process of “cultural
embedding, as financial journalists cover
business, they become part of the scene,
they identify with the players, go to the
parties, they are increasingly in a world
of fewer and fewer people that is cut off
from the mainstream of American life.”
He also argues that US newspapers may
have failed to investigate the risky subprime businesses because real estate
advertising, as well as advertising for
credit card and refinancing companies, is
such a key source of revenue for them.
Financial journalism (il)literacy
Perhaps also to blame is financial journalists’ lack of expertise, as described by
Dan Bogler, Managing Editor of the FT.
“It’s unfortunate that the financial literacy
and understanding of how things work in
the City and of basic accounting and so
on, is actually very thin in financial journalism,” he said.
“You have people who are not really very
well educated to cover these issues.
Hence they go to a briefing and a company gives them a story, and they don’t
really have a counter-narrative.”
Late September, the Royal Academy in
the UK hosted a panel to discuss how to
improve journalists’ financial literacy:

A pay-per-view model of the sort proposed
by RBI is a mixed bag. Optimistically it could
encourage journalists to work harder to
get a story. But it is just as likely to lead to
sensationalism, as journalists try and one-up
each other to attract the most readers.

Investigative
journalist, Danny
Schechter, wrote
Plunder about
the bleak state of
US newspapers.

“We’re not allowed to go on air until
we’ve been trained in currencies, derivatives and bonds so that we don’t patronize our main audience. What we pride
ourselves on is being incredibly dull. We
just give the facts. As journalists we’re
not allowed to use adjectives at all - the
color comes from the soundbites and we
have to be really careful,” said Bloomberg
journalist Sarah Lowther. The panel
suggested among other things to make
numeracy exams and financial training
compulsory for journalists.
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the end of ‘hard news’ and investigative journalism:
the rise of ‘soft news’ and celebrities
In March 2008, the Associated Press
announced plans to increase its celebrity
and entertainment coverage and hire an
additional 21 employees to be spread across
Los Angeles, New York, and London. The AP
insisted that the reinforced coverage was
not about gossip, unnamed sources and
innuendo, but simply made good business
sense due to the high demand for that type
of content.
The irony was that at about the same time,
major newspapers across the US including
USA Today and the Boston Globe had to
give up on covering the US presidential
candidates on a day-to-day basis, instead
resorting to the wire reports from AP and
Reuters.
The only papers that had full-time correspondents following the candidates were
The Washington Post, Los Angeles Times,
Chicago Tribune, Wall Street Journal, and
The New York Times. Newsweek was the
only publication with a full-time reporter on
both Hillary Clinton’s and Barack Obama’s
trails.
Even worse, more and more US papers
are deciding to eliminate their Washington
bureaus altogether. The San Diego UnionTribune announced in September that it
would close its Washington desk after the
elections.
“Just from the standpoint of brute journalistic force, multiple layoffs mean fewer
knowledgeable eyes on the day-to-day
business of Congress and the federal government, so more political and bureaucratic
shenanigans will go unnoticed – a win for
opacity,” commented political journalist
John McQuaid.
In these troubled times, many wonder
whether investigative journalism, which is
expensive and time-consuming – and just
about as ‘popular’ as celebrity news, will
survive. The Columbia Journalism Review
and Media Channel commented on how dif-
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EDITORS’ OPINIONS: IS THE GOLDEN AGE
OF INVESTIGATIVE JOURNALISM PAST,
OR JUST BEGINNING?
In a series of interviews throughout
2008, editors-in-chief from around the
globe expressed their sometimes gloomy
view about the future of investigative
journalism, at a time when long and
expensive pieces become more and
more difficult for newspapers to fund.
“The economics of new media make it
very difficult to fund investigative journalism in the same way it once was. If you’re
talking about the kind of journalism that
keeps governments and corporations
in check, I am concerned about its sustainability in the future,” said Mike van
Niekerk, Online Editor-in-Chief at Fairfax
Media in Australia in March.
In April, Financial Times Managing Editor
Daniel Bogler concurred, while making
the precision that news organizations
were now more apt to uncover sensitive
information on a short-term basis:

“We don’t have resources to let people
go off and do that for such a long time. I
think The Golden Age of journalists working
undercover, developing sources and breaking big scandals is less likely; but revealing
news that people don’t want out there, on a
short term basis, uncovering a scandal and
having it come to light, that’s more likely.”
Said Emily Bell, Editor-in-Chief,
guardian.co.uk:
“One of the things that electronic media
does is make it harder to hold onto an
exclusive, because bits and pieces of the
story tend to emerge from all sorts of different sources (ie: the Enron story initially
broken by a Time journalist).
“Once bits of the story were out there, it
gathers momentum much quicker than it
used to. So the value of the investigative
story, as in keeping it as a brand-defining
element, becomes harder.”

gLobaL trends

SHRINKING PAPERS: BENEFIT READERS AND ADVERTISERS?
Forbes journalist Louis Hau expressed this controversial view in April 2008:
Newspapers should take the decrease in content as a blessing in disguise, that
will help them target more closely their readers then “[boil] stories down to their
essential core” which “can ultimately pay rich dividends – if they do it right.”
“The real challenge that it creates for a news team is to make sure that what
you have in your paper is extremely relevant to your audience,” said John
Kimball, the Newspaper Association of America’s Chief Marketing Ofﬁcer.

“I am convinced the newspaper of the next ten years will
have fewer pages, published in a more compact format…”
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ficult it was for Pulitzer-winning investigative
reporter Loretta Tofani just to get support
for a freelance investigation of hazardous
Chinese labor practices. She had to finance
her trips to China on her own and with
the help of travel grants from the Pulitzer
Center on Crisis Reporting and the Center
for Investigative Reporting. And even when
her four-part series was ready, she had to
pitch it to three papers before it was picked
up by The Salt Lake Tribune.
Fortunately, not all papers have scaled back
on their investigative journalism. With its
local newspapers strapped for resources,
Alabama-based publisher Community
Newspaper Holdings Inc. decided to fund
its papers’ investigative journalism with
corporate resources.

Quick Facts

A BOOST TO US INVESTIGATIVE JOURNALISM: FORMER WALL
STREET JOURNAL EDITOR LAUNCHES PROPUBLICA
In July 2008, former Wall Street Journal Editor Paul Steiger launched ProPublica, a
non-profit, investigative journalism venture, funded entirely by charitable donations,
that produces its own investigative reporting and sells it to media outlets.
In the months prior to its launch, ProPublica received a ﬂurry of applications – more
than 300 in the first week after Steiger’s announced the new venture. With 25 fulltime reporters and editors, ProPublica aims to have the largest team of investigative
journalists in the US.
Although ProPublica was warmly welcomed as a new player in the US journalism
landscape, Steiger cautioned that “ProPublica is not the solution to the crisis of
papers nationally,” according to the New York Observer.
“The issues are way bigger than us. [ProPublica] focuses on one part of the significant journalistic equation,” said Steiger.
Only time will tell if its non-proﬁt business model is sustainable.

“We felt very strongly that good journalism
is good business,” said Bill Ketter, CNHI’s
Vice President of News, who headed the
Elite Report-ing Fellowship Program.
“There’s been so much negative publicity
in our craft about the demise of in-depth
journalism,” he said, regretting that many
news organizations had given up on investigative pieces.
The Fellowship program accepts applications from all CNHI reporters. Once
approved, the reporter is assigned to a
topic and released from newsroom duties
for the duration of the project, which usually
last about one month to six weeks. Journalists are supplied with audio and video
equipment, which their papers can keep as
benefits. In addition to safeguarding original
reporting, CNHI’s fellowship program has
also promoted multimedia journalism within
its newsrooms.
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How newspapers do more
(or as much) with less
Partnerships and cooperation
In order to offer the same amount of content
with a diminished workforce, many newspapers have struck content syndication or
partnership deals.

Between rivals:
At the end of last February, rival papers
The Miami Herald and the Sun-Sentinel,
joined by the Palm Beach Post, partnered
to distribute each other’s newspapers, in
an effort to cut delivery costs. Although the
deal covered only 6-7% of the Herald’s daily
circulation, Miami Herald President and Publisher David Landsberg said the deal would
save a significant amount of money.

In July, rival New York papers The New York
Post, owned by Rupert Murdoch’s News
Corp., and The Daily News, owned by Mort
Zuckerman, had talks to discuss how they
could combine their home-delivery, printing,
distribution and back-office operations.
A few papers have struck content sharing
agreements as they cancelled or seek to
cancel their AP subscriptions (see box).

Across seas:
The Times of London and the Wall Street
Journal, both owned by News Corporation,
were to further integrate their websites
and work on cross-selling advertising. Said

Times Online Editor-in-Chief Anne Spackman: “We are increasingly linking to them
around subjects of common interest. Our
friends down under at news.com.au - we
link to sport with them on cricket and rugby;
with the Wall Street Journal, it will be the
same on business. It will be an extremely
useful thing in a way that it would never
have been when we were only selling to
our home audiences and when there was
no power of the link.”

With pure-players:
Washingtonpost.com syndicated several
pure online blogs and news sites, including
TechCrunch and paidcontent.org, to carry

“We need to learn

from the web start-up and
pure play web company approach”

photo Jean-Yves Chainon
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content on its website. MediaGuardian’s
Jemima Kiss commented: “TechCrunch
wants to reach a more mainstream audience, and Washington Post gets niche coverage from an authoritative source.”
In a reverse syndication deal, Wall Street
Journal Online partnered with Yahoo! to
make WSJ.com’s content about the US
presidential elections available to Yahoo
users in the UK and Ireland. It’s “a very
effective way for WSJ.com to raise brand
awareness and expose our unparalleled
content to a new UK audience,” said Tristan
Leaver, Director of Business and Audience
Development at the WSJ digital network.
Washington-based mostly-online publication Politico, which launched a contentsharing network in the fall of 2008, had more
than 100 clients by December, including 67
newspapers such as The Arizona Republic,
The Des Moines Register, The Indianapolis
Star, The Atlanta Journal-Constitution and
The Philadelphia Inquirer. The Politico Network works through a system of exchange
– content for advertising placement. Different packages are available that provide
members anywhere from five to 15 Politico
articles per week.

in depth

US: NEWSPAPERS AND AP IN PRICING ROW
Throughout 2008 US newspapers and
the AP have been engaged in sometimes
tense negotiations over the AP’s new rate
structure and coverage offerings: in its
new rates, the AP gives the opportunity
to newspapers to buy individual
articles and services, as opposed to
paying one bulk membership fee.
According to AP, this change would only
cause fee increases for about 10% of
members. But an increasing number
of strapped newsrooms announced
they would cancel their AP subscription
– keeping in mind there’s a two-year
process for any cancellation notice:
In March, Dow Jones & Co, owned
by Rupert Murdoch’s News Corp,
cancelled its forty-year-old agreement
with the Associated Press after failing
to negotiate a reasonable price.
Editors at eight of Ohio’s top
newspapers agreed to share content
each day on a private site, just three
months after publicly opposing the
Associated Press’ new rate structure.
In October, Tribune Co. sent its
two-year cancellation notice to AP,
the first major national newspaper
publisher in the US to do so.
During the summer, a number of other
newspapers submitted cancellation
notices to AP, including The Wenatchee
World, The Yakima Herald-Republic and
The Spokesman Review in Washington
and The Post Register in Idaho.

According to Spokesman-Review
Editor Steve Smith, unsubscribing
from AP services would save the
paper nearly $300,000 and enable
the paper to keep 10 to 15 jobs.
“We’ve started a free story-sharing
service with other papers in our region
to enhance our regional report. We
do it for free and it works great for
everyone,” said Rufus Woods, Editor and
Publisher of The Wenatchee World.
Smith also evoked the idea of building
content-sharing networks across
newspapers as a way to help reduce
costs and focus on local coverage. “If
more regional papers begin to share
their content between themselves, the
change to our industry will be seismic.
AP has been the backbone service
for more than 100 years. That could
change in the next few years with AP
becoming less of a provider and more
of a competitor in the race to survive
the new information revolution.”
Faced with the growing wave of protests,
AP announced in late October that it would
suspend its rate hike and review pricing.
Said AP President and chief executive Tom
Curley: “Because of the downturn in the
global economy, we are at a point where
we must now examine more than just
what content costs, but also how AP deals
with all of its members and customers.”

alternative business models and strategies
In an effort to rethink their business model,
some traditional media organizations have
experimented with sometimes controversial
strategies:

work out a balance
between paid-for and
free circulation
The Manchester Evening News (MEN),
which had startled many business analysts when it switched to a part-free part
paid-for circulation in 2006, had managed
to increase its total circulation by 34% in
March 2008, up to 180,000 copies – nearly

a 100,000 of which were free.
This success is attenuated by the fact that
its paid circulation decreased 13.5% in
the meantime – the worst paid-for sales
performance of any UK regional paper. The
effectiveness of the part paid-for and part
free distribution model remains to be proved
in the long term.
In any case, MEN’s initiative inspired other
newspapers: The Liverpool Daily Post
enjoyed a 16% increase in ad revenue a year
after it had introduced a hybrid model.

become a niche
publication
Foreign-language publications and ethnic
newspapers have fared better than ever,
bucking the trend of other newspapers.
According to the Hispanic Market Weekly,
the ad revenue of the 417 weeklies in the
US targeting Spanish readers had increased
26% between 2005 and 2007.
Many analysts have adopted the view that
niche publications – or at least content
more closely focused and targeted to their
audience – are a solution. Jim VandeHei,
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Executive Editor of political mostly-online
newspaper Politico, believes that the “huge
opportunity for niche journalism” on the
Internet is “very much the future. The days
of big newspapers that cover everything
are over.”

publishers need to rethink
model like tech companies
Publisher and Managing Editor of FT.com
Ien Cheng said that publishers need to
model themselves on technology companies, by working quickly and being more
responsive.

tips and resources

CATER TO THE YOUNG THROUGH FACEBOOK
In March, FT.com Publisher Ien Cheng announced the site would offer free subscriptions to college students via Facebook. The Financial Times launched an app that
gave Facebook users registered as students a PIN code that could be used to get
an annual premium subscription. Subscriptions expired after 12 months but can be
renewed for up to four years - about a £400 value.
“We’re an old and august brand but we respect and admire a brand like Facebook,”
said Cheng. “ Students are relatively unlikely to pay money for a subscription but they
are our future readers. It’s a great way for an old brand to promote itself to a new
audience.”

“We need to learn from the web start-up
and pure play web company approach that
has technology much closer with the business. Publishers can’t just think it’s the
department over the wall that they throw
stuff to,” said Cheng.
FT.com had 7.1 million unique users in
March, and was up 72% in page views. Its ad
revenues grew 40% and it increased online
subscriptions by about 12% in 2008.

non-profit journalism and the ‘poYnter’ business model
With newspapers facing financial woes,
some wonder whether a non-profit model is
the best solution for journalism – especially
for expensive investigative journalism.
Several non-profit start-ups have been
launched in the US. In late 2007, former
Minnesota Star Tribune editor Joel Kramer
took his print expertise and moved it online
with the launch of the non-profit Minnpost.
com. Former Wall Street Journal editor Paul
Steiger did something similar with ProPublica, focusing on investigative journalism.
The Voice of San Diego, and other similar
sites around the US, are making a name for
themselves as “serious, original reporting
by professional journalists,” with the New
York Times describing the sites as “stand
out” amongst online news sites.
Crowdsourcing site OfftheBus, a partnership
between the Huffington Post and the non-

profit NewAssignment.net, helped capture
the 2008 US elections. Spot.Us, winner of
the Knight News Challenge, is also funded
through the public’s donations to report on
investigative stories. Even former Merrill
Lynch newspaper analyst Lauren Rich Fine
backed the non-profit model in 2008.
As US newsrooms cut back on resources
and staff, it will become even more difficult for newspapers to conduct the type of
investigative journalism their communities
need. Although the viability of non-profit
journalism sites has yet to be proven, expect
more non-profit (no dividends to shareholders), Internet-based (low operating costs)
ventures spring up to fill the gaps.
Other analysts have wondered whether the
business model of The St. Petersburg Times
offered a solution. The Times has a peculiar
ownership structure, in which the chief

executive of the Times Publishing Company
has sole authority to vote on shares and
name his own successor, but whose financial benefits don’t depend on the newspaper’s performance. This for-profit, non-profit
type of structure, long safeguarded the
Times from having to secure the industry’s
traditional 20% profit margins.
But even the Times has been affected by
declining revenues and had to significantly
cut costs and content last year, when it
launched a redesigned print edition: the daily
features section would now be published
on Sundays only, the business section was
merged with metro news, and stock listings,
as well as a Parenting column and Working
section, were cut.
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“To me, though, the real heart of value
in a newsroom is beat reporting.
That’s where the watchdogging comes in…”

CUTTING COSTS THROUGH CONTENT AND DESIGN
Cost-cutting through
redesign: a distraction
from the structural
changes needed

Cost-cutting through
content - Le Monde:
France’s flagship paper
cuts 1000 pages per year

Pressured to cut their costs, many newspapers have chosen to narrow their web
width. Four Tribune papers, including The
South Florida Sun-Sentinel in Fort Lauderdale, The Orlando Sentinel, The Morning
Call in Allentown, Pa., and The Hartford
Courant, switched to a 46-inch web width
in March.

On April 14, Le Monde’s staff went on strike
to protest a plan to cut 130 jobs. For the
second time in the 64-year long history of the
paper, the paper wasn’t printed. At the same
time, faced with €20 million losses in 2007,
Le Monde’s board discussed projects to trim
up to 1,000 pages of content per year.

Other newspapers have simply had to trim,
merge, or cut sections and reduce coverage.
In April for example, The Boston Sunday
Globe combined its Business & Money and
Career sections, eliminating its stock and
fund listings in the process.
Late September, as Tribune led a companywide redesign campaign for its papers, the
Chicago Tribune was relaunched with sections cut down from five to three, including
a front section with business, local, national
and international news, a sport section and
a features section.

Changes at Le Monde included:
Less content: several sections, including
the Culture and book review sections, were
trimmed down. Management’s goal was
to “offer a newspaper that’s shorter and
denser during the week, and toughened
up during weekends.” In other words, Le
Monde is edging towards more of a weekly
structure.

Product: OSZZBS PubDate: 01-05-2009 Zone: FLA

Edition: ROP

Page: A_F

User: wmeltzer Time: 01-04-2009

22:24 Color: C
K
Y
M

Monday, January 5, 2009 75¢

The world at your fingertips at OrlandoSentinel.com

POWERBALL JACKPOT RISES
Turn $1 into $105 million FOR
FLORIDA’S 1ST SHOT, A2

REACHING 1.2 MILLION PEOPLE WEEKLY IN PRINT AND ONLINE
Index

However, as mentioned before, cutting
costs through content can also backfire: in
October, the Tampa Tribune had to revert
to a two-part news section just a week
after launching a one-part news section, after receiving thousands of reader
complaints.
In fact, trimming down content can only be
a solution on the short term, and shouldn’t
obscure the bigger task at hand, as pointed
out by newspaper analyst Ken Doctor:
“It’s a distraction. The major challenge for a
company like Tribune is not to try to incrementally either stop circulation declines or
add a point or two, but to really remake itself
into a multimedia modern company.”
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Law
Faith in courts

Nation
Richardson out

Obama’s nominee for commerce
secretary decides
to withdraw. A4

A former pastor
turned lawyer
established Liberty
Counsel in 1989,
setting a course to
advance religious
freedom and
eventually getting
involved in hundreds of cases. B1

Flop.

Business
Grapefruit gold
A cold spell in
November has
helped produce
optimism for one
of the best grapefruit harvests in
years — one that
only promises to
get sweeter this
winter. CFB

Miami quarterback Chad Pennington threw
4 interceptions, sinking the Dolphins in a 27-9
playoff loss to the Baltimore Ravens. So ends
an inspiring season, David Whitley writes. C1
Central Florida Edition

Sunny, very warm.
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Bush 41, 43 . . . 45? As Jeb Bush reportedly eyes a Senate seat, his dad told
Fox News he’d like to see him in the White House. ‘I think he’s as qualified and
able as anyone I know on the political scene,’ former President Bush said.

Israeli forces drive deeper

Ground offensive splits Gaza

State budget crisis

LATEST
CUTS WILL
SPARE FEW
By JOSH HAFENBRACK and AARON DESLATTE
TALLAHASSEE BUREAU

TALLAHASSEE
ess money for schools, more
debt for the state and dwindling
reserve accounts are among the
grim realities Florida legislators will battle over when they return
to the capital today to whack an additional $2.3 billion from a budget
that’s bleeding red.
The special session aimed at keeping Florida’s finances afloat starts
another season of belt-tightening in a
state whose growth-machine economy has sputtered to a stop.
The public will feel the pain, too:
Fees — especially court fees, such as
filing costs for divorces — are likely
to rise.
And the 12-day special session,
with a final vote scheduled for
Jan. 16, is merely a prelude to deeper
cuts coming in the spring. When legislators return for the full session
March 3, they must write an austere
2009-10 budget that’s in line with tax
collections sagging nearly a third
from initial projections.
Lawmakers set strict parameters
for the special session, ensuring that
tax increases and a gambling deal
with the Seminole Tribe of Florida
are off-limits.
“You would think if things are as
desperate as they appear to be, we
would be looking at every option,”
said Rep. Ron Saunders, D-Key West.
“We’re coming into a very difficult sit-

L

ELIYAHU BEN IGAL FOR THE ASSOCIATED PRESS
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xplosions from Israeli fire burst over the northern Gaza
Strip on Sunday as the Israelis expanded their ground
offensive against Hamas militants, advancing deeper
into Gaza, cutting the territory in two, ringing its main
city and battling gunmen on the outskirts of crowded neighborhoods.
The fighting and continuing airstrikes caused fresh civilian casualties and deepening hardship for Gazan civilians,
many of whom cowered in their homes without power, heat
or a water supply.
Hospitals overwhelmed with casualties reported dwindling fuel for backup generators, and aid groups warned of a
growing humanitarian crisis.
Thousands of Israeli troops backed by artillery, tanks and
helicopters invaded Gaza on Saturday night.
Meanwhile, protesters (right) in front of the European
headquarters of the U.N. in Geneva light candles spelling
“Gaza” during a demonstration against Israel’s invasion.
More on the Mideast conflict, A3
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This week: Surviving unemployment

NEW JOB HUNT:
DIG IN, GET HELP

S

o you’ve lost your job — what do you do
now?
Know what you’re entitled to and take
advantage of every benefit you can.
That begins as soon as you leave your old job,
said Jennifer Berman, a lawyer and managing
director of CBIZ Human Capital Services, a Chicago-based firm that has clients in Central Florida.
“An employer is not required to do anything.
There are various things an employer can do from
a goodwill perspective, wanting to do the right
thing, or a corporate perspective, the marketing
aspect to be known as having been a good employer through a difficult time,” Berman said.

1. When laid off, make sure you understand
what benefits the company is offering.

Many companies, particularly larger ones, offer
such exit services as counseling, job-search coaching, résumé review, interview-skills counseling
and job banks, she said.
If you leave a company with 20 or more employees, you also have 60 days to decide to claim
your health-insurance rights under the federal
COBRA. That allows you to keep the same healthPLEASE SEE
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PLEASE SEE

How do you sell these
gadgets in a recession?
By ETAN HOROWITZ
SENTINEL STAFF WRITER

T

his week more than 2,700 companies will descend on Las
Vegas to show off the latest
computers, cell phones, GPS systems,
TV sets and other gadgets at the largest
consumer-technology exhibition in
the world.
Many of the products at the 2009
International Consumer Electronics
Show will wind up on the shelves of
Walmart, Best Buy or Circuit City this
year, while others are just concepts
that might never become a reality.
The down economy will likely cast a
shadow on the massive show, which
typically features exorbitant items
such as a 150-inch TV or a $400 dancing
egg-shaped MP3 player. Attendance is

expected to be down by about 10,000
people — last year’s show drew 140,000.
Las Vegas’ hotels, which usually jack
up their rates during CES, have dramatically reduced them.
For the smaller companies, particularly some of the 300 first-time exhibitors, getting a good review from analysts, buyers and journalists could
mean the difference between a blockbuster or lackluster year.
“Every single buyer and retailer of
consumer electronics is there,” said
Jason Oxman, a spokesman for the
Consumer Electronics Association,
the industry group that runs the show.
“It’s a place where deals are signed,
business is done and buyers place orders for products.”
PLEASE SEE

GADGETS, A5

Florida’s
economic
troubles
680,000
Floridians who
are jobless,
pushing the
unemployment
rate to 7.3 % in
November.

156,000
Jobs lost in
Florida from
October 2007 to
October 2008.

49,190
Florida homeowners in foreclosure.

30%
Percentage that
general revenues
for 2009-10 are
expected to be
down.

18
Months that
economists
predict the
recession will last
— until the
summer of 2009.
SOURCE: Florida
Legislature’s Office of
Economic and
Demographic Research

SESSION, A11

Central Florida companies will
have products on display:

Dual
Electronics

The 40-person Heathrow
company has been making
after-market car electronics,
including stereos, DVD players
and GPS systems, since 2003. It
is the U.S. subsidiary of South
Korean consumer-electronics
manufacturer Namsung Corp.
Many of the company’s executives used to work at Recoton
Corp., a Lake Mary consumerelectronics company that once
employed 1,200 people but went
bankrupt in 2003.
What it’s showing:
Dozens of products, including:
� A new GPS system that has
live traffic.
� Car stereos that let consumers “tag” a song they like
so they can purchase it later on
an iPod.

Also, see what area companies PosiMotion, Victop, Intellon have to show off, A5

HUNT, A2
DUAL ELECTRONICS

Please recycle. Newsprint is a renewable resource.
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Merging desks: some moves were logical,
such as merging op-ed columnists with
journalists from the ‘Debate’ pages. Other
moves sounded a little stranger: staffers
from the “And You” section were merged
with the Sports section.
All the daily’s journalists were now required
to also write for Le Monde 2, the paper’s
weekly magazine.
Discussions were held as to whether or not
to outsource the daily’s call center.
Although many papers around the world
have been forced to trim down their print
editions in an effort to cut costs, the situation in France is critical: every year, quality
papers cut back on content, thus giving less
incentive for readers to buy them, leading
to decreased revenues and further cost and
content cuts...
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rethinking the newsroom with fewer jobs:
awaY from subediting towards the web
reorganizing staff roles
through layoffs
The Project for Excellence in Journalism’s
July survey also gave some insight as to
which roles in the newsroom were being
affected: at the top of the list were copy
and subediting tasks (See Chapter 3 on
Workflows). The survey also found that
many newspapers were cutting down on
beat reporting, with reporters assigned on
several topic areas (see below Jeff Jarvis’
perspective, who argues newspapers should
actually focus on beat reporting).

sharing the newsroom
Several papers have cut costs by merging
their newsrooms and thus creating efficiencies. In July, The Philadelphia Inquirer and
the Philadelphia Daily News, both owned
by Philadelphia Media Holdings, discussed
how to consolidate some newsroom jobs,
including sharing photographers and merging the copy desk.
In October the three newspapers Valley Irrigator, Belle Fourche Post and Belle Fourche
Bee merged to become the weekly Butte
County Post in order to cut costs.

where to invest in
the newsroom – beat
reporting and community
Buzzmachine blogger Jeff Jarvis came up
with a self-admittedly “utter bullshit” plan
for newsroom economics, or how to invest
in newsroom staff, in an attempt to find the
ideal distribution of roles amidst shrinking
newsrooms. Based on a newsroom with
100 staffers cut to 70, his main proposals
included:
- cut back on international reporting
- increase investigative reporting by 50%
(1.5 reporters instead of one)
- increase beat reporting. “To me, though,
the real heart of value in a newsroom is
beat reporting. That’s where the watchdogging comes in; that’s where stories worth
investigating often emerge.”
- the number of photojournalists remains
stable, but keeping in mind that most journalists will become multimedia-skilled.

New media guru Jeff
Jarvis (left) believes
shrinking newsrooms
should invest in beat
reporting.

hedging on digital
for the future

and revenues, according to Guardian Head of
Editorial Development Neil McIntosh.

In the UK, Trinity Mirror (see Chapter 1:
Integration) succeeded in offsetting in part
the print revenue decline, by increasing
its digital revenues 33% year-over-year
in 2007. Although digital revenues represented less than 4% of total revenues for
the publisher, chief executive Sly Bailey said
last February that there was still “a market
for well-targeted print launches” and that
the company was “better positioned than
ever.” She also announced the upcoming
hiring of 100 digital staffers, mostly in the
sales departments.

If the transition were to be made, he said
in May, guardian.co.uk would need to completely rethink its business model. “Looking
forward, there’s a point at which you can
say the model looks really challenging,” said
McIntosh. “It’s not dreadful at the moment,
but it’s going to be a tough year this year
and next.
“We need to have many millions more users
to sustain the scale of operation and the
way we work now. You couldn’t switch the
paper off and expect the website to sustain
all that.”

The case of the Christian Science Monitor in
the US, which announced late in 2008 that
it would switch to become an online-only
publication, clearly points to the trend of
print newspapers transforming into digital
businesses. Although the direction may be
clear, it will be difficult years ahead for those
newspapers that turn to digital opportunities

gLobaL trends

WHEN LESS CONTENT MEANS MORE
Award-winning newspaper designer Mario R. Garcia shared this
view in June, when he argued that fewer sections and decreased
length may actually be a solution for weekday dailies.
“I am convinced the newspaper of the next ten years will have fewer pages,
published in a more compact format, with much greater coordination between
online/print offerings, a more substantial local coverage, and with a design that
emphasizes good navigation, clear hierarchy and service,” wrote Garcia.
This was corroborated by Per Andersson-Ek, associate editor of the Göteborgs
Posten in Sweden, who claimed that the paper’s decision to trim down from
a four-section to a three-section daily in 1994 proved to be successful, as
readers reacted by saying it became a “more handy, structured and easily
navigated newspaper, covering more of today´s topics and talk of the town”.
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Can newspapers
do more with less?
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They can, especially if they change
their new media business model.
by Philip M. Stone,
followthemedia.com
Readers of this annual report don’t really need chapter and verse
on what newspapers are doing these days to maintain margins,
or even to stay in business – reducing print days, a few going
all-online, they’re consolidating print and distribution functions,
sharing one another’s editorial copy, putting their prime property
up for sale, conducting sale-leasebacks on their buildings, selling
non-core investments, even making staff take one-week unpaid
furloughs …the list goes on and on.
It’s perhaps best summed up by what Scott Flanders, chief executive
of Freedom Communications, said late last year: “We are having
a lot of conversations that in the past in a different environment
would have been inconceivable.” In short it is a new world order
out there in newspaper land.
And the revenue outlook for 2009 is actually worse than the
guillotine that fell in 2008. Read the views of most media analysts
and there is no doubt that 2009 will be the year where some major
metropolitan print newspapers disappear while some competing
newspapers will merge.
And if you look at the US 2009 advertising forecasts issued at
the end of last year the one thing they all had in common was a
minus in front of their numbers. The only real question is how much
minus – Magna forecasted 4.5% at the low end of the scale and
Barclays Capital predicted a 10% drop.

End Of Print?
You even have trade groups like INMA and ASNE dropping the
word “newspaper” from their titles as if it’s time to abandon
that sinking ship. INMA, formerly the International Newspaper
Marketing Association, is now the International NewsMedia
Marketing Association, and then there is the American Society of
Newspaper Editors becoming the American Society of News Editors.
WAN, thankfully, is still the World Association of Newspapers; long
may it stay so!
So should we not just give up on print, assume it’s going to die – it’s
just a matter of when – and just pray that New Media revenues
will come in fast enough to replace print’s revenue losses? After
all, print’s death is inevitable, isn’t it? Hell, no!
Newspapers can still have plenty of life and turn in decent margins
but publishers have to accept one basic fact: that the current print/
Internet business model is broken. The current business model

says put all of your news on the Internet as quickly as you can
without charge and rely on New Media advertising to replace print
advertising. That just plain is not working and it needs replacing
fast. Instead of publishers wasting time and effort figuring out
how, by giving news away for free, they can raise their New
Media revenues to about half of total revenue – and that’s not
going to happen any time soon – they should be looking at how
they can keep print as their main cash cow and use the Internet
to complement doing that.
And here’s another home truth that publishers won’t like reading.
They have mostly themselves to blame for losing core circulation
(not readership, circulation). But it really is not too late to put on
the brakes and get those print readers back. Publishers will boast
their “readership” is higher than ever if print and New Media are
taken together but that really doesn’t mean anything for the bottom
line – total revenues are now lower than ever and it’s revenue that
pays the bills!
Ted Marks, the retired head of MFAMedia, a strategic marketing
firm that represented various international news organizations in
North America, really sums up the problem that print newspapers
have to solve: “I’m one of those who think that the newspaper
publishers’ biggest mistakes was putting their content on the web
for free. They effectively watered down their franchise to the point
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No news entity has the staff to provide local coverage like a
newspaper. So with newsroom numbers being cut to the bone,
what must a newsroom concentrate on with fewer journalists?
The answer is really simple – you concentrate on the three most
important news topics to your readers: local, local and local.

Advertising Local
And there’s another important lesson that publishers seem to have
forgotten – that print advertising is not just a means of making
money, it is what draws in a lot of readership because in effect
local advertising is actually NEWS. Remember the definition of
news is not that something has or is going to happen, but rather it
is when someone knows that something has happened or is about
to happen. And local readers want to know what local advertisers
are putting on sale. Local advertising is an integral part of the
local NEWS package.

of worthlessness. After all, why pay for a hard copy newspaper
if it is available for free? Even the hardcore newspaper readers
are finding it easier and easier to read the news off the web. And,
in these days of high gasoline/heating prices, if I can save $1.50
every day by not reading the New York Times, it makes a lot of
sense to go to my computer …”

Local
Step back a moment and ask yourself what is it that newspapers,
whether they be small, mid-size or large circulation, have pretty
much in common as their really valuable monopoly? Local news, of
course. It’s no secret that most broadcast outlets read newspaper
copy in print or online to discover many of their stories. If it weren’t
for local newspapers there would be many local radio stations out
there without much local news.
So if local news is the monopoly that once made print rich why,
oh why, give that away for free on the Internet? Why not keep
it under lock and key only in print, or if it goes on the web it is
under lock and key and only available to subscribers in a manner
similar to what The Wall Street Journal does today. Why should
any of us go pay money for a newspaper if that news is not only
on the Web for free, but also in many cases on the Web before it
even appears in print. If ever newspapers shot themselves in the
foot that’s how they did it!
Local news is the key to print’s survival. Let’s assume it is a given
that national and international news is public domain, on the Web,
radio and television – absolutely everywhere – for free. So, there
is no problem with putting national and international news on a
newspaper web site for free. But the so-called refrigerator journalism
– those stories that contain loads of local names of friends, family
members and the like that get cut out and put under a magnet on
the refrigerator door – that journalism is what people really want
and if they can’t get it for free on the Internet then by golly they
will buy that print newspaper to get it.

And that’s where the Web comes in handy. Since Web advertising
revenues are so much less than print, why not even give away
a Web display ad that says “See pages four and five of today’s
newspaper for Macy’s two-day bargain sale”. Not only will that
make Macy’s happy; it will clue in the Web reader to buy that
newspaper.
And newspapers know, but seem to forget all too often, that
advertising is an important reason why readers actually buy print. In
the US, Black Friday is the day after Thanksgiving – the start of the
Christmas sales shopping – and newsstand sales all over America
soar on that day. Because of traditional news content? No way.
It’s because of all the inserts from local and national advertisers,
readers want to discover where to go to save the most by learning
who has what on sale at what price.
If ever there was a marketing ploy that newspapers continually
fail to jump on, it is to remind readers how much they save in the
various sales throughout the year because of print display ads.
Those savings far more than pay for a newspaper subscription.
The human mentality in this day and age is such that in order to
make a sale you need to convince the buyer the deal is really worth
it, a worthy investment. Explain a print sale in a way readers can
really appreciate – that buying a newspaper is not a budget cost
center expense but rather a budget profit center revenue-earner
and then watch circulation climb.

Print-Only Working
Does keeping news off the Internet really work? There’s a small
weekly newspaper in Asbury Park, New Jersey called the TriCity
News that has never put news on the Internet. Result: In each of
the past 10 years the newspaper has seen double-digit revenue
increases and it has not raised advertising rates since 1999.
“Ah,” you say, “but that’s a small weekly.” Sure, but why wouldn’t
the concept continue up the line? And for those who think Web
advertising will come around, just remember that last year for the
first nine months the financial services sector cut back by 27%
for obvious reasons, and other sectors, including travel and retail
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goods and services were down, too. So the Web may not be that
great revenue panacea everyone seems to expect.
And do you really think you’re going to gain such Web traffic numbers
that you’ll make the same advertising profit as from print? The big
national advertisers are looking for eyeballs in the multi-millions a
month and not too many newspapers manage that.
So, with newspapers having to work with far less resources it
really means a fundamental rethinking of everything they do and
that includes, most importantly, a rethinking of the New Media
business model. The current model is broken. Too much money is
being lost; it’s time for newspapers to get back to basics – they
have always charged for their news and that model really has
worked for some 400 years.

Philip Stone has held a wide variety of management positions
with news agencies for more than 30 years, ending his agency
career at Reuters as its Managing Director for Reuters Media,
Europe, Middle East and Africa. He has spent most of his life
selling various editorial services to newspapers.
Since leaving Reuters in 2002 he has run his own consultancy
business, Stone & Associates, and he has been a partner in
followthemedia.com, (http://www.followthemedia.com) a web
site devoted to reporting on media affairs on both sides of the
Atlantic, for which he writes a column three days a week. His
emphasis is analyzing the US newspaper market because what
happens there can often be expected to show up on the other
side of the Atlantic, too.
Mr. Stone resides in Geneva, Switzerland with his wife, Seemah.
His son Kevan lives in Orlando.
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Newspaper newsrooms worldwide have had to drastically restructure their staffs,

organization and workflows, whether because they integrated their print and online operations to cut costs as they were pressured by the economic crisis, or because they wished to
transform their print-centric news operation into a 24/7 multimedia organization. The current
downsizing in many newsrooms leads to some obvious concerns about newspapers’ editorial
quality in the future, while also forcing editors to make difficult decisions on the newsroom
jobs and roles that need to be safeguarded, sometimes at the expense of others.
The new trends of newsroom workflows:
• Creating new newsroom positions: Creating new newsroom positions is sometimes
an easy way to implement change while not necessarily changing existing newsroom roles a
whole lot. For example, creating the position of Community Head by giving the ombudsman
the added responsibility of overseeing online comments is a natural extension of an existing
job but helps to promote a print-online culture in the newsroom.
• Don’t burden journalists with multimedia: Although the global trend is towards journalists producing multimedia coverage, filing audio and video clips alongside text stories, some
editors warn that burdening journalists with multimedia may be counter-productive. Some
newsroom jobs such as video editing often need to remain specialized.
• Cutting back on subeditors: This may not be seen as a positive trend by newsroom
staffers, but many newsrooms are scaling back on their subediting and copy editing teams.
Although new publishing platforms enable non-professional designers, such as journalists, to
lay out and publish pages (online especially), the disappearance of subeditors in newsrooms
bodes bad news for newspapers as they cut back on editorial checks.
• Moving out of the newsroom: Many newspapers have chosen to outsource subediting,
advertising, and sometimes even basic reporting tasks, as they cut costs and restructure
their newsroom. These growing practices have been accompanied by concerns for editorial
quality as newspapers depend on non-journalistic entities.
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section: 1

Journalists of the digital age
the new demands
of multi-platform journalism
It’s no surprise that the role of the journalist
in the multimedia newsroom has significantly changed: in the US, 2008 PRWeek/
PR Newswire Media Survey found that
journalists’ skills were shifting towards
digital journalism, as well as an increased
awareness of their newspapers’ financial
issues. Of the 1,231 journalists from various
media who were polled:
• 57% believe they are being asked to work
more today than in the past.
• 56% say they are contributing to several
platforms, including 39% of newspaper
journalists who have to work on the online
version of their publication.
• 38% of newspaper reporters expect to
see “reductions in staff” over the next three
years. Only 63% of print journalists believe
their publication will survive considering the
current state of the print industry.
• 91% consider the most important aspect
of their work is to “make my publication
successful by creating appealing content
for its audiences”, while to “break news”
and “chronicle events as they happen”
came as lower priority. The survey says
that this “suggests a significant level of
commercial awareness on the part of
journalists.”

A number of prominent newspaper editors,
including New York Times Digital Editor Jim
Roberts, have admitted that the shift to
digital publishing has resulted in an extra
workload for reporters. “I owe it to the truth
to say that they do more work,” said Roberts
in June.

different levels of
expectations for
multimedia journalists
“So far, I have not seen a single danger in
joining print and digital journalists,” said
Edward Greenspon, Editor-in-Chief of the
Globe & Mail in Canada, which has so far

Quick Facts

REPORTERS NEED BOOST TO MORALE:
- 70% of journalists believe public opinion of journalists had gotten
worse during the past five years, and 52% believed the general
public had a “somewhat negative” opinion of journalists.

Quick Facts

TEACHING OLD DOGS NEW TRICKS
As editors seek more Web-minded reporters, one solution is to hire younger, techsavvy staff. However, the best solution always remains to train those experienced
reporters who are willing to adapt to digital platforms.
In the lead to its move to a new integrated newsroom, all of the Guardian’s 800 staffers were given the possibility to follow a voluntary, one-day training program that
teaches basic multimedia skills and principles of Web storytelling.
“Experienced print journalists who want to stay with us and go the journey, we will
give them every assistance to move into the new media skills,” said Managing Editor
Chris Elliot.
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encouraged journalists to “consider themselves hybrids.”
However, Greenspon recognized that “just
as there will always be the need for certain
journalists dedicated to producing the print
product, such is the same for our digital
products, especially given the rapidlydeveloping technologies and storytelling
techniques.”
At the RBS Group’s Zero Hora in Brazil, “the
discussion about integration is outdated. By
now, we are trying to fuse, 100%, the digital
and print operations inside the newsroom,”
said RBS Group General Product Director
Marcelo Rech.
While some newsroom roles remain specialized, such as print page designers, most
departments have been merged. Although
editors don’t require staff to produce multimedia if they’re uncomfortable with it,
Rech estimated that no less than 70% of
Zero Hora’s roughly 230 journalists worked
both for print and online.
Not all newspapers expect so many of their
reporters to produce multimedia. At Punch
Newspapers in Nigeria, “We’re starting with
print journalists who already have a flair for
the digital platform and encouraging the rest
to join in the fun. At entry level, however,
our preference now is for digital natives,”
said Punch Executive Director Azubuike
Ishiekwene.

going digital: the
one-man brand
In October, an article in the Examiner in the
US described how journalists’ jobs could
further change in the future, in a climate
in which journalism is thriving while print
newspapers struggle.
Journalists will not only have to learn the
basic skills required to do interviews and
write stories, but also learn how to tailor
them for different media platforms, and
understand basic business principles so
they can market themselves as individuals to multiple news organizations, rather
than producing content for a single news
organization.

in depth

TEAMING UP WITH THE AD-SALES DEPARTMENT
More than ever, newspaper editors’ tasks
require them to lift their eyes from copy
and cooperate with the business departments (see chapter 2). “Let’s remove the
stigma [of the two departments not working together] and rename the newsroom
the content room,” wrote Philip Stone,
Follow the Media writer and newspaper
consultant, in April 2008.
He cites an example from the 1980s when
United Press International brought in Max
McCrohan as the new Editor-in-Chief. At
the time, McCrohan made editorial and
ad departments meet monthly to create new, topic-specific sections, which
would allow the newspaper’s advertising
department to sell more targeted – and
expensive – ads for the special sections.
Each special section was delivered several weeks in advance (a section on gardening would be produced in February for
April), thus giving time to advertisers to
sell the content to gardening centers, etc.
In the US, Des Moines Register Editor
Carolyn Washburn said that “cooperation
between the news and advertising staff
at the Gannett newspaper now runs far
deeper than in the past.” For example,
in preparation for key state high school
sports tournaments, the paper’s sports
editor and advertising staff determine how
they can produce coherent packages.
As former Los Angeles Times ad executive Todd Brownrout argued, “It’s the
utility of the content being offered that
presents the greatest opportunities. For
example, travel Web sites often offer

little in the way of original editorial content, but they provide huge function and
utility to consumers, which appeals to
advertisers.”
Newspapers have long been hampered
with a tradition of “insufficient communication between the editors and writers
generating content and those on the business side charged with selling it to advertisers,” wrote Louis Hau of Forbes.com.
“We all have to realize that we’re on the
same team. We haven’t developed that
trust,” said John Kelly, vice president of
advertising for The Palm Beach Post.
Although Stone points out that cooperation with the business departments
shouldn’t infringe on editorial independence, “Newspaper departments need
to act as a team as never before; the
newspaper needs to provide that product
to the community that encourages the
community to support print.”
Teaming with commercial departments
often leads to criticism about editorial
independence. The French daily Libération learned this after pulling a nice stunt
when it published an October 2008 edition on glossy paper, as part of an advertising deal with luxury brand Chanel.
Although the paper’s director, Laurent
Joffrin, mentioned that the editorial
content hadn’t been affected by the deal,
some observers found it controversial
that the paper should publish an article
about a Chanel-sponsored art show in
New York on the same day.
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DON’T BURDEN JOURNALISTS WITH MULTIMEDIA
There’s no question that journalists will have
to learn new skills as they adapt to digital
publishing. But there are questions as to
how much should be expected from reporters: many editors have already found that
when asking reporters to do everything, they
sometimes come back with nothing good.
Take the example of Elaine Sciolino, NYT
Paris correspondent, who is now expected
to post to the Web by noon, produce video
for the Web, write for the Times-owned
International Herald-Tribune, and still write a
flawless story for the next day’s Times.
“If you want to be a journalist today, you just
have to work harder and more efficiently.
You aim for perfection until your deadline,
and then you aim for doneness. You just
gut it out,” said Sciolino, implying that the
additional workloads may have negative
effects on the quality of content.
In August, The Daily Telegraph’s outgoing
political columnist, Jonathon Isaby, also
criticized an “ultra-pressured environment”
in which journalists are expected to write,
take pictures and stay constantly on top of
breaking news.
“People don’t have the time to look through
Hansard [the official parliamentary record]
and look at parliamentary questions and
answers which so often are the source of
so many stories,” he said.
As said by NYT Digital Editor Jim Roberts in
a June interview, “There’s a certain amount
of specialization worth maintaining.” He
said that although the Times had distributed
audio recorders to its reporters, the paper
hadn’t widely encouraged reporters to shoot
video, worried that this might hinder their
traditional reporting.

Enhancing a story with
multimedia in just a
few minutes?
Should journalists specialize in one particular medium or do they have time to delve
into multimedia to complement their stories? According to San Jose Mercury News’
Lisa Fernandez, creating a multimedia story
can be quicker than journalists think.

She describes writing a story about a toddler
who died in a pond and complementing it
with video “Didn’t take me more than a
few minutes” to shoot the video, Fernandez writes in the News Videographer Blog.
“I needed to look at the area anyway, to
describe in words, for my story.”
For longer features, Fernandez tells her editor in advance so she can have an extra day
to make the video. She can edit a 2-minute
video in an hour or two.

For journalist Lisa
Fernandez, shooting
and editing some video
footage to complement a
story can take less than
two hours.
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Verdans Gang:
digitally profitable
and non-integrated
Not all newsrooms have chosen to integrate
print and online teams and require reporters
to produce multimedia content. Verdans Gang
Multimedia in Norway has successfully grown
both its print and online editions without asking journalists to be multi-platform (its parent
company, Schibsted, draws over half of its
revenues through digital operations).
For Editor-in-Chief Espen Egil Hansen, there
are two fundamental reasons why newsrooms should remain non-integrated and
journalists specialized.

“If you want to be

a journalist today,
you just have to work harder
and more efficiently.
You aim for perfection
until your deadline, and then
you aim for doneness.”

First and foremost, “The newspaper and the
internet are by nature so diverse that they
demand completely different working methods and organizations in order to succeed,”
he said. The strengths of online journalism
are in breaking news, continuous updates
and interaction with readers to fuel the
news process, all of which users can read
at their convenience. The strengths of the
newspaper, on the other hand, are opposite
since they’re based on the selectivity and
presentation of heavily edited content in a
limited space.

HAVE YOU

LOOKED
AT AP IMAGES

LATELY?

Secondly, Hansen says newsrooms should
remain separated as they adapt to what he
calls “a media climate change.”
“The glaciers (the traditional publishing
houses) are melting, the storms (the competitors) are getting violent and coming from
unexpected places, and the changing circumstances for life are such that ancient species
must succumb to new ones (goodbye Tribune
- hello Facebook),” wrote Hansen.
“In this entirely new media landscape, I
believe the specialists will win. The ones
that are best adapted and that are able to
change fast enough.”
However, Hansen acknowledged that VG’s
model was perhaps not applicable to all,
and was better suited for newspapers that
lead their market. He also said that as the
media climate change accelerates, VG
could rethink its organization in the years
to come.
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section: 2

Fewer jobs, newer jobs
and changing titles
Community Editors replace the ombudsman?
As newsrooms reorganize for a digital future,
many newspapers have created new positions to reflect the increasing importance of
user interaction in the news process. The
Telegraph in the UK is one among many
newsrooms to have created the position
of “Head of Comment and Community”,
appointing Iain Martin in April. Martin’s role
was to oversee all comment pages and
community areas for the Telegraph’s three
main platforms (print, Web, Sunday edition),
as well as be responsible for all platforms
that host users’ input.
Also in the UK, the Glasgow Herald Group
appointed John Young to the newly created
position of “Group Multimedia Editor” in
April. Young, former picture editor of the
Glasgow Evening Times, leads a team that
focuses on all non-text content, including
pictures, videos and podcasts, across the
Herald’s three newspapers.
Young is also responsible for overseeing
the gathering and organization of usergenerated content submitted to the Herald’s
offering of 35-plus ultra-local community
websites. The community sites are one of
the Herald’s main sources for multimedia
content, as users upload a number of their
own pictures and videos daily.
As newspapers increase their multimedia
offerings and rely more heavily on usergenerated content, more and more will need
to create specific positions to oversee these
new forms of information.
However, the role of the ombudsman, the print
ancestor of Community Editors and reader
interaction, is quickly disappearing: in the
US alone, at least 10 newspapers, including
The Sacramento Bee, the Star Tribune in
Minneapolis, The Sun of Baltimore, the Fort
Worth Star-Telegram, the Orlando Sentinel,
The Hartford Courant, and The Palm Beach
Post, dropped their ombudsmen over the
past year in an effort to cut costs.
Even more symbolical, The Courier Journal,
the first North American newspaper to have

a staff ombudsman, decided to cut the
position in August.

Last but not least, money can be saved or
spent on something else.

Simon Dumenco, journalist for Advertising
Age, offered a few reasons why the role
of the ombudsman has been diminished
in past years:

According to Dumenco, readers are now
willing to second-guess news coverage and
to contribute themselves. Instead of paying
for an ombudsman, papers should focus on
devoting more space online and in print to
receive readers’ input.

Readers can now effectively do the job
for themselves, especially through media
watchdog blogs. Many bloggers can influence how controversial newspaper reports
are received and spun.
More people now directly engage in conversation with journalists and editors through
email and website comments.

Stephen Pritchard, ombudsman of The
Observer in the UK and head of the SanDiego-based Organization of News Ombudsmen, argues there’s a strong business case
for having ombudsmen since it shows that
the newspaper cares about its audience.
Pritchard points out that ombudsmen are
also an effective means to channel readers’
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comments in a productive manner. You can
tell when someone is just firing from their
head when they write an online comment,
says Pritchard. If people actually sit down and
write a letter to the editor they would have to
give their full address, etc. and would have
more time to think about what they say.
Clark Hoyt, public editor at the NYT, believes
cutting ombudsmen is a “sad development.”
“It closes an important avenue for readers
to talk to newspapers and interact with
newspapers, especially in a world we live in
today where newspaper credibility is under
challenge. Having a voice for readers is an
important role.”

This view is nuanced by other editors,
including Charlotte Hall, Orlando Sentinel
Editor, who believes that “a paper without
such a person can cover the needs of reader
concerns better than some think.”
“The point is to be accountable to the public,
and some papers have done that with an
ombudsman. On the other hand, a system
that holds every editor directly accountable
to readers also works very well. Papers can
distance themselves too much from readers
if everything goes to one person. There are
real pros to having them and real pros to
not having them.”

Hall’s comment points to the fact that the
role of the ombudsman, as a newspaper’s
single bridge to readers, may be incumbent to all at a time when each editor and
journalist is accountable to readers through
comments and email.
But, as said by Siobhain Butterworth, the
Guardian’s Readers’ Editor, in response to
Dumenco’s article: “The issue is not whether
the newspaper ombudsman is redundant in
the digital age but whether self-regulation
is worthwhile.” It is, whether in print or
online.

the boom in outsourcing:
how far can we go?
newspapers should
outsource “nearly every
aspect of their operations”
What if the local newspaper newsroom of the
future were entirely outsourced? Although
this still seems like a far-off possibility, over
64% of editors worldwide believe that their
paper will outsource editorial functions in
the future (Newsroom Barometer 2008).
Dean Singleton, MediaNews Group CEO and
chairman of the board of The Associated
Press, was among the first to say newspapers should consider outsourcing in “nearly
every aspect of their operations,” according
to USA Today.
Publishers should be “trying to consolidate
editing and design domestically, whether
in one place or several, and see if they can
match the savings they would see by going
overseas,” said Singleton.

tent. He suggested that papers outsource
the rewriting of wire stories to instead focus
on the production of original content. Or
perhaps newspapers should simply save on
the rewriting of wire stories and use those
resources to gather original content.
Speaking of the Telegraph’s partnership
with TV news organization ITN for its online
videos, he said that ITN was frankly better
at it. According to Roussel, outsourced firms
frequently do specialized jobs better – and
at a cheaper cost – than newspapers.
Roussel also suggested that outsourcing
and cost cuts should target the production
areas, which constitute nearly 60% of newspaper costs according to him. In December,
management informed staff that it was
seeking approximately 50 redundancies
across editorial, following Telegraph Head
of Production Richard Oliver’s visit to an
outsourcing centre in Brisbane, Australia.

outsourcing: a loss
of local flavor?
Such ideas have been widely contested
by editors and journalists, who argue that
newspapers’ core value lies within their
intimate knowledge of their audience and
area. Indeed, it’s hard to imagine how
an overseas reporter could restitute the
local flavor of coverage readers were once
used to.
“Outsourcing copy-editors is a terrible idea.
The move would damage beyond repair
the things readers and advertisers value
most about newspapers: Our wealth of
local knowledge, and our commitment to
accuracy and fact-checking,” said Sara
Steffens, chair of the BANG-EB bargaining
unit, representing employees of the San
Jose Mercury News.
Said Sylvia Ulloa, a page designer at the

newspapers should
outsource non-original
content cf chap 1
“Do what you do best and outsource the
rest,” advised Daily Telegraph Digital Editor
Edward Roussel in October.
According to Roussel, newspapers should
invest in premium stories and make cutbacks in areas concerning repackaged con-

Telegraph Digital Editor Edward Roussel says the
paper has benefited from ITN’s expertise in video.
Dean Singleton (right), CEO and chairman of the
board at MediaNews Group, believes outsourcing
is the key.
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San Jose Mercury News and president of
the San Jose Newspaper Guild:
“The people who write and edit the San Jose
Mercury News know Silicon Valley because
this is where we live. That knowledge is
not something you can replace with cheap,
off-shored editing. If MediaNews keeps
cutting its ties and its commitments to the
communities it serves, both readers and
advertisers will go elsewhere.”
In July, Eureka Reporter Dave Stancliffe
wrote a unilateral condemnation of the
waves of outsourcing affecting US newspapers. “I dread to see what will be outsourced
next. Newspaper editors perhaps? Somewhere along the line we’re losing more than
just jobs,” wrote Stancliffe.

However, staff members at another newspaper, the New Zealand Herald, reportedly complained about the outsourcing
of 70 subediting roles in March 2007 to
Pagemasters: “There’s more communication hassles, having to ring Pagemasters
about a story in the production process,”
one journalist told the Australian. “You
don’t know who’s going to be handling
your stories.”
Yet more and more struggling newspapers are considering the outsourcing of
more important editorial jobs. The Tampa
Tribune and Miami Herald in the US followed suit in June, outsourcing jobs for
the production of their calendar, archiving
and International editions.

The same month, The Orange County Register took a big step when it announced it
would outsource copy editing and layout
duties to Mindworks, an Indian company,
for a one-month trial. Editors at Mindworks
worked five times a week on selected editing
and layout assignments, and were overseen
by the Register’s editors.
“This is a small-scale test, which will
not touch our local reporting or decisionmaking,” said Register Deputy Editor John
Fabris.

Newspapers worldwide
outsource production
and editorial jobs
Despite potential concerns about editorial
quality – and ultimately business – many
newspapers have resorted to outsourcing, in an effort to diminish their costs.
In recent years, the bulk of outsourcing
initially revolved around production and
design tasks.
In March, Mc Clatchy Co. announced it
would outsource the ad production of two
newspapers, The Tribune in San Luis Obispo
(to Express KCS) and the Herald-Leader (to
Affinity Express Inc.). In May, Gannett-owned
Newsquest in the UK announced 27 prepress job cuts, as the company outsourced
production jobs to Express KCS.
In Australia, Fairfax Media prepared to outsource the bulk of its editorial production
for its flagship newspapers to a subsidiary
of the Australian Associated Press called
Pagemasters. This move coincided with
Fairfax’s decision to reduce its headcount
by as many as 550 staffers.
Pagemasters had been previously responsible for small production chores including
TV guides and entertainment listings, “But
the move to enlist the firm to conduct subediting of serious editorial sections is a
step-up in responsibility,” reported The
Australian. Among the first areas to be
outsourced were the employment and real
estate sections.
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The Culture pages:
downsizing on film and book critics – in print
Film critics are considered expendable at
a time when print publication revenues are
declining. In April film critics from more
than a dozen daily newspapers and several weeklies in the US had been laid off,
including Nathan Lee, one of The Village
Voice’s two full-time critics, and David
Ansen from Newsweek.
Michael Lacey, Executive Editor of Village
Voice, said that the publication would sustain its film coverage by relying more heavily
on freelancers.

A number of cartoonists now display their
work online. While the traditional blackand-white print form can be constraining,
the Internet allows cartoonists to be more
elaborate by using multi-panel images,
color, and even animation with sound.
This shift was exemplified by Pulitzer Prizewinning cartoonist Ann Telnaes’ decision
in June to end the print circulation of her
cartoons to instead focus on animated cartoons on washingtonpost.com.

As for many other traditional print features
(think stock listings), movie reviews have
vastly migrated to the Web. “Serious movies
can always be helped by a boost from anywhere, but almost anyone who is interested
can find plenty of information about a film
before it even opens because of all the
coverage in the blogs about festivals and
screenings, “ said S. T. Van Airsdale, a Senior
Editor at defamer.com and the Founder of
thereeler.com.
Film critics have not been the only ones to
suffer from newsroom cutbacks. In October,
The Chicago Tribune announced it would
drop its stand-alone book review section,
one of the few remaining in the US.

Editorial Cartoonists:
from still to anime
As newspapers cut costs across the newsroom, many have had to part with their
staff of editorial cartoonists. Worse, as
newspapers seek to appeal to larger audiences, some editorial cartoonists worry
that they’re being forced to water down
their content.
“Before, the rule was to editorialize and
provoke. Now it’s to address and entertain.
Don’t take a position, don’t editorialize, don’t
create any grief,” said Milt Priggee, whose
work has appeared in Newsweek, the Washington Post and the New York Times.
However, just as it is for reporters, the job of
editorial cartoonists is far from being dead,
to the contrary, for those who are willing to
pick up the ways of the Web.

Many online sites like
Rotten Tomatoes or The
Reeler have contributed to
newspapers cutting their
movie listings and film
critics in order to cut costs.

“I decided to end the print syndication mainly
for time reasons,” said Telnaes. “When The
Washington Post asked me to increase the
animations, I realized I couldn’t realistically do both since I do all the animation
myself. So I thought this would be a great
opportunity to take the next step in editorial
cartooning.”
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section: 3

The vanishing subeditor
the end of subeditors?
In recent years, as more newsrooms have
integrated their print and online operations and cut costs, it has become increasingly clear that the role of the subeditor
and adjunct production tasks were being
radically changed. Add to that that most
recent content management systems have
made the bulk of traditional subediting tasks
accessible to journalists, and the fate of
subeditors looks grim.
David Montgomery, Executive Chairman of
newspaper group Mecom, has repeatedly
claimed that subeditors are no longer needed
to produce newspapers nowadays.

replacing subeditors
with non-journalists
In the UK, regional newspaper publisher
Archant Suffolk cut more than 8 of its 26
subeditors and replaced them with 10
advertising designers – non-journalists.
The move was mainly aimed at cutting costs,
considering the designers earned about
£18,500 a year, compared to subeditors
who were paid about £26,000 a year.
“We are proposing that these [papers] will
be laid out by highly skilled page designers,
who do not have an editorial background.

Under this proposal, of course, we would
install all the necessary checking and proofing systems within the overall process,” said
an Archant internal document.
However, “the use of non-journalists to lay
out newspaper pages is a recipe for disaster.
Without legal and journalistic training, they
will have no idea of the potential pitfalls and
the consequences could be catastrophic for
the two papers,” said Martin Chambers, the
National Union of Journalists’ father of the
Archant Suffolk chapel.

“I was a subeditor...but many of those skills
have been made redundant,” Montgomery
said in March. “The humdrum tasks are
not necessary. We will make journalists
publishing stars in their own right.”

CUTBACKS ON SUBEDITORS:

Although Montgomery has long called for
increased reliance on journalists, cutting
subeditors altogether may not be a solution: in June, seven Editors-in-Chief sent
Montgomery a letter to voice their concerns
about editorial quality in light of newsroom
cutbacks.

In November, The Herald Express in the UK cut three of its five subeditors after
it merged content management systems with other Northcliffe-owned titles.

gLobaL trends

New York Times writer Lawrence Downes reported in June: “The job hasn’t
disappeared yet, but it is swiftly evolving, away from an emphasis on style
and consistency, from making a physical object perfect the first time. The
path to excellence is now through speed, agility and creativity in using
multiple expressive outlets for information in all its shapes and sounds.”

The Times of London also reduced its reliance on its about 20 casual subeditors
by cutting the eight-hour shift to six and reducing wages in December.

“Many subediting skills

have been made redundant.Journalists will
become publishing stars in their own right.”
can and how should
journalists replace subeditors?
express newspapers:
pre-templated content
management system
If replacing subeditors with non-journalists
isn’t a solution, trying to replace them with
reporters can be a mixed bag too.
In October, following the announcement that
86 subeditors from the Daily Express and
Sunday Express were to be cut, a leaked
memo entitled “Changing Ways of Working”

outlined ideas for new workflows that would
allow reporters to input stories directly into
page templates. The newspaper group had
recently implemented the Woodwing content
management system (CMS).
“We are therefore proposing to introduce
the direct input of copy by reporters and
writers into the system. Pages would be
envisaged by the backbench and drawn by
the designers as now. The reporters would
be sent a shape for the stories, containing

all the necessary type and styles and they
would fit their copy to that shape.” said Ian
Parrott, Express Newspapers group Managing Editor, in the memo.
“Once finished, the reporters/writers would
check in their story shape and the words
would be edited by the newsdesk and a
team of rewriters/editors who would also
write the headlines and make any necessary
changes. Our night lawyers would check the
stories as they do at present.”
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“The use of non-journalists to lay out

newspaper pages is a recipe for disaster.”
Under the new structure, the remaining
production staff’s week was to be extended
to five working days instead of the previous four.
Late October, as the new structure was to be
unrolled, the National Union of Journalists
(NUJ) reporterd that only 25 staff members
had inquired about the voluntary redundancy
program.
In November, staffers from the Daily Express
and Sunday Express voiced concerns about
Woodwing and the cutting of subediting
roles.
Despite the training program journalists
went through to understand the new CMS,
a staffer told the National Union of Journalists:

ENT1_Ins_Congress_A6_2009.qxd

“No one knows how it is to work or even who
is responsible for it. Writers filling defined
holes seemed to be utterly problematic and anyway how many writers want to be
typesetters or sub-editors? Someone must
have taken too many happy pills when this
whole scheme was envisaged.”

11.3.2009
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Phoenix –
Your business
partners will
be there – what
about you?

The Telegraph: postpublishing moderation
At The Telegraph in the UK, the role of subeditors – renamed production journalists –
has also drastically changed with the move
to an integrated newsroom. Production
jobs were initially cut and journalists are
now expected to partake in the production
process.

PHOENIX 2009

“TMG has made fantastic progress with our
integration process and it is because of this
we are able to recruit for 40 new roles,” said
Telegraph Editor-in-Chief Will Lewis.
In October, the Telegraph moved further
down this road when it announced that its
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reporters would begin experimenting with
“post moderation.” Telegraph reporters
were to post their stories directly on the
website without passing them through a
subeditor beforehand. Other journalists and
editors then had the ability to update or edit
the stories once on the site.

city am: moving copy
editing to a night shift
In June, London freesheet City AM
announced it was striking all six of its
subeditors. Journalists were to write and
sub their own copies.
According to a City AM spokesman, the layoffs were not a cost cutting-measure and the
paper planned to expand its night editorial
team to compensate for the cuts.
“City AM is undertaking a reorganization
that will see it move away from a combined
editorial and subeditorial model to focus
on frontline journalism,” the spokesman
said.

newsquest: away from
newsroom specialization
In October, UK publisher Newsquest
announced plans to fire all of its subeditors and replace them with “multi-skilled,
cross-platform journalists” at four of its
paid-for papers and one freesheet.
As described in a 31-point job description
(see box), the new multimedia journalists
will be responsible for “writing news and
features; subbing and designing pages;
shooting video; taking pictures; working the
new content management system; blogging
and writing news stories online; processing
pictures for print and for the web and looking
after trainees.”
Essentially, Newsquest’s plan is to add all
subediting tasks to reporters’ current job
descriptions, while also expecting journalists to produce quality multimedia stories.
One Newsquest staffer described the job
descriptions as “ridiculous.”
According to the Press Gazette, the new
journalists will “have to specialize in every
area of the newsroom instead of being
specialists in one area.”

gLobaL trends

31-POINT JOB DESCRIPTIONS FOR MULTIMEDIA JOURNALISTS
The job description for Newsquest London’s new senior multimedia
journalist position included, to cite just a few, the following points:
• Editorial duties...including writing, uploading,editing,
subbing, photography and video.
• Maintaining a presence in local communities while meeting production demands.
• Regularly contributing ideas and subjects for multimedia content including
news, features, photographs, picture galleries, videos, blogs and campaigns.
• To act as mentor to trainee journalists and perform duties
of other editorial managers on a temporary basis.
• To respond quickly, with multimedia options considered, to breaking news stories
in or out of office hours, either personally or by alerting the relevant manager.
• To consistently demonstrate advanced subbing, design and production-related skills.
• The job description adds: “This job description summarises the main aspects of the
job, but does not cover all the duties that the jobholder may be required to perform...It
is not intended to restrict the scope of the job, but clearly to define its starting point.”
Quick Facts

THE DAY OF A CHIEF SUB VIDEO EDITOR
While traditional subediting jobs may be vanishing, there are many openings for subeditors in the new fields of multimedia journalism. Shirish Kulkarni, Chief Sub Video
Editor at Sky News, described his daily job and the concerns that come with Webspeed publishing:
“It’s my job to make sure the latest, most informative and most interesting pictures
get on air – ﬁrst.
“That means lots of split second decisions on what we should and shouldn’t use.
Sometimes there’s no right or wrong answer, it’s just about making the decision
quickly.
“In an “on demand” world, the traditional news bulletin could soon become obsolete,
as viewers pick and choose the news they want from an infinite array of sources.
“The relationship could well become one in which we have to give you what you
want, rather than what we think you need to know.”

Newsquest Managing Director Andy Thomas
defended the restructuring, claiming it will
allow the papers and staff to “take advantage of technology to introduce new workflows that will more readily meet the needs
of the business.”
In December, Newsquest’s financial
woes became even more evident when it
announced that ten weekly titles and one
monthly community newspaper were facing
closure. The publisher announced further
subediting changes, with the creation of
three regional production hubs responsible
for all sub-editing work.

UK publisher Newsquest
planned to fire all of its
subeditors, following the
implementation of the
Woodwing CMS.
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“As news becomes collaborative,
editors will need to assemble networks
from among staff and the public.”
subeditors aren’t a luxurY
As more newspapers cut production jobs
or transfer subeditors’ tasks to reporters,
journalists and the public have worried
that this shift will inevitably lead to fewer
editorial checks and decreased editorial
quality. But if this change is inevitable,
how can newspapers uphold the quality
of their coverage?
According to NUJ assistant organizer Don
Mackglew, speaking of Newsquest’s plan: “It
is clear that they are not interested in their
employees’ wellbeing, but only interested
in saving money and closing local offices.
The new proposals will certainly increase
the workload for the remainder of staff
and affect the quality of journalism across
all the titles.”
The Diary of a Wordsmith Blog also worried about the implications of journalists
replacing subeditors, who not only serve as
proofreaders, but also as legal guardrails.
“Quite apart from the problems arising when
you try to edit your own work, many journalists do not write great English (and rely on
the subs desk to do rewrites) and most do
not have the comprehensive understanding
of media law that subs do, but have only a
limited working knowledge of libel law.”
Guardian columnist Peter Wilby warned
newspapers that the role of subeditors was
essential to newspapers, and their disappearance – if it leads to lesser credibility
– will weaken newspaper businesses.
Newspapers “must persuade people they
are premium, high quality products” by
maintaining and further yet, improving “their
reputations for reliability, clarity, consistency
and coherence,” wrote Wilby. However, Wilby
also acknowledged that new technology
and content management systems could
perform many of the routine subbing functions in the future.

According to others, such as Buzzmachine
blogger and media guru Jeff Jarvis, the
solution may be to replace subeditors with
a pool of qualified users.
“As news becomes collaborative, editors
will need to assemble networks from among
staff and the public; that makes them community organizers. I also believe editors
should play educator, helping to improve the
work of the network,” wrote Jarvis.

It’s not clear whether newspapers can practically implement such a network of reader
subeditors – and whether they’d be willing to
take the risk. Until then though, many newsrooms will have to produce their content
with fewer and fewer editorial checks.

Digital and Print.
It’s Better Together.

Digital Technology International provides
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the world’s most successful newsrooms.
One integrated high-performance
solution for all digital and print
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cost. And with DTI’s unique targeting,
increase attention – and revenue.

Request a white paper on Building the
Integrated Newsroom: info@dtint.com
www.dtint.com

section: 4

A revolution in workflows
shifting workflows at the FinanCial TiMes
for the storY of the Year
When the credit crisis spread throughout
the world last fall, the Financial Times had
to quickly rethink its workflows in order to
provide comprehensive coverage of the
biggest business story of recent years.
According to Managing Editor Daniel Bogler,
three key teams – and steps – including
the Crisis Counsel (Chief Editors and senior
editors), The Leader Conference (meeting
for in-depth coverage) and, specifically, the
Hit Team (the financial services – banks –
reporters), spearheaded the newspaper’s
response to the global financial crisis.

leader conference
The team then held a Leader Conference to
inform editors that all in-depth and “Leader”
stories would be focused on the crisis. Previously planned articles were shelved and
journalist resources were reallocated.

the hit team
The Hit Team, consisting of reporters and
editors from the relevant beat for a story,

co-ordinated the entire newsroom: they
deployed reporters, co-ordinated news
flows, wrote the front-page splash and
managed the opening pages.
The Hit Team could pull reporters off their
beat to focus on the main story at hand.
The core of this Hit Team consisted of ten
financial services reporters in London and
six or seven in New York.
Staffers from other bureaus were also asked

tips and resources

the crisis counsel

ASSOCIATED PRESS 2.0: 1-2-3 FILING FOR ALL STORIES

When news of the credit crisis first came
in, a Crisis Counsel was called at around
10am involving Editor Lionel Barber, News
Editor Robert Shrimsley and other senior
editorial staff.

In the ‘1-2-3’ model:

The Crisis Counsel’s first move was to
rethink the layout of its print paper, clearing the first four pages of previously planned
stories to devote them to the credit crisis.
The FT also redesigned the template for
its front page to present only two stories
(instead of three or four) about the crisis.
The senior editors were to notify the rest
of staff that the economic crisis would be
the focus of the day’s paper.

In 2008, AP codified its news delivery process to follow the rule of ‘1-2-3 filing’ for
all of its stories. Under this process, “It no longer is an assumption that text is the
default and only way to tell a story.” said AP Executive Editor Kathleen Carroll.
1: AP delivers a simple headline, in about fifty characters,
for quick breaking news updates.
2: ‘AP News Now’ - the news agency produces a 130-word summary of the story,
written in a platform-agnostic style “that can be read on the air by broadcaster,
or used online, or even printed in some print publications,” said Carroll.

Kathleen Carroll,
Executive Editor
of the Associated
Press

3: AP editors and reporters then think
of the best way - or media - to tell the
story. In some cases, this is simply a
500-word story. In others, an interactive
graphic or video are more appropriate.
Some stories don’t have a third step:
the 130-word sum-up was sufficient.
Others “blossom into many stories.”

photo: Jean-Yves Chainon
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to make contributions by giving a foreign
or local angle to the credit crisis. Bogler
reported that the news editor and reporters around the world “shaped these pages
relatively quickly.”

gLobaL trends

JEFF JARVIS’ SOLUTIONS FOR A SHRINKING NEWSROOM.
In a blog posting, BuzzMachine blogger Jeff Jarvis suggested shrinking local
newrooms make their writers do the subediting and instead invest in beat reporting.

Thanks to this ‘emergency workflows’
scheme, the Financial Times was able to
provide comprehensive coverage of the
crisis, especially at a time when the public questioned the credibility of business
journalists who hadn’t seen it coming (cf.
chapter 2). FT.com’s traffic exploded in
the wake of the crisis, with page views
rising 300% and unique users 250% in
September.

TaMPa TRiBUne shrinks and integrates
The transformation of the Tampa Tribune’s
newsroom in the US offers some insight as to
how shrinking newsrooms have changed their
workflows in order to maintain coverage with
fewer staffers. In November 2008, the Tampa
Tribune, TBO.com and television station WFLA
used their staff cuts as an opportunity to
integrate their newsrooms into an ‘Interactive
Newsroom’, in which all three platforms, print,
online and TV, were further combined.
Although the numerous job cuts were a “sad
development,” according to senior editor
Dennis Joyce, there was little time to dwell
on missing colleagues considering the daily
work the remaining staffers had to produce
and the radical changes they quickly underwent. Change happened fast, in about 30-45
days. The physical layout was modified, with
two floors devoted to newsgathering and with
print editors sitting beside TV editors. But the
biggest changes concerned workflows and
newsroom roles.

dividing the newsroom
into 5 ‘circles’
Reporters and editors are now divided into 5
work groups known as “circles” that include
people from across disciplines and platforms (similar in a way to the Guardian’s
pods). The 5 circles are:
• Deadline (the largest)
• Grassroots
• Personal Journalism
• Watchdog
• Data (the smallest)

The Deadline circle includes the “Live Desk”,
which is the ‘air traffic control centre’ for the
whole newsroom; editors at the Live Desk
keep track of newsroom resources at all
times and can reallocate reporters when
necessary to increase efficiency.
The smaller the team, the better, Joyce
explained: whenever possible one or two
staffers produce content for all platforms. For
instance, photo and video operations have
been completely converged and all staff now
carry “both weapons”and print-based reporters can be sent off with a camera.
Content then moves to the six “audience editors,” new positions created during the last
round of reorganization. The audience editors are comprised of two print experts, two
online experts and two television experts.
Susan Newman, one of the audience editors with TV background, describes her role
as “managing the content and process in
the systems to make sure that all of the
platforms are publishing content that is relevant for the audience.” The group studies
audience metrics and “anything else that
measures how content is moving online,”
to dispatch content to the appropriate platform. Audience editors are responsible for
allocating reporters to stories and decide
when follow-ups are necessary, making sure
that content is not duplicated unnecessarily
from platform to platform.
Finally, the three platform-specific groups of
‘finishers’ are in charge of taking the content

produced by the five circles and allocated
by the audience editors, and preparing it for
distribution on to the various platforms. As
Newman put it, they are “those who have
to get the product to the place it needs to
be” (copy desk, designers, online producers, TV producers and anchors). Finishing
groups must also collaborate to ensure that
relevant content is available to other groups
in an accessible format. For example, the
television group would take a broadcast
piece and extract quotes and stills to send
to the print group.
The organization of the newsroom’s day
has also been modified, with a new, crossplatform content daily meeting which takes
place at 7am, just as most reporters arrive.
During this meeting, editors produce outlines
of content that will be in the print edition the
next day and on television that evening. Previously, this outline evolved gradually during
the morning. The last editorial meeting of
the day is at 3.30pm, when the focus truly
switches to the next day’s work.
Although it’s too early to tell whether the
Tampa Tribune’s newsroom integration is
successful, staff reactions have been generally positive, Joyce said. “Had it been an
undertaking done outside these economic
times we probably would have had more
angst. But when you consider the amount
of staff reductions and layoffs that we have
had recently, a news center reorganization
is seen in an entirely different light, people
are now happy to have jobs.”
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Trinity mirror: three newsrooms
merge in Birmingham
by Jean-Yves Chainon
UK publisher Trinity Mirror has been leading a company-wide
effort to integrate the operations of its newsrooms in order to
turn all of its regional newspapers into multimedia news outlets
and create successful Web-based reader communities.
Neil Benson, Editorial Director of Regionals at Trinity Mirror,
headed the integration process at three of the publisher’s
Birmingham titles, The Birmingham Post, The Sunday Mercury
and The Birmingham Mail.
In August, Trinity announced that the staffs of all three papers
would be moving to new premises to form a single integrated
news gathering team. Benson described how he and the editors have rewritten the rulebook of traditional workﬂows and
newsroom management in the process (see box).

managing the team through
unfamiliar waters
According to Benson, not only did this system help to cut costs and
integrate multimedia publishing, it also reduced the time for a reporter’s
story to be edited and published, whether in print or online. The staff’s
integration could also be an editorial advantage when, in the case of
a big story, editors could rely on increased newsroom resources.
But when Trinity announced the integration of the three papers’
operations in August, this was also perceived by staff as a cost-cutting
measure in response to the Post and the Mail’s dwindling circulations. The move to a multimedia operation would be accompanied
by about 65 voluntary redundancies, mostly in the production and
subediting areas (by effectively merging the steps 2-3-4 of the old
editing process).
Furthermore, with the whole workflow system being turned on its head,
staffers were required to apply for new roles within the new structure.
Bearing in mind that this could be a sensitive issue for many staffers,
management moved ahead quickly and launched a consultation period
where staffers had one-to-one sessions to discuss concerns and ask
questions. Rapidly after, the job application process started.
The UK’s National Union of Journalists took a role in the process,
telling management that they would fight any forced redundancies;
fortunately, the voluntary process proved successful and a strike
was averted.

a new newsroom: the “broken doughnut”
In November, the staffs of the different newspapers moved to a
new newsroom specifically designed for integration.
Top editors sat in a central multimedia hub that Benson described
as “a broken doughnut” (ie, a round structure, open at two points for

tips and resources

TRAINING TIPS FROM TRINITY MIRROR
EDITORIAL DIRECTOR NEIL BENSON:
Split staff into three groups:
- Reporters and photographers are given a quick,
hands-on training with multimedia equipment.
- Desk heads and assistants.
- Deputy and assistant editors, who must be taught
managerial skills in the digital paradigm.
Trinity Mirror focused on seven key aspects during training:
1. Strategic understanding
2. The management toolkit
3. Real world projects
4. Technology and applications
5. New ideas, new content
6. Confidence - (the editors have become more confident)
7. Influence - six delegates have been promoted
to new multimedia roles after the training

Neil Benson (left), Editorial
Director of Regionals at Trinity
Mirror, spearheaded the
newsroom integration process
for three of the company’s
Birmingham papers.
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exit and entry). The news conferences took place in the hub, making
them visible to the entire staff. This structure also enabled editors
sitting at the multimedia desk to remain at their workstations, even
during the news meetings.
The individual Head of Content or Head of Sport for each title were
merged and now worked across all titles and channels. Furthermore, the entire team, including advertising and sales, now worked
together on one floor.

more than multimedia coverage,
thinking multimedia
Staffers were all equipped with laptops and Smartphones (Nokia
N95 to capture and stream video and pictures). They were now
expected to file multimedia coverage on the move, which was
made possible thanks to a new publishing system called “Content
Watch” (produced by a MediaSpectrum).
Training was a key element in this process, both for the practical
“how”s of multimedia devices and to change mindsets. “We are
asking people to do something very new, and unless you invest in
the training it is not going to work,” said Benson.
The practical training was done in-house with the newsroom’s
Head of Multimedia. External trainers, including Paul Bradshaw
from Birmingham City University or Andrew Dickinson from the
University of Central Lancashire, were also brought in to discuss
with journalists how to not only do, but think, multimedia.

trinity expands online through
hyperlocal and video
Trinity Mirror’s other titles have also been successful in expanding
to the Web thanks to their hyperlocal, user-generated, community
sites (see chapter 7).
In March, after a successful test run at the Teesside Evening
Gazette, Trinity announced plans to expand nationally its network
of hyperlocal community websites. The project, which had started
with five local websites at the Gazette, then expanded to a total
of 22 regional websites.
“We are now considering a roll out nationally. We will take
exactly the same model and roll it out in the local areas,” said
Georgina Harvey, Trinity Mirror Regionals managing director.
“They are closer to the community than any newspaper could
hope to achieve.”
Simultaneously, in June 2008, Trinity announced it had launched
a total of 20 channels on YouTube, each branded to one of
the company’s newspaper holdings. It first started in May by
launching YouTube channels first for the Liverpool Daily Post,
followed by the Liverpool Echo, Huddersfield Examiner and
Teesside Gazette.
“We’ve got 20 live at the moment, but we are launching new
sites all the time. Every new site that we launch, we set up the

Quick Facts

5 NEW JOBS AT TRINITY MIRROR
Multimedia journalist: all former reporters/
writers have this title. They are trained to shoot
and send video, to blog successfully, etc.
Multimedia deskers: news editors and senior production
people (designers, chief subs, etc.) are now combined
into one flexible role and are expected to develop a
wide range of skills, from managing reporters to getting
pages/Web content published in a timely fashion.
Multimedia image journalists: photographers
are being trained to shoot and edit video.
Community & interactivity Editors: in charge of
exchanges with the audience. Started with two people
in the Cardiff newsroom, planning for more in other
businesses. There was huge interest when these new two
roles were advertised in Cardiff, generating more than
100 applications, many from non-traditional sources.
Business Development Editor: created in Cardiff April
2008, with the specific brief of developing the links
between the editorial and commercial departments.
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functionality [to automatically upload videos] and encourage them
to use it,” explained Jessica Healy, Online Marketing Manager for
Trinity Mirror Regionals.

create a single production and content management hub which
will manage all print and digital output from journalists and usergenerated sources.

“It’s very much in its infancy but the aim is that every video we put
up on our sites will be put into YouTube,” she said.

There will be a centrally-managed photographic department, and
journalists will be provided with mobiles and laptops for filing
content on the move.

moving integration to smaller newspapers
In January 2009, following the integration of its three larger titles,
Trinity Mirror announced that it intended to centralize production
and photographic work at more than 20 weekly newspapers
across the south-east of England. The editorial restructure will

in depth

RETHINKING WORKFLOW
Trinity Mirror had been using the same
tried and tested newsroom workflow
as most other newspapers:
(1) journalist writes the article
(2) submits it to the news desk
(3) designer fits the story into the page
(4) sub-editing desk edits and checks
(5) final revision and publication.
This whole system was completely turned on
its head, with the traditional five-step process
trimmed to three: create, place and complete.
1) Reporters produce multimedia content,
shooting video, filing audio, ‘on the go’ thanks
to a new mobile Web publishing system.
2) Send to the “Multimedia” desk where
a newly trained team not only checks the
copy but also places it into heavily pretemplated pages. This is the key step in the
reinvention as it merges the news editing
and production functions into one step.
3) Final revision and publication.

The changes could result in the closure of more than one office at
the end of March 2009 and the cutting of up to 16 editorial jobs,
though Trinity Mirror said that it will try to make editorial cuts
through voluntary redundancies where possible.

chapter

Use visual journalism
for new narrative forms
section 1: Online
video booming,
but where’s the
money?

section 2: The
future of newspaper
video: think Web,
Web, Web
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section 3: Visual
journalism online:
everything you
need to know

Just a few years ago, few newspapers would have imagined themselves

impeding on the turf of television and broadcasters. But now, with the democratization of
high-speed Internet access and low-cost video equipment, most newspapers – big and
small alike – have boosted their video offerings. Whether produced in-house or through
syndication with video professionals, video has become one of the most popular mediums
on the Web, and has even single-handedly led to increases in average time spent on news
sites. However, the increasing importance of video on newspaper sites is only part of a more
general trend towards visual journalism: around the globe newspapers are taking their first
steps in implementing more complex interactive graphics, picture-based narratives and new
forms of visual navigation.
Keep video editing specialized: In most cases, video editing remains a highly specialized
task. Multimedia journalists may be able to edit very short pieces themselves, but having a
dedicated video editor usually turns out to be more effective.
Train photographers and multimedia journalists: Whether you decide to have a dedicated
team of video staffers or multimedia journalists who do it all, it’s a good idea to conduct video
training for at least the most willing staffers. Many photographers turn out to be enthusiastic
about video, and can usually pick it up quickly. Multimedia-skilled journalists give newspapers
added flexibility when covering a story.
Stay away from TV’s precepts: Web video is not television. A few newspapers have learned
this painful lesson after venturing into TV-like news bulletins and shows shot in their in-house
studios. Likewise, having journalists speak on-screen in the manner of live broadcasters
doesn’t tend to work. Instead, newspaper videos should remain short, focusing on bringing
the add-value analysis at which newspapers excel.
Think visual, think outside the box: With the Web, and new forms of visual journalism in
general, the definition and presentation of news content is swiftly changing. Encourage and
reward staffers who come up with new formats for narratives, interactive graphics, photobased websites and such.
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online video booming, but
where’s the money?
use videos to engage Your audience
In May 2008, a study by technology research
group ABI Research estimated that the number of online video users in the world would
quadruple within the next five years – up to
one billion by 2013. In Sweden for example,
where online video usage is particularly high,
at least 30% of the 15-74 demographic
watched Web TV in the first quarter of 2007,
according to a study by Mediavision.
If 2008 was the year of the online video boom,
2009 should be the year for the boom of news
videos. In the UK in April ‘08, the popularity
of BBC’s iPlayer, an embedded video player
on bbc.co.uk, had soared by 25% monthon-month, up to 17.2 million views in March
from 11.2 million in January.

gLobaL trends

THE PRESS AGENCIES TAKE ON VIDEO
Major news agencies such as The Associated Press and Agence France-Presse have
also doubled up on efforts to produce video content.
In March 2008, AP forayed into YouTube (as had Reuters), by launching its own channel on the video sharing site and uploading an average of 250 videos weekly. Important breaking news pieces were still reserved for AP members before being posted
on YouTube though. In April, AP revamped its Online Video Network, a video service
for its about 2,000 affiliated member websites, by launching a syndication tool for
members to upload their videos and share them. This was complemented by an adrevenue sharing system with the members. In September, AP selected a new video
technology provider, thePlatform, to relaunch its Online Video Network.
AFP announced at about the same time that it would produce a video package both
for the Beijing Olympic Games and the Euro 2008 football championship, which would
include interviews, press conferences, reactions to the competitions, and more.

“Its initial performance proves the case not
only for the BBC iPlayer, but for all videoon-demand services over the internet, and
benefits both our audiences and the industry
as a whole,” said Ashley Highfield, BBC
Director of Future Media and Technology.
As the audience embraces online video, this
has also led to an increase in its attention
span – both for videos and news content.
The New York Times Bits Blog reported
in October that users’ time spent on site
had grown both on news sites and videohosting sites. Although conventional wisdom
contends the Web is more suited for short
and entertaining clips, the Bits Blog suggested that viewers’ habits were changing.
It reported that on washingtonpost.com for
example, the most popular video topics were
related to coverage of the US elections.

Ashley Highfield, BBC
Director of Future
Media and Technology

video chats get the
readers involved
The Chicago Tribune in the US has engaged
its audience in new ways by featuring live
streaming online video chats between readers and journalists. Launched in May 2007,
Video Chat is a half-hour program that lets
readers ask journalists or other personalities questions about either specific stories
or general topics.

“The success of BBC’s iPlayer
proves the case for
all video-on-demand services
over the internet…”
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Participation is capped at 500 simultaneous users, but all previous video chats
are archived and accessible online. The
Tribune’s experiment clearly points to the
potential future for video streaming.

using video for reader
feedback: webcasts of
editorial meetings
Several newspapers have used the video
medium to let readers observe and partake in the news production process. The
Spokesman-Review in the US was among
the first papers to webcast editorial meetings beginning in June 2006. Although the
feature hasn’t been incredibly popular, it’s
relatively cheap to produce and gives the
paper increased editorial transparency.
“Our webcasts have 40-50 viewers in the
morning, 20-25 in the afternoon. It’s mostly
our competitors or people who have, or think
they might have, a stake in what is being
said. We attract few viewers simply because
these are boring meetings. It’s symbolic: the
fact that it is there, that it is an option, is
important,” said Steve Smith, Editor-in-Chief
of the Spokesman-Review.
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TIPS ON HOW (NOT) TO DO VIDEO CONTENT:
The Digital Journalist Blog offers a few guidelines for newspapers seeking to produce
online video:
• Remember that newspaper videos are different from television.
• Making videos is time-consuming.
• TV stories shouldn’t be re-used for the newspaper videos since they tend to be
shorter: 45 seconds on average.
• Newspaper photographers can shoot stills and videos, but it will take longer.
• Videos for the Web are generally shot and edited by the same person, whereas TV
stories include specialized tasks, where a cameraperson “hands off the raw tape to a
producer who takes it to an editor to complete.”
• “Newspaper video should carry the imprint of the parent” and “it should represent
the editorial image of the newspaper.” “Shoddy, amateurish” videos on the website
will reflect the audience’s view of the paper.
• If you do not make a video every day, it is not that worrisome. Quality is more
important.
• Do not pay too much attention to the statistics or the hits, at least at the beginning.

Newspaper of the Year 2008
Press Gazette Awards

In May 2008, The Liverpool Daily Post in the
UK followed suit, and in the fall, Norway’s
Aftenposten began producing webcasts of
its editorial meetings.
“What we have concrete plans for, is publishing parts of our editorial meetings online
to get feedback. This could either be to get
reader perspectives on the evaluation of our
stories, in retrospect, or to involve readers
more upfront in the planning stage of big
stories - say on healthcare,” said Hans
Erik Matre, Aftenposten’s Editor-in-Chief,
in July.
Tom Cheredar, of pro-am journalism experiment newassignment.net, argued that it’s
time for all newspapers to open up their
weekly editorial meetings. Although he
acknowledged that newspapers should
guard sensitive or exclusive in-depth stories,
“Everything else should be wide open to
others in the community. I’m talking about
literally taking a web cam and broadcasting weekly editorial meetings in real time
streaming video.” Cheredar recommended
that papers use a free service offered by
Ustream.tv.

Use the Financial Times
to fight your corner
At a time when your readers want to know more about
world business, the Financial Times syndication service
can give your newspaper or website an unrivalled
competitive advantage.
Our award-winning columnists deliver compelling news,
research and analysis on business, finance and politics
worldwide.
To help you and your readers stay ahead, call
+44 (0)20 7873 4001 or email ftsales.support@ft.com
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Is video newspapers’ business?
The question that remains for most newspapers that have embarked on the video
crusade is whether they can monetize a
typically costly activity, which requires video
shooting and storage equipment, a video
editing team or even an in-house studio.
According to Chet Rhodes, Assistant Managing Editor for News Video at washingtonpost.
com, video remains an expensive feature
for newspapers. An organization like the
Washington Post must pay for a team of
four dedicated staffers just for news videos,
including Rhodes, as well as contracted
shooters. Videos bought from the Associated
Press and other outlets are also expensive.
However, Rhodes believes online videos do
have a viable future, if one considers that a
typical pre-roll ad for a major news site in
the US brings in the equivalent in ad-revenue
of about 7-10 page views (a typical pre-roll
ad CPM is $20-50, compared to $2-5 for a
typical web page).
According to the blog MediaShift, run by
the US’ Public Broadcasting Service, online
video ads are blooming thanks to:
• standard advertising guidelines created
by the Internet Advertising Bureau (IAB)
that would unify advertisers in the US.
• small and medium businesses (SMBs)
beginning to use video ads, thanks to online
Yellow Pages, Google’s AdSense and video
production start-ups like PixelFish and
TurnHere.

group AR & D’s Media 2.0 division. “Pre-roll
is dying,” he said, adding that “overlays are
an improvement” since they target viewers
individually.
The industry also needs to develop standards for online video advertising, the lack
of which has hindered commercial growth
until now.
“There will be more YouTubes and Brightcoves and VideoEggs, and many other ways
that we will access and consume video (i.e.
portable, mobile). Therefore we cannot limit
ourselves simply to pre-roll or in-stream
overly ads,” wrote Jay Krihak of MediaPost.
com in June.
“Until a few years ago this was much like the
Wild West...Standardization helped us better
compare and contrast media opportunities
and streamline productions,” wrote Krihak.

Syndicating video:
a tricky business
In April, a number of UK news sites shared
their experience about partnering with video
specialists to produce online video:

Times Online editor Anne Spackman said,
“We didn’t have a sense of ownership of the
(Roo) player...When those early deals were
done nobody knew what people would want
to watch on a site like ours.” Consequently,
The Times struck a content-sharing deal
with Sky News to co-produce videos that
would appear on both websites.
Edward Roussel, Digital Editor at the Telegraph, spoke more positively of the paper’s
partnership with video news provider ITN
saying that although podcasts “do quite well
. . . video will win hands down against podcasts and audio, which, from a commercial
point of view, I don’t think are viable.”
For those newspapers and editors who still
aren’t convinced of the viability of newspaper online video, video journalism pioneer
Michael Rosenblum has some unilateral
advice: newspapers “must have video” on
the sites, or they’ll go out of business.

“Pre-roll is dying…

overlays are an improvement…”

Video ad format:
the pre-roll
Editors and advertising departments are
still struggling to find the best advertising
format for newspaper video.
Short clips tend to work better with noninterruptive interactive overlays while longer
clips tend to work better with pre-rolls,
according to Eric Janssen, Online Director
for the Memphis-based Commercial Appeal.
He also suggested that “advertorial formats
work better from a selling perspective.”
The commercial success of newspaper
video must be hedged on personalized,
targeted ads, according to Steve Safran,
Senior Vice President of media consultancy

Mirror.co.uk editor Steve Purcell said “The
promises that were made by [our content
partner, Roo Media] didn’t materialise.... It
was a bloody mess, relying on Americanled stuff.”`

Chicago Tribune’s video chat allows
users to turn the tables around and
questions journalists
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can journalists and newsrooms
support the extra workload?
As more editors expect their journalists to
be platform-agnostic and produce their own
videos, many newsrooms are reshaping
their workflows to accommodate the extra
workload.
“That’s a problem that has yet to be fully
resolved,” said Ian Vaile, Director of Fairfax
Digital Productions, admitting that “inevitably it’s more work and / or different work to
what the journalists have been doing.”
For Vaile, management must make “space
in their working day for them to do this work
without it being on top of what they have
to do already.”
“Working as a cross-media journalist means
that you are expected to work in many different platforms, on the paper, for online,
potentially for radio or for video, but you
clearly can’t do all those in addition to everything else,” he said.
“The working day has to be planned bearing
in mind that each of these things takes time
and precludes you from doing something
else. Because this is all new it’s a balance
that has yet to be fully worked out.”
In some cases, the idea of multi-skilled
journalists can also be counter-productive.
For some aspects of video production, such
as editing, Vaile suggested it could be much
more efficient to have specialists rather than
waste hours of reporters’ time.
Some papers, on the other hand, including
The Star Tribune in the US, have decided to
train their staff to edit videos themselves
and produce programming. In 2007, Tribune
photographers were trained to shoot documentary and breaking-news video. During
the summer 2008, staff was further trained
to edit video footage.
“We’re trying to transform a site that was
once a newspaper on the Web into one that
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WASHINGTONPOST.COM’S CHET RHODES: TIPS ON VIDEO
TRAINING AND SHOOTING FOR PRINT REPORTERS
Rhodes describes how the Post’s online
team has trained traditional print reporters to produce video:
shooting and organization:
At the beginning, make people comfortable. “We’re willing to accept ‘bad’ quality as long as the content is interesting.”
“We keep editing expertise here (at
washingtonpost.com) because video
doesn’t appear in the newspaper,” as
editing for reporters remains a challenge
and specialized skill.
“We don’t want reporters to try to shoot
documentaries.” One minute video
interviews and a few simple shots of a
breaking news scene are perfect. In fact,
on the Web, videos featuring a standup
reporter in TV fashion don’t work.
The “WP, WH, WN” rule: Videos should
be introduced by a presentation of the
outlet, in this case the Washington Post.
Then comes the story and “WH” (What’s
Happening). Lastly, reporters conclude
videos by giving their insight on “What’s
Next.” “Our reporters can tell people
what’s next in a way that no television
reporters can do.”

takes full advantage of the medium,” said
Nancy Barnes, Editor of the Tribune.
The added demands of multimedia journalism and video can also be a strain for
reporters. According to a study conducted
by European Journalism Centre, journalists
from the UK are the more likely to pick up
blogging and producing videos as part of
their jobs (61% as opposed to 41% from
other European countries). Over 75% of UK
journalists said the most challenging part
about their job was producing additional
multimedia content for the web.

“The working day

Training:
As of June 2008, 185 reporters had been
trained in-house, with Rhodes and his
team of three dedicated video staffers.
Keep training on a voluntary basis. If the
newsroom culture is open to the requirements of digital reporting, there will be
many volunteers.
The bulk of training isn’t about teaching reporters to do good journalism: it’s
about them learning which stories are
good for video.
Print reporters come in for a hands-on,
personable, four-hour training session.
Reassure reporters worried they’ll miss
out on traditional reporting: “if you feel
you’re going to miss something, don’t do
the video.” Video shouldn’t come in the
way of text reporting: “Let them decide
that, give them the power.”
Is video the future for newspapers? It
won’t replace text any time soon, but
“I think of the news organization of the
future as being a stool with three legs,
the third leg is video. Right now we’re all
learning how to build the third leg of that
stool so we can sit on it,” said Rhodes.

In a presentation in March 2008, Telegraph
Media Group Digital Editor Edward Roussel
outlined some of the strategies used by the
Telegraph to implement video on its site:
• Holding editors responsible for their
section of the website.
• Financially compensating editors for a
job well done.
• Assigning breaking news a “story
owner” who plans, commissions, and
monitors each story across all platforms.
• A tight 4-hour schedule to handle
breaking news.

has to be planned bearing in mind
it’s a new balance that has yet to be worked out…”
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section: 2

The future of newspaper video:
think web, web, web
getting awaY from tv’s precepts
and ‘award-winning journalism’
It has often been repeated that newspaper
videos shouldn’t try to emulate TV’s format
or news bulletins, but should strive to be best
adapted to Web consumption. For the last
two years, Visual Editors CEO and founder
Robb Montgomery has organized seminars
to focus on the fact that “Web video is not
television!”
Newspapers have yet to fully grasp the new
storytelling potential and functionalities of
Web videos, according to Montgomery.
“YouTube is the model for the experience
and look at how smartly YouTube lets users
scale up a video when THEY want to. Embed
it share it, group it, rate it. How many of you
let your users do this with your media?”
As a matter of fact, some newspaper
websites are increasing their offering of
networking and sharing features for video.
In June, The Telegraph in the UK released
video widgets that enable social networking
site users (Facebook, MySpace, and more)
to share Telegraph video content.
While many newspapers have found that
the typical TV-style news bulletin isn’t a
popular feature on their websites, there are
some exceptions. In July, the Star-Ledger in
the US (New Jersey) launched a live, daily
news webcast, which successfully engaged
the audience.
“The idea from the start was to have somebody in and of the newsroom and after
auditions they found a perfect reporter
Jersey-guy host, Brian Donohue. He just
talks with you and they show the stories the
thing-formerly-known-as-a-paper’s new
video journalists have made,” commented
Buzzmachine blogger Jeff Jarvis.
Montgomery also warns newspapers that
are trying to solely produce costly and timeconsuming content that, although quality
remains important, “The Web is about ‘now,

not six months from now - when you decide
to post up your ‘Emmy award-winning’
video project.”
“It’s just that in my world, the superexcellent, nine-month enterprise piece
should run first online WHILE it is being
reported and then perhaps a year later
as a documentary film at Sundance. And
in between the story gets better, gaining
traction in the community because of the
online engagement.”

video reports, not
tv news bulletins
At the beginning of 2008, Fairfax Media
in Australia unveiled a multi-million dollar
in-house video studio (see TIN08).
Fairfax produces two main types of video
content, striving to diversify from typical TV
news bulletins:
• video news reports, short and local
• everything else that can’t be considered
‘news’, which consists mostly of sports,
panel shows, thematic reports...
“The studios will make it much faster to
turn around news from the newsroom. We
are unlikely to do typical TV news bulletins
for some time because they don’t work
online,” said Ian Vaile, Director of Fairfax
Digital Productions.
“The typical TV short bulletin didn’t work
online. That’s because online, people can
choose to watch the stories they’re interested in and don’t want to watch the stories
they’re not interested in. The normal linear
TV news bulletin fails online.”
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ANDY DICKINSON’S TEN
TIPS FOR PACKAGING
VIDEO ON A WEBSITE:
UK Blogger Andy Dickinson gives his
ten tips on how newspapers should
produce and package video stories,
based on the content offered by The
Times, The Telegraph, FT and the
Guardian’s websites:
• Make the video part of the article,
not a related link. Videos play a great
role in attracting readers.
• Make sure the link from your video
player to a related article is clear.
• Make sure any accompanying
text in your player clearly cues your
video. Add a text to your video, either
a caption or a title.
• Embed your video in an article
page.
• Make your video poster frames
(image that appears before that the
users presses play) work as images.
The picture has to be related to the
video, avoid text and icons.
• Make the embedded player as big
as you can. The video has to be big
in order to be clear.
• Avoid pre-roll ads.
• Get some variety in your ads, and
target them for each video.
• Niche topics work.
• Feature formats and serial episodes kill the long tail effect.

“Web video

is not television!”
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the future of online video: hd and live streaming?
As online video is a relatively recent concept,
especially for newspapers, newsrooms are
still debating the best way to approach it.
Live video could be one answer.
“I believe the future is in live streaming for me live streaming is the missing link
between newsgathering and newswriting,”
said Charles de Vroede, deputy chief editor
of Dutch newspaper de Telegraaf, in March
2008 (see TIN08).
Ian Vaile also believes “very much” in the
future of live video streaming. Fairfax has
already had a few successes, including
coverage of a ship that ran aground in 2007,
thanks to cameras from the local surf patrol
boat, as well as live streaming from the
victory speeches of last November’s federal
elections in Australia. Fairfax has equipped
a few of its reporters with 3G kits, which
enable live video wireless streaming.
Not all multimedia editors believe in the
advent of live video streaming – not yet. Baz
Broekhuizen, editor of Volkskrant TV (competitor of de Telegraaf), believes live video
news is still too expensive for newspaper
sites to produce, and they produce little or
no long-tail effect. However, the increasing
number of newspapers that have – successfully – experimented with live video tends
to point in the opposite direction.

live video streaming:
a byproduct of mobile
technology
The coming to life of live video streaming
has been greatly promoted by the evolutions of mobile phones equipped with video
technology, as well as the emergence of a
number of online tools.
Throughout 2008, The Sacramento Bee
in the US used technology provider Qik to
stream live footage from videophones onto
its website, for example to broadcast live
videos of protests against the Olympic torch
procession in San Francisco in April.
“We see it as a way of posting editorial content
immediately online. I think we had something
posted on our site within 15 minutes of everything being transmitted into Qik,” said Mark
Morris, Director of Multimedia for the Bee.
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LIVENEWSCAMERAS,
AN AGGREGATOR OF LIVE VIDEO STREAMS
In May, broadcaster Fox Chicago launched LiveNewsCameras, a site that attempts to
collect, organize and feature a maximum of live video streams from news sites in the
US and abroad.
Users can view a multitude of
live streams from around the
world from the homepage.
The site’s editors are seeking
newspapers sites that stream
live video to link back to them
on LiveNewsCameras.
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“The future is in live streaming –

it’s the missing link between newsgathering
and newswriting…”

In the UK in May, following the Liverpool
Daily Post’s blog and video coverage of its
editorial meetings, the Lancashire Evening
Post also produced live video and blogging,
using Qik, to accompany a feature story on
the UK pub industry. Prominently featured on
the home page were live video interviews
with customers of The Black Horse pub in
Friargate. The videos were shot with N95
Nokia mobile phones.
For the experiment, three staffers were sent
to the pub, including Digital Editor Martin
Hamer, a features writer who produced a
story for the print paper, and a journalist who
oversaw the camera work. In the newsroom,
a moderator monitored comments by users,
who could ask questions live.
“If this goes well, we can show the rest of
the industry that there is potential for live
video in the near future,” said Hamer. “With
a handful of people over a two hour period,
we can produce something that is exciting,
dynamic and innovative, but at the same
time of great interest to the public.”

Figaro experiments with
live streaming show
Le Figaro in France also experimented with
live Web shows. In June, in partnership with
mobile phone provider Orange, the Figaro
launched a live daily show about politics,
entitled “The Talk,” meant exclusively for
the Web and mobile phones.
Every day, at 6pm, a political or financial
celebrity is interviewed by Figaro’s star
political reporter Anne Fulda or by Figaro.fr
Managing Editor Laurent Guimier. The show
is shot in the Figaro’s in-house studio and
broadcast free on Figaro.fr and Orange’s
website, as well as Orange mobile phones.
Users can submit questions before the show
and react to it live on a dedicated blog.
The show’s business model is entirely based
on ad revenue, thanks to banner ads sold
on the sites of both the newspaper and
mobile operator, from which both partners
share revenues.
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Washingtonpost.com also took its first steps
in live streaming in the fall during the Republican and Democratic conventions in the US,
producing about seven hours of live video
coverage a day.
Reporters used a cell phone application from
Comet Technologies to stream videos into
a live webcast. In addition, the Post offered
a live discussion platform online below the
video screen to allow viewers to interact
with anchors and guests.

the future: newspaper
videos as i-tunes?
At the other end of the spectrum from live
video streaming, newspaper videos could
tend to become a downloadable offering in
the future, just as audio podcasts.
“One thing I think we should be looking at is
video going offline. Let me explain: We will
see the Internet used more as a means of
delivery, as opposed to a medium,” said Travis Fox, a renowned US video journalist.
“At washingtonpost.com, we’ve already
seen this in the huge increase of traffic
to our various video podcasts on iTunes.
Not that podcasts are the future, but the
technology of delivering video to several
devices, like your phone – and especially
your TV – is.”
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CITIZENS JOURNALISTS ALSO STREAM LIVE COVERAGE
Newspapers haven’t been the only ones to take advantage of Qik’s services. Citizen
journalists have also used Qik to document events such as the US elections.
In October, another video streaming website dubbed Stickam.com launched
Stickam Mobile, which enabled users to stream live videos from their cell phones
to Stickam video players. Stickam Mobile was initially available on Nokia N95 and
S60 models, and the firm intends to release an i-Phone compatible version.
gLobaL trends

THE NEW ETHICS OF VIDEO
New ethical concerns have been raised
as video becomes a more widespread
offering on news sites. In July 2008, the
Press Complaints Commission in the
UK upheld Carolyn Popple’s complaint
against the Scarborough Evening News.
The paper had accompanied a police
raid on Popple’s property and published
footage of the raid, including video and
images, on its website, as well as a
still image in print. Popple, who wasn’t
charged with any crimes as a result of the
raid, complained that the paper’s footage
was an invasion of her privacy.
“Showing a video and publishing a picture of the interior of the complainant’s
house, without her consent, was clearly
highly intrusive, particularly when the
coverage contained information likely to
identify her address,” explained the PCC
in its ruling.

The sometimes explosive buzz potential
of videos and the emergence of videoequipped mobiles can also lead to sensationalism, as news sites rush to post any
crunchy content. In France, in July ‘08,
media analysts and bloggers criticized
the decision by news site Rue89 to publish a video of French President Nicolas
Sarkozy shot “off the record” in TV studios prior to a televised interview in June.
The video, which was posted by Rue89 on
YouTube, received nearly a million views.
Said Laurent Goaguen, a renowned
French blogger:
“I’m slightly ashamed that Rue89’s newsroom released this dirty thing, acquired in
dubious circumstances and that doesn’t
bring any information. Political engagement, sense of urgency and the race to
scoops can obscure, to some extent, the
professional duties of journalists…”

section: 3

visual journalism online:
everything you need to know
visual journalism grows
but won’t replace text (Yet)
Will newspaper readers come to see a day
when their publications are textless, based
entirely on visual journalism? Although this
isn’t likely in any foreseeable future, “I’m
convinced visual journalism is one of the
rising trends today, in traditional media
but also in so-called new media,” said Eric
Scherer, Director of Strategic Planning and
Partnerships at Agence France-Presse.
“A good picture and animated graphics can
be worth 1,000, 2,000, even 3,000 words
if you want.”
“I’m not saying no text at all” in the future, he
added. But “I believe maybe very soon text
will take second place and you’ll first have
pictures, video and animated graphics.”
As editorial staffers become more skilled
with visual journalism and multimedia storytelling and as the audience increasingly
adopts these forms of narratives, reporters
will inevitably be led to produce more graphics and interactive features.

“A good picture

and animated graphics
can be worth 1,000,
2,000, even 3,000 words…”
gLobaL trends

RETHINKING TEXT FOR THE WEB PARADIGM
‘Visual journalism’ on the Web need not necessarily refer to producing videos,
interactive graphics and picture galleries. It also means that text articles should be
written and packaged to accommodate the specificities of news consumption online.
According to Michael Agger from Slate, based on the work of Jakob Nielsen, online
reading is slower and users are more likely to lose interest faster than in print
(earlier research claimed reading speeds in print and online were equivalent).
In Nielsen’s view, online readers are “selfish, lazy, and ruthless.”
Journalists and editors should present their text articles online
keeping in mind some of the following guidelines:
• One idea per paragraph
• Bulleted lists
• Bold text
• Have informative subheads
• Contain no puns
• Shorter text

photo Jean-Yves Chainon
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creating an interactive site
for a major storY
Unsurprisingly, many of the recent innovations in visual journalism have taken place
on the Web, making use of its interactive
and multimedia potential. Major stories with
a long life span, such as the war in Iraq, can
often prove to be fertile grounds for visual
journalism projects.
In March 2008, Reuters, in collaboration with
start-up MediaStorm, produced a mini-website called “Bearing Witness” to commemorate the five years of the war. The website
provided a comprehensive documentation,
including video footage, images, interviews
with journalists who covered the conflict, a
visual timeline of the war, and more. It also
supplied maps and infographics on the dangers of reporting in such a dangerous country,
including a map of journalist fatalities.
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THE BOSTON GLOBE’S BIG PICTURE

The work of MediaStorm, a company specialized in developing visual narratives, has
repeatedly been praised and has exemplified
the growing demand for visual journalism.

Since June 2008, The Boston Globe in the US has been hosting one of the most
innovative and eye-pleasing blogs in online visual journalism, the Big Picture.

“They take still images, motion-picture
and video footage, and audio tape, seek
out the best story within that material, and
then create a narrative through cutting and
editing, adding voices and music,” reported
the Wall Street Journal in July.

When it comes to choosing stories, the site’s programming architect
and author, Alan Taylor, searches for stories and tries “to stock
up for a rainy day, too” by having “stored searches, some favorite
photographers, some perpetually interesting subjects.”

Interactive graphics and visual journalism
are now accessible to all, big and small news
organizations alike. The Roanoke Times in
the US launched a site to commemorate
the one-year anniversary of the Virginia
Tech shootings. The site was described as
“the sights, sounds, and events of April 16,
2008 as captured over a 24 hour period by
The Roanoke Times. Get a view across the
region, from hour to hour, through the eyes
and words of those in our community.”
A smaller website, Mother Jones, also produced an efficient interactive graphic in the
summer to recap the events of the war in
Iraq. In his Web 2.Oh... Really? blog, Craig
Stoltz commented on the qualities of the
timeline:
• It’s nothing fancy, but the tool is functional
and permits navigation of the same data by
topic, tags or search.
• It is an aggregation of content reported by
others, duly researched and compiled “in a
way no print publication could.”

The Big Picture features a patchwork of very large (screen-sized)
photographs to describe the news and makes minimal use of text,
focusing on the visual storytelling aspect of news stories.

Although the Big Picture is visually enticing and can sound appealing to other
newspapers, each entry takes him about two to three hours of work, and Taylor had
to cut down the number of postings to three per week instead of one per weekday.
Taylor pointed out that the Big Picture blog wasn’t so well-linked to the main
site at the time of the launch yet the initial response to the Big Picture has
been overwhelmingly positive. In the 20 days following its launch, the blog
had received 1.5 million page views and 1,500 comments on its 20 entries.
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• By virtue of its form, it surfaces new
understandings that couldn’t be reached
by reading individual reports, by placing
events and people in relation to a coherent
timeline.

interactive maps
Undoubtedly, the interactive map is one of the
most popular and most widespread forms of
visual journalism on newspaper sites. Thanks
to free and easy-to-use applications such as
Google Forms and Yahoo Pipes, creating an
interactive map has become a very common
process for Web editors.
In March 2008, The Times of London used
the results of an interactive survey on its
website to create a story on spending habits
of British consumers, complete with the
Times’ first-ever Google map showing the
location of survey contributors.

gLobaL trends

CARTOONS AND IMAGES DRIVE TRAFFIC TO THE WEB?
Blogger Paul Bradshaw, Senior Lecturer in Online Journalism at Birmingham City
University in the UK, argues that visual imagery can increase traffic to news sites.
Bradshaw did an experiment on his Online Journalism Blog and found that one cartoon got over 40,000 hits in one week, making it the blog’s most popular post ever.
Bradshaw believes cartoons are successful because they’re “close to a universal
language.” He also argues that there’s “an opportunity for online publishers to add
value to cartoons with just a little commentary in the local language.”
Bradshaw’s argument holds in some cases. In February 2008 in the UK, the News &
Star released a photo gallery of the region’s criminals who had been sentenced to
two or more years in prison. The feature, dubbed Banged Up, rapidly became one of
the most popular pages on the news site, garnering more than 60,000 viewers per
month. It was so popular that the gallery was expanded to the News & Star’s sister
site, the North-West Evening Mail. The gallery presents other advantages: it requires
minimal editorial input, and many pictures are easily accessible through police files.
“If the paper announces a new upload of images to the gallery - the next of which
is scheduled for tomorrow - the figure (readership) can double,” said Ian Brogden,
Online Editor for the CN Group, which publishes the paper.

visual journalism online: figuring out navigation
While most of the examples mentioned
above revolve around the idea of visual
journalism as the production of journalistic
content in a ‘traditional’ visual way (photos,
interactive sites…), the Web is also the ideal
medium for news sites to experiment with
new forms of visual-based navigation to
present already-existing content or aggregated content.
For example, The Washington Times in
the US adopted an original design when it
revamped its website in June 2008. Most
prominent among the new features is the
News Cube, a design that enables readers
to flip through articles in two ways: vertically,
through general topics (Business, Sports traditional news sections), or horizontally,
through news themes adapted to specific
interests (family issues, video games, the
military). These news themes include all
stories written by the Washington Times
since 1999.

gLobaL trends

KEEP AN EYE ON THE PICTURE
As newspapers increasingly rely on pictures and graphical content, whether still
images or video, in print or online, editors must keep a close watch on the accuracy
and authenticity of the visual content they publish.
This was perhaps best symbolized by the photograph of the ‘four’ Iranian missiles
launched during a test in July 2008. It was only after a number of large mainstream
media organizations had published the picture on their front page, including The Los
Angeles Times, the Financial Times, The Chicago Tribune, BBC News and NYTimes.
com, that Agence France-Presse retracted the image of Iran’s ‘four’ missile tests. The
image, it appeared, had been digitally altered by Sepah News, Iran’s Revolutionary
Guard media arm. The extra missile “has apparently been added in digital retouch to
cover a grounded missile that may have failed during the test,” declared AFP when it
retracted the first image.
This was one of the year’s most blatant illustrations of the increasing challenge for
media across the globe to authenticate digital documents prior to their publication.
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More than 10 ideas to
present your online
news visually
10000words.net, a blog focused on new
storytelling techniques, has listed a variety of original and graphically enticing
ways to present and organize information online:
the photo stream

Instead of displaying headlines and links,
this format features news photos in a
grid. When the mouse cursor is over
one of the pictures, the headline is displayed.

the photo stream

newser

Newser is a tiled news combination
of photographs and headlines. When
the mouse cursor is moved over one of
them, more detailed information pops up.
Newser also offers a toggler feature to
switch between soft and hard news.
spectra

MSNBC.com developed a visually pleasing template to read RSS feeds.

newser

New York Times

The Times newsreader is a simple animation that aims to replicate the feel of
flipping through print pages online.
LiveNewsCameras.com:

LiveNewsCameras.com proposes a grid
of live video feeds from broadcasters and
news organizations internationally.
Digg Labs’ bigspy

Digg Labs’ Bigspy, along with its counterparts stack, swarm, arc and pics,
are live, visual representations of the
news and non-news items being ‘dugg’
on the site.

spectra

Marumushi newsmap

The Marumushi newsmap displays news
stories in color-coded boxes that become
darker when the news becomes older.
NewsQuakes

On NewsQuakes, the ‘intensity’ of specific news stories is represented in concentric circles on a world map, similar
to the patterns of earthquakes.
New York Times
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newsworLdmap

A very basic format that can be useful
to readers, as NewsWorldMap simply
combines a Google map of the world
with Google News items related to each
location.
visuaL dictionarY onLine

The Visual Dictionary Online doesn’t
aggregate news, but its interface, which
displays a picture with links to the various elements of the picture, can be useful to newspapers.

newsworLdmap

10X10

This site presents the news in a ten by
ten grid of photos. It’s a little overwhelming but can be visually attractive.

10X10

gLobaL trends

NEW YORK TIMES’
VISUALIZATION LAB
The New York Times has also
been keeping its eyes open for
advances in visual journalism.
In October 2008, nytimes.com
launched its visualization lab, an
area of the site where readers can
access and experience data in
various, original and visual ways.
Some examples include words
from Barack Obama’s acceptance
speech, or a chart that ranks US
NFL teams by rushing yards.

gLobaL trends

VISUAL JOURNALISM IN PRINT
Of course newspapers have also been innovating with design and visual journalism
in print. In April, in light of the wave of recent killings in its city’s neighborhoods, The
Chicago Sun-Times produced an arresting front page design, flopping its page to read
backwards, to draw attention to the issue.
“The point of today’s front page was to grab readers and agree together that we can
no longer turn our backs on this problem. We need to, as a city, pull together and put
an end to the killing,” said Sun-Times Editor-in-Chief Michael Cooke.
Award-winning newspaper designer Mario Garcia has argued that visual briefs (in
the manner of Newser) are just as important in print as they are online, to help draw
readers into the inside pages.
“I have taken briefs to a different level, what I call ‘visual briefs’. Briefs do not need
to be limited to short headlines and a few lines of text. As such, I have experimented
with the use of a small photograph, usually the size of a small mobile telephone
screen, accompanied by a few lines of text. It has been very successful in each
case,” said Garcia.
Lastly, The Hartford Courant in the US has also been experimenting with fresh ways
to design its paper. Through its citizen journalism venture, iTowns, an online portal
where readers can send their content, the Hartford Courant invites artists to submit
their work and then reverse-publishes them on the front of its iTowns section. This
simple strategy enables the Courant to publish visually pleasing content – at little or
no cost.
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it’s a user experience
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by Robb Montgomery,
Editor-in-Chief
Visual Editors

As newspapers worldwide learn how to produce engaging video
content, many are still struggling to grasp the intricacies of this
new medium. A few news organizations have already experienced
the shortcomings of poorly conceived newspaper video: TV-style
shows, long-format news bulletins and videos with a journalist
on-screen – all of which were engines of success on television
– do not captivate Web users. Although the importance of quality
video content remains important, newspapers’ primary interests
concerning video should be to make it user-friendly and adapted
to viewers’ specific Web usage.
Sometimes simple observations of online behavior can have profound effects for editors: it is to a lesser extent the content published
on YouTube that changed the game for online video – rather it is
the high quality user experience that viewers enjoy that keep them
leaning forward and interacting with videos and discovering more
related content than they originally came to see.

video player model and TV-style show production thinking, which
editors may not consider to be ‘quality-related’ issues to improve
video journalism efforts, but which reflect strongly upon the measure
of a website’s quality.

the advantages of viral video
For many newsrooms, the main issue still concerns editorial processes
and basic video formats: how to create compelling videos with fewer
reporters, who to send to training and what forms of video do users
expect newspapers to produce? Sometimes the biggest challenge,
which remains for many newsroom editors, is to prompt the cultural
move away from following television-style conventions and experimenting with new forms of production and distribution.
tips and resources

TIPS FOR USER-FRIENDLY VIDEOS

making video content easy to find

Colin Mulvany’s basic tips for newspapers
to make video more user-friendly:

Colin Mulvany, Multimedia Editor of Washington state’s SpokesmanReview spoke about what his paper is trying to do to meet the
consumers’ online video expectations:

• Make all multimedia content instantly
findable on your newspaper’s website.

“When a video title catches someone’s attention, the SpokesmanReview has done another really smart thing on individual video
pages. After watching a video, you can scroll down and see an entire
list of related videos. These are titles that share at least one tag with
the video that you’ve just viewed. It’s so smart to provide people
with suggestions of where to navigate next, especially when those
suggestions are based upon what that person has already chosen
to view. I think that this type of organization will help the videos to
continue getting views long after originally published.”

• Let viewers embed your videos into their blogs
and websites, since embedded video players
drive traffic meters for the original source.

If newspapers are to be successful with video, they should understand that there success will be the result of more intuitive search,
navigation and a user-centered platform. It is a journalism conceit
to think they need to care only for the production of quality video
content. Of course newspapers need to produce engaging reports,
and giving the user more satisfaction is the new benchmark for
success.
A longer shelf life for videos, users spending more time with
your site, having your videos show up in searches - these are all
plusses for editors looking for more return on their video investments. Although this list may sound obvious to some, a number of
newspaper sites have yet to implement these basic user-friendly
functions. Newspapers need to quickly move beyond the online

• Tag all your multimedia content and stories to
help viewers narrow and refine their searches
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One means of doing so, a means that will add journalistic value,
is for reporters, editors and Web-savvy producers to understand
the advantages of the viral features of social media experience.
This remains the big challenge to traditional editorial thinking.
Understanding the viral nature of distribution and customer referrals is a great opportunity for publishers to grow user loyalty and
attachment to news brands. Most online newspaper articles have
“Share” functions by which users can send what they read to their
friends. Why shouldn’t online video be treated in the same way?
Viral video also proves that it is not just the quality of the product that
matters. YouTube is the third most popular site on the Net but consists
mainly of amateur video of dubious quality. On the other hand, newspapers such as the Las Vegas Sun produce gorgeous Hi-Definition videos
but don’t let their users share them easily. It is a sin for these papers to
not understand one of the most powerful effects of internet distribution and audience-building. The Sun in particular is well-funded and
doesn’t have great pressure to be profitable, so it remains a mystery
why it decides not to serve the most basic expectations of modern
Web users – to publish the embed code for each video.
Another problem with the Sun’s approach is that it, like many other
newspapers, publishes its videos under a ‘Multimedia’ tab on the
home page. Video is one of the most valuable components for any
Web site. To hide video content two clicks away under a heading
of ‘Multimedia’ might make sense for the company organizational
chart or certain egos in the newsroom but the label “multimedia”
has little relevance to typical users. They don’t often think video
is multimedia. “Video” is video.

Getting the video player right
Because video is video, it must be displayed on a proper platform.
For instance, in a global attempt to boost its video offerings and
their visibility on its website, The New York Times switched its video
platform to Brightcove. The paper’s video audience is substantial,
with some 544,000 unique visitors registered in December 2008,
according to numbers provided Nielsen Online. During the US elections, NYT video was particularly popular, peaking at 681,000.
The speedy growth of video consumption at nytimes.com has been
greatly fostered by their hype video player powered by Brightcove.

“The new player is customized to present multiple thumbnails of
various sections of the paper including general news, business,
technology, food, sports and others,” according to Andy Plesser,
Executive Producer of Beet.tv, who spoke with Ann Derry, Video
and Television Director for The New York Times.
According to Derry, the adoption of Brightcove has enabled nytimes.
com to put any kind of video content anywhere on their site, by
embedding it into stories and graphics and making the site evolve
“beyond a text-based site that also has video.”

Stream it live, see it live
Live streaming video is one of the new video formats that newspaper editors and reporters are starting to experiment with. Live
streaming may also be the missing link newspapers were looking
for, in order to connect with a Web-tuned audience that goes to the
Web to find the ‘what’ and the ‘now’ elements of news.
The US’s largest newspaper publisher, Gannett, has sought to
bolster its video offerings by investing $10 million in the live-video
streaming provider Mogulus.
Gannett has proved the journalistic potential of live video streaming on several occasions. Caroline McCarthy, writing for cnet.com,
commented on Gannett’s stake in Mogulus:
“So far, Gannett’s partnership with Mogulus has given the video
site some bragging rights: when former Democratic presidential
candidate Hillary Clinton made some controversial remarks about
the 1968 Robert Kennedy assassination, that interview was recorded

video is not just video, it’s a user experience
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and live-streamed on Mogulus by one of the participating Gannett
newspapers--the Argus Leader of Sioux Falls, S.D. Other newspapers
picked up on the remark.”

Tier 2 - A vignette or short documentary. This includes two-to-four
B-roll shots and an interview and generally runs no longer than
three minutes. This is similar to a television news package.

The fact that the once-captured live video events can be embedded
anywhere on a news site and replayed on-demand are what make
newspaper live video streaming different – and potentially more effective – than traditional television content. In addition to this, streaming
video reports can be produced cheaply by correspondents with mobile
phones, as opposed to the onerous equipment of broadcasters.

Tier 3 - These are longer narratives produced in explanatory or
documentary style. They look just like TV documentaries with the
same high quality video and production values.

When considering live streaming, it is important to think beyond
merely publishing your own reporters videos from breaking news
events but also soliciting, incorporating, whenever possible, mobile
clips sent in by your readers and viewers or at the very least
aggregating them so that a visitor to your Web site gains a more
comprehensive video report. It is that inclusive and more comprehensive pro-am quality that defines a well-produced breaking news
report online. This phenomenon has been effective in other online
reporting practices over the past several years and video is no
different. It is that immediacy and 360-degree canvas newspapers
can create around a story that brings value.

This approach is more advanced than in some newsrooms but
can be easily adapted through proper training, quick and accurate
decision making and flexibility to produce various kinds of video
stories. Thanks to Web video, newspapers can choose how many
resources they wish to allocate on a case-by-case basis. In some
cases raw video or live streams suffice whereas for some stories,
it is worth investing more significant resources, as shown by the
Journal. The real challenge for newspaper editors will be to learn
how to appropriately assign resources for each story, deciding when
a low-edit cheap video can suffice, and when a more elaborate
documentary-type video is necessary.

Different stories, different
quality, different formats
With all of these options, it is ultimately up to editors to decide
which video format best represents which type of story. The Wall
Street Journal provides a good example. In past years, the Journal
has greatly expanded its video offerings, publishing up to 25-30
videos a day. Journalism news site Advancing the Story described
a three-tier approach for the Journal’s video:
Tier 1 - A short, single shot interview or video of a scene that
stands alone. It’s typically no longer than two minutes long and if
it’s not embedded with a story, you need to surround it with text
to explain what’s going on.

Robb Montgomery has worked as an editor for the Chicago
Sun-Times and the Chicago Tribune and has redesigned newspapers including The Examiner for San Francisco, Baltimore and
Washington, D.C. He currently consults with editors in the Middle
East, Asia, U.K., Europe and North America to improve their online
multimedia reporting and produces video journalism training
events in North America and Europe.
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Pure players and personalized news:

the end of mass media?

section 1:
From general
interest to
niche news

section 2: Pureplayers and the Web:
simple aggregators
or competitors?

section 3 : News
aggregation and
the link economy

section 4: Could
the future be
personalized
news?

As the long-term future of print newspapers across North America and Europe

becomes more uncertain due to declining advertising revenues and increasing production
costs, many newspaper insiders are looking towards the potential viability of online-only ventures. In past years, a wide array of pure online players has emerged in the news landscape;
from basic news headline aggregators to elaborate citizen journalism platforms, non-profit
news sites to professional-amateur initiatives launched by former newspaper editors, and
even print newspapers moving to Web-only. For traditional media and newspapers however,
the question remains: how can they adapt to these new, leaner, production and distribution
models, while upholding their editorial quality and professional standards?
Create niche content: The Web is the ideal medium to provide personalized news and niche
content at very low costs. Creating a blog or a basic online section can suffice, and ads placed
in niche sections typically yield high rates. Common ideas for niche content include targeting
specific communities such as immigrants, mothers or local businesses.
Provide personalized services: Although new printers and technologies now enable lowvolume runs, providing individuated news in print remains a costly dream for publishers. But
thanks to the Web, newspapers can provide a wide range of personalized services, including
calendars of local events or geo-tagged news. A number of websites have been relaunched
with functionalities enabling users to customize the online presentation of their news.
Aggregate and tolerate aggregation: Many media brands took a big step in 2008 by
beginning to aggregate content from external sources, including competitors, or by partnering with pure players to ‘export’ their content to sites such as Yahoo or Facebook. As news
organizations embrace the ‘link economy’, there remain a number of issues concerning
copyright and ‘fair use’ of content.
Think like a Web start-up: Traditional media organizations should remodel themselves
after Web start-ups and tech companies. Though it may be easier said than done, some
newspapers have launched ‘innovation labs’, aimed at promoting newspapers’ transition to
the digital world.

section: 1

from general interest
to niche news
The neW yoRK TiMes foraYs into niche content with blogs
General news dailies and news organizations may have increased their niche
content, but not at the expense of their
traditional coverage, instead creating topicfocused websites and specialized blogs.
In May, The New York Times announced
the launch of its Rings Blog dedicated to
the 2008 Beijing Olympics. Rings not only
covered the actual Olympics, but also the
social, political and economic issues leading
up to the event.
The blog featured analysis from sports,
foreign and business reporters. The first
days’ coverage revolved around various
topics such as Web censorship by China’s
government, the details of the Olympic trials
in the United States and the controversy over
the torch relay, which had caused protests
worldwide.
“We expect the Rings Blog,” explained
Deputy Sports Editor Sandy Keenan, “to
become a must read for those interested
in all aspects of the Beijing Games.”
In July, the Times launched The New Old
Age, a blog that focuses on a growing challenge for Americans (and many countries
where the population is ageing), namely

caring for elderly parents who are living
longer than ever before, in a healthcare
system that has never dealt with this level
of demand.

and depleting their own retirement savings
in the process.”

“Adults over age 80 are the fastest growing segment of the population, and most
will spend years dependent on others for
the most basic needs,” explained blogger
Jane Gross.

Through the New Old Age Blog, the New
York Times aimed to target the whole range
of baby-boomers - some 77 million strong
in the US. Just as for moms, or the Olympics, focusing on niche content doesn’t
necessarily imply reaching out to a narrow
audience.

“That burden falls to their baby boomer
children... who are flummoxed by the technicalities of eldercare, turned upside down
by the changed architecture of their families,
struggling to balance work and caregiving,

The response to this type of topic-focused
content has been substantial. One of Gross’
early posts garnered some 673 comments.
In July, the Times’ website hosted 59
updated blogs.

gLobaL trends

THREE NEWS AGENCIES LAUNCH BILINGUAL EARTHQUAKE
RELIEF SITES
Many news organizations create punctual sites to give in-depth coverage on major
world events such as the Olympics, the war in Iraq, or the spring 2008 earthquake in
China.
In May, three official news organizations in China launched Chinese and English
bilingual websites to provide news about the earthquake that wreaked havoc in the
Sichuan province.
Following in the footsteps of Sina.com, the sites created by Xinhua News Agency, the
People’s Daily and the China Central Television Station were intended to give a global
audience access to the latest news on rescue efforts, the situation of survivors and
infrastructure reconstruction – ﬁltered by Chinese authorities.

edit Kristina B - http://www.flickr.com/photos/barnett/
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“If they don’t sense

the sites are truly localized,
they’ll find a place that is”

CATERING TO MOTHERS IS BUSINESS
As far as niche audiences go, mothers represent one of advertisers’ most coveted
groups. Throughout 2008, newspapers
joined the chase.
In May, New York Times-owned Boston Globe
Media launched BoMoms, a site designed
by and for Boston mothers that features a
searchable database of listings, a calendar
highlighting events for kids, blogs written
by women at varying stages of motherhood
and ongoing forums on parenting.
“The goal of BoMoms is to be the ultimate
local resource for busy moms because all
of its recommendations come straight from
the mouths of real moms who have tried
and tested them,” said Alexandra Hall, editor of the site.
BoMoms is representative of US newspapers’ growing desire to capture the
‘Moms’ demographic – and increasingly
target niche audiences in general. The idea
to cater to mothers and their needs isn’t
new: IndyMoms.com was launched by the
Indianapolis Star in 2006.
By June 2008, many more newspapers
had launched mini-sites dedicated to
mothers, including the Journal Communication, Gannett-owned newspapers, the
Milwaukee Journal Sentinel and the Dayton
Daily News.
Starting in the fall 2008, after its purchase
of social media platform Ripple 6, Gannett
proceeded to unify its multitude of ‘mom’
sites into a single platform, MomsLikeMe.
“In this way, we could take the few dozen
local mom Websites and unify them across
one single platform and be able to socialize that audience -- an audience that has
grown from a few hundred thousand to over
1.2 million moms on that site on a monthly
basis,” said Chris Saridakis, Senior Vice
President and Chief Digital Officer at Gannett, in a December presentation.

For advertisers, the appeal of these sites is
enormous. With such an active core - 86%
of moms go online at least once a month,
and they are responsible for many of the
household’s purchases - advertisers are
almost guaranteed results. But the market
for mom sites is already crowded by pure

Many newspapers have launched
online sites to cater to mothers, a
coveted group for advertisers.
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online players, including similar ventures
such as BabyCenter or CafeMom.
As the competition stiffens, the key to success for mom sites, said Stacy DeBroff,
founder of Mom Central, a marketing consulting firm, will be maintaining the sites’
hyperlocal appeal.
“People in different cities are really looking
for different kinds of information,” Debroff
said. “If moms don’t sense the sites are
truly localized, then they’ll find another
place that is.”

the business and
politics ‘niche’
With an international financial crisis helping,
many newspapers have decided to bolster
their coverage oriented to business readers.

In the UK in April 2008, Northcliffe-owned
daily newspapers in the East Midlands
pooled together resources to publish a new
regional business website, thisisbusinesseastmidlands.co.uk.
Participating papers The Evening Telegraph
in Derby, Leicester Mercury, Lincolnshire
Echo, Nottingham Evening Post and The
Sentinel in Stoke all provide business stories to the site in an effort to give readers
a complete picture of the business events
across the region.
The main focus is local, allowing users
to search stories by region and providing
access to a special commercial property
section. The site, however, plans to balance out frequent updates on East Midland
business news with a dose of national and
international news.

washington post’s online-onlY politics site
In the lead to the US presidential elections,
newspapers such as the Washington Post
also focused on niche content in the realm
of politics. In July, the Washington City Paper
(WCP) reported that the Post was exploring the possibility of creating a parallel,
semi-autonomous political site that would
feature articles and multimedia content
about politics.
The outline of the new site includes news
and analysis, more photography, exclusive
and higher-quality videos, and focuses on
good political enterprise stories and interactive features.
According to the WCP, the idea is similar to
that proposed two years ago by the Post’s
former political writers John Harris and
Jim VandeHei, who left to start the onlinemostly niche player Politico. Vandehei has
long recommended that struggling newspapers should choose a niche and focus
on it locally.
When the Politico site was being launched,
Albritton Communication purchased URLs
related to the Politico, including Postpolics.com, a domain name which was later
reclaimed by the Post Co. for $20,000.

In September, The Washington Post officially
announced plans to launch a new section
entitled ‘Political Browser.’ The section was
to provide readers with the ‘best’ in political
news coverage and will even link to stories
by rival newspapers.
According to the Associated Press, the idea
behind the section is to “brief political junkies on the top ‘must reads’ of the day”.
This niche approach, according to former
washingtonpost.com Executive Editor Jim
Brady, will allow their site to become the
front door to political coverage.

This move was representative of the changing dynamics of online news - encouraging
users to leave one’s site by linking to other
sources (see section 3).
“Our relationship with readers is changing,”
said Brady. “We’re not just about providing readers with terrific journalism from
The Washington Post but access to great
journalism, period.”

Quick Facts

SYNDICATING NICHE CONTENT
The Washington Post also forayed into niche content by syndicating a number of pure
online niche players, such as technology blog TechCrunch in May.
The Washington Post, which already ran stories from paidContent.org and mocoNews.
net, was the first mainstream source to sign a deal with TechCrunch.
It’s an equally beneficial partnership; in the words of MediaGuardian’s Jemima Kiss:
“TechCrunch wants to reach a more mainstream audience, and WashingtonPost gets
niche coverage from an authoritative source.”
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the language niche
While many of the examples above concern
niche content on the Web, specialized publications have also strived in print – foreignlanguage pages and ethnic newspapers
leading the way.

united kingdom
In the UK in April 2008, The Aldershot Mail
and other News Group-owned local editions
experimented with publishing a bilingual edition aimed at the growing Nepalese community in east Hampshire and parts of Surrey.
A team of Nepalese translators and proofreaders put together 500 extra orders for
the edition. The weekly paid-for broadsheet
usually has a circulation of 9,900. News
Group is planning to publish a regular page
in Nepalese.
Not only is this type of niche content appealing to the about 7,000 Nepalese who settled
in that part of the UK, it also throws light
onto social issues relevant to the whole
community.
“This paper has always striven to serve all
of its communities. This has traditionally
included people who struggle to make their
voices heard - such as young people, the
homeless, and those with disabilities. With
this edition we hope to do the same for our
significant Nepalese population,” said Elaine
Cole, editor of News Group papers including
the Aldershot Mail.
British newspapers have also targeted linguistic and community niches by launching
online editions. In August, The Daily Post, a
Trinity Mirror newspaper, launched its first
Welsh language news website in North
Wales. The Welsh language site, dailypostcymraeg.co.uk, is presented alongside
the English language version - dailypost.
co.uk - with both providing regular news
updates for the region.
dailypostcymraeg.co.uk includes videos
with Welsh language commentaries and

gLobaL trends

ONLINE-ONLY DAILY TARGETS LINGUISTIC NICHE
Are online-only websites the solution for publishers and editors to offer daily news
to minority groups at low cost? In April 2008, The Tribune de Genève and 24 Heures,
published by Swiss group Edipresse, launched an English-language, online-only, daily
publication. Swisster.ch was the first media outlet to target the English-speaking
community in Switzerland.
Swisster.ch’s headquarters is integrated within the newsrooms of the Tribune de
Genève and 24 Heures. The site is updated five times per week.
The online daily caters to the 100,000 large English-speaking population in Switzerland, and targets managers, executives, educated elites and celebrities who come to
live in Switzerland, particularly in Geneva and Neuchâtel.
Swisster.ch will describe and comment upon cultural, business, political and social
life in Switzerland and its French-speaking region more specifically.
The online-only route seems to have been successful for Edipress, which had previously launched another online news site (www.nashagazeta.ch) that targeted the
Russian-speaking population of the country.

interviews, Welsh language forums, and
Welsh comments and blogs.

canada
In August, La Jornada became the fourth
Spanish language publication to be available in the town of London, Ontario. La
Jornada joined two monthly Spanish language magazines, Revista Culturas and
Prensa Latina, and another newspaper,
Magazine Latino.

According to Statistics Canada, 8.000 Hispanics, mostly Salvadoran and Mexican immigrants, live in the city, making Spanish the
second most important mother tongue.
The biweekly newspaper includes local and
international editorials and stories. There is
also a small English section and a “Spanglish” page with an article translated in
both languages, meant to appeal to readers
interested in learning some English.

“It’s not about language anymore,
it’s about giving a unique cultural perspective.”
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Netherlands
In September, Dutch newspaper NRC Handelsblad launched an English language
website, Nrc.nl/international. The site is
geared towards expatriates living in the
Netherlands who cannot read Dutch but are
interested in Dutch journalism. The project
was launched in collaboration with Spiegel
Online and DutchNews.nl.
In addition to regular items, the site hosts a
discussion forum concentrating on current
issues with contributions from prominent
Dutch nationals.

Language in print, a whole
culture on the Web
In March 2008, the largest US Hispanic
newspaper group, ImpreMedia, announced
the launch of a single and centralized digital
platform for its Spanish-language papers.
Unlike many dailies in the US, ImpreMedia
has fared successfully in print in recent years,
claiming to reach 11 million adults monthly
through its print and online platforms, including 2.2 million unique visitors online.
Although ethnic language papers have been
better protected from the emergence of
online news, those niche audiences are
increasingly moving to the Web.
With the emergence of online news, Impremedia CEO Arturo Duran pointed out that
ImpreMedia’s target readers can go straight
to the websites of major newspapers from
Hispanic countries. So the challenge for
ImpreMedia publications is to do more than
offer a Spanish-language paper, and to also
provide local coverage from a Hispanic
point of view.
“It’s not about language anymore,” Duran
said. “It’s about the Hispanic perspective.”
“We want 10% of our total advertising to be
from online by the end of 2009,” he said,
mentioning that the group’s online revenue
is still “very small and local.” Until then,
according to Advertising Age, “ImpreMedia’s
web effort has been a hodgepodge of individual sites” with (very) basic features.
Indeed, the prolonged success of Impremedia and foreign-language publications have
led traditional newspaper publishers to seek

partnerships. In an attempt to offset losses
in its US newspaper market, McClatchy
Co. partnered with Impremedia to share
content in April.
Under the agreement, McClatchy’s Spanishlanguage websites feature information produced by seven of Impremedia’s newspapers,
including El Diario La Prensa and Hoy Nueva
York in New York; El Mensajero in the San
Francisco Bay area; La Opinion in Los Angeles; La Raza in Chicago; La Prensa in Orlando,
Fla.; and Rumbo in Houston, San Antonio and
the Rio Grande Valley in Texas.
McClatchy has three Spanish-language
newspapers including El Nuevo Herald in
Florida, Vida en el Valle in California’s Central Valley and La Estrella in the Dallas-Fort
Worth area.

The trend towards providing communityspecific news and foreign-language editions
will certainly continue through 2009, as
papers with declining print revenues seek
to attract new audiences.
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Pure-players and the Web: simple
aggregators or competitors?
THE RISE OF PURE ONLINE NEWS PLAYERS
Perhaps filling in for the difficulties of print
newspapers, Internet-based news sites
thrived through 2008, adopting a wide range
of models and approaches.

whole stories, as can be the case for the
Huffington Post or other news aggregating
sites. Instead, readers participate in the
conversation and interact with journalists.

Most notably, The Huffington Post, launched
in the summer of 2005, has become one of
the top-30 US news sites, bolstered by the
2008 US Presidential Elections, according
to Nielsen Online.

The professional journalists’ tasks mix
both traditional reporting skills and Web
2.0 interaction:
- they perform the traditional investigation
and researching tasks to write articles
- they verify the accuracy and validity of
content submitted by the public
- they actively moderate and participate
in the user conversation, monitoring and
responding to comments

Media pundit, entrepreneur and Rupert
Murdoch biographer Michael Wolff trumpeted the launch of his news aggregator
Newser in late 2007 as a “revolution in
how people get their news.” One year after
Newser’s launch, he gained a competitor in
Tina Brown, a former Vanity Fair and New
Yorker editor, who launched her own rapidly
growing online-only site, The Daily Beast, a
mixture of aggregated and original articles.
And these are only some of the high-profile
American examples.
The relatively low overhead costs of launching an online-based site combined with the
ease of aggregating content and news commentary means that this trend will surely
continue in 2009. But there is one problem
with the sites mentioned above. Aggregation
and commentary can only go so far: in an
online environment, what happens to the
investigative journalism that newspapers
have provided for the past two centuries?
Nevertheless, online-only news publications
continue to proliferate. In France, two onlineonly news sites, both launched by former print
newspaper editors, have proven particularly
successful. Rue89, launched in 2007 by
former Libération journalists, including Pierre
Haski, has anchored itself in the traditional
media landscape and is regularly referenced
by traditional print publications.
Rue89 has been particularly successful
thanks to the implementation of a pro-am
news process. “It’s the wedding of professional journalism with the participatory culture of the Internet,” said Haski. This doesn’t
necessarily mean that readers contribute

In March 2008, Edwy Plenel, former newsroom head of Le Monde, launched another
online-only news site called MediaPart.
The name was chosen to suggest both its
emphasis on user ‘part’icipation and as a
pun with ‘apart’, evoking an alternative to
traditional media coverage.

Unlike Rue89, MediaPart’s revenues are
based on a subscription model. For MediaPart to be viable, Plenel aims for 20,000 to
25,000 subscribers by the end of the first
year, and about 65,000 by the third. The
monthly subscription costs between €5
(students, unemployed, etc.) and €9 (normal sub). Readers can also choose to sign
up for a €15 ‘supportive’ subscription.
As is the case for Rue89 and a number of
other online-only news sites, MediaPart
doesn’t aim to directly compete with general
news dailies, instead focusing on providing
original angles on news stories. More and
more, the founders and staffers of onlineonly ventures consider themselves as filling
a ‘news gap’.

MediaPart was initially launched as an online
newspaper, publishing three distinct daily
editions (9am, 1pm and 7pm) with 30 staffers, including 25 journalists.

“It’s the wedding of

professional journalism with the
participatory culture of the Internet”
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focus: what made the huffington post
so successful
The Huffington Post was a runaway success
in 2008. With 8 million readers during the
US election campaign, it is now the most
‘linked-to’ blog on the Web and is valued at
up to $200million. It only employs around 50
staff, just a handful of which are editorial,
and gets the bulk of its content through
invited contributors and readers. To do so
much with so little is an impressive feat
indeed. In an interview in January 2009,
Huffington Post Founding Editor Roy Sekoff
described some of the reasons for the HuffPost’s booming popularity:

a variety of content
and authors
Although the HuffPost’s contributions are
overwhelmingly left of the political spectrum, “It’s a very vital and dynamic blend
of breaking news, aggregated news and
real-time commentary,” said Sekoff. It
offers a bit of everything, both “esoteric
and pedestrian,” and a crucial factor is the
mix of people who write on the site, from
Hillary Clinton to Larry David to Arianna
Huffington herself. Sekoff explained that it
is “not just a certain kind of writer. You could
get an actor, an architect and a politician all
weighing in on the same issue.”

recommendations for further reading. The
extensive “interconnectedness” between
elements of the site has made the site more
sticky and increased traffic.

getting people to link back
The HuffPost has succeeded in becoming
the most-linked-to blog on the Web, driving
advertising revenue. “It has become a linkbased economy. You are not being paid in
dollars any more for your piece, but rather
you are being paid in traffic,” said Sekoff.
So from a financial standpoint, the main
focus is simply to get good content onto the
site, which will encourage people to link to
it, increase traffic and then generate more
advertising revenue. The HuffPost does
syndicate some of its content but Sekoff
stressed that this was not an element of
the site’s business model.

a network of free
contributions
HuffPost’s popularity has been boosted by
the healthy pool of content written by its
free contributors. HuffPost invited over 2000
influential people and thought leaders to
become part of its blog network. Though
they’re not paid, many regularly offer their
insight and comments – a cost-effective way
to get quality content from field experts onto
the site. This in turn drives traffic to the blog,
which is what the free contributors usually
seek in the first place. Very few people receive
more than a few thousand readers on their
individual blogs, while on HuffPost they can
get millions, said Sekoff.

web speed and flexibility
“The Internet has enabled us to get what
we want, when and how we want it,” Sekoff
said, “and it turns out they want it fast.” He
described the moment when the benefits
of online really hit home in HuffPost’s early
days. It was the day of the July 2005 London
bombings and HuffPost had been covering
the story from the early hours of the morning, with bloggers sending in information
and pictures from London. Then the morning
New York Times appeared, with London on
the front page but topped with the wrong
headline: about the city hosting the 2012
Olympics. “It literally was yesterday’s news,”
Sekoff said.

website
interconnectedness
The Huffington Post’s site was designed
to make each landing page full of content, including images, related stories, and

gLobaL trends

PURE-PLAYERS AND THE NON-PROFIT MODEL (see chapter 2)
A couple of online-only sites have tried to develop a non-profit business model.
In late 2007, former Minnesota Star Tribune editor Joel Kramer launched the
non-profit Minnpost.com, a news site composed for the most part of former print
journalists. The Voice of San Diego and other similar sites around the US including
crowd-sourcing site OfftheBus, a partnership between the Huffington Post and the
non-profit NewAssignment.net, helped capture the 2008 US Elections. ProPublica,
launched by former Wall Street Journal editor Paul Steiger during the summer
2008, aims to provide investigative journalism stories to traditional outlets.
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pure-plaYers: complements
or competitors?
The increasing popularity of online-only sites
like the Huffington Post or Politico constitutes an added challenge for newspapers,
in a world where each media is competing
with the others for readers’ time.
However, the question of whether these
online news sites are a threat to traditional
media is different. Most newspaper editors
don’t seem to think that’s the case, at least
regarding pure players that respect professional journalistic standards.
Take the example of Rue89 in France. Its
four founders had a lot of experience in print
journalism, with the contacts that come
along with a few decades in the field. This
also meant they had friends in the press who
rapidly “recognized that we were legitimate
journalists,” said founder Haski. As for The
Politico or MinnPost, Rue89’s ties with print
journalism helped shape the media’s positive perception of the Web ventures: instead
of being discarded as another breezy online
site, it is seen as an experiment carried out
by fellow professional journalists.
Editors can also see in pure players new
opportunities to branch out in the new media
world. Said Ed Greenspon, Editor-in-Chief of
the Globe & Mail in Canada: “While I suspect
we will continue to distribute through our
own channels, I see no reason why we won’t
seek to maximize our reach by aligning our
branded content through other distribution
channels, such as Politico,” in reference to
Politico’s content-sharing network.
Likewise, HuffPost founder Arianna Huffington insisted in an interview with Iwantmedia
that the site isn’t contributing to the demise
of US daily newspapers in any way. HuffPost
National Editor Nico Pitney concurred, saying that newspaper journalists “are vital to
what we do, and hopefully we are helping
their work in the sense that we send them
lots of readers, and we try to highlight their
best work.”
Philip Balboni, CEO and co-founder of onlineonly news agency GlobalPost, launched in
January 2009, also denied any intent to
compete with existing news agencies such
as the Associated Press. Instead he said
that GlobalPost fills a void in international

in depth

EDITORS SPEAK: ARE ONLINE-ONLY NEWS SITES A THREAT?
Marcelo rech,
General Product Director, RBS Group, Brazil
“By now, newspaper people should always have in their head
that they and their newspapers are competing with every kind of
consumer distraction, from YouTube to Twitter.”
Ed greenspon,
Editor-in-Chief, Globe and Mail, Canada
“We don’t see these sorts of sites as a threat per se to traditional news gathering. But we do see them as competitive.
They are in the business of aggregating niche audiences
around a public debate of the issues of the day. Anyone who
aggregates audience obviously is a competitor, but can be
seen as a partner, too.”
azubuike ishiekwene,
Executive Director, Punch Nigeria, Nigeria:
“A Nigerian site equivalent to the Huffington Post named Saharareporters.com is a competitor of Punch, but we don’t consider
it a threat. However, the site has helped to keep us on our toes.
We believe that print will remain an indispensable medium for
the validation of meaning among readers.”
roman gallo,
Director of Media Strategies, PPF Financial Group, Czech Republic:
“Online-only news sites are not a threat to traditional news gatherers. These project are only threats for media companies that
do not understand the changing media landscape, that do not
understand that publishing on only one channel, one platform
media (only print, only TV...) is not a future.”

For Espen Egil Hansen, Editor-in Chief, Verdens Gang Multimedia,
Norway, online-only news sites are not newspapers’ main competitors online. Instead, the real challenge is to understand three
key factors that have changed in the online media landscape:
> THE UsEr’s TiME
The time spent on popular sites like Facebook, YouTube, Twitter, Nettby.no and so on
is dramatically longer than on news sites.
> NiCHE siTEs aND soCial NETWorK
Within any thinkable niche there exist special interest sites and services with more
depth, higher quality and that are perceived as more effective than newspapers and
news sites.
> aDVErTisiNg
We are in direct competition with Google when it comes to the big advertising money.
In addition, we see that the classified ads that have been a great source of income
for many years are now moving to sites not attached to traditional media houses in
any way. In my mind, the most important question for 2009 is this: What will fund the
journalism of the future?
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Quick Facts

GLOBALPOST: AN ONLINE-ONLY INTERNATIONAL NEWS
AGENCY
Amidst reductions in international reporting at newspapers across the US and
Europe, GlobalPost, an American online-only international news service was
launched in January 2009.

news, at a time when many newspapers
are scaling back on international reporters.
“Even the great American institutions that
remain with a meaningful foreign staff are
in jeopardy because of this devastating
downturn in the economic underpinning of
newspapers.”
The emergence of online news pure players isn’t a threat to traditional media in
itself. Many of the sites don’t aim to replace
newspaper content – and indeed rely heavily
on it – but to offer a complementary view.
But when it comes to online sites that do
pure aggregation, traditional media’s tolerance has usually had a lower threshold (see
section 3).

For GlobalPost President and co-founder Philip Balboni, the site fills a gap in the current offering of international news in the US. GlobalPost’s 60 to 70 correspondents
are essentially stringers, filing one piece a week.
The group of correspondents includes three Pulitzer Prize winners, among a mixture
of experienced and younger journalists. Most of the correspondents are countrybased, meaning that they know the language and are familiar with the history and
current affairs.
GlobalPost’s original reporting aims to be different from that of traditional news
agencies such as the Associated Press or Reuters: “What we are focused upon is the
context behind the headlines,” said Balboni, generally stories that will not be widely
reported in English.
Correspondents have all been issued Flip Cams - video cameras the size of a mobile
phone - which they are encouraged to use whenever possible, whether to produce
narrated pieces or natural sound shots that will supplement their story.
According to Balboni, GlobalPost’s success will be hedged upon its ability to forge
partnerships with news organizations including newspapers. In its early days, the
site had partnered with the Huffington Post and correspondents were to appear on a
night news programme on US TV channel PBS.

traditional media move to web-onlY
Although it may sound strange, pure players
don’t have a monopoly on online-only news.
Newspapers and traditional media organizations have also ventured into online-only
news. In June, Fairfax Media launched Western Australia’s first online-only newspaper,
WAtoday.com.au.
Fairfax Media CEO David Kirk said the news
sites reflected Western Australia’s growing
Internet market. According to him, nearly 1/6
of Western Australia’s Internet users already
access Fairfax Media sites.
The same month, Washington Post Co.
announced the launch of The Slate Group,
a new online publishing entity to be led
by former Slate magazine editor Jacob
Weisberg.
The group’s goal was to create and grow
a family of Web-only magazines, which
includes Slate Magazine, Slate V, The Root,
and the Big Money, a business site launched
late 2008.

“The Slate Group is an Internet start-up
within the framework of an existing media
company,” said Weisberg. “The writers and
editors here have over 250 years of combined experience producing Internet-only
media. In expanding into new areas, we
intend to draw on everything that we’ve
learned collectively about what works on
the Web.”

print editions scurry
to the web
In other cases, newspapers have dropped
their print edition altogether to focus on producing online content. Granted, this change
is often motivated by a deteriorating situation for the print edition and the appeal of
low-cost publishing on the Web.
In early February 2008, The Capital Times
in the US announced that it would switch its
daily print edition to a bi-weekly free one, in
order to shift its focus to its website.

The paper published its final printed edition
with the headline “Beam Us Up” in April.
The Capital Times, which had been printed
since 1917, was reportedly down to a daily
circulation of 17,000 copies.
“(The circulation decline) really brought
into focus for us a conversation about irrelevancy. How can we still be relevant if we
have so few printed copies, particularly
in a market of this size,” said Editor Paul
Fanlund.
The free publication that replaces the
Capital Times is printed twice weekly and
distributed with the Wisconsin State Journal.With a circulation of about 80,000 on
Wednesdays the insert includes 48 pages
of in-depth stories, analysis, and commentary. On Thursdays, with a distribution of at
least 115,000, a revamped Rhythm arts and
entertainment insert is printed.
The Capital Times was among the first daily
newspapers in the US to “make this kind
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of a transition to the Web,” according to
WISC-TV. “If it’s successful, it’s likely other
struggling papers will follow suit.”
Many others have followed since. In August,
the long-standing British journalism magazine, Press Gazette, announced it would
switch from a weekly to a monthly publication. Breaking news now appears on the
website and the new monthly magazine’s
content focuses on interviews and features.
Although Press Gazette managers denied
the magazine would go online-only, it is
leaning in that direction.
In January 2009, the Seattle Post-Intelligencer in the US confirmed that it was
to be put up for sale by its parent company Hearst,and would either shut down
or become an online-only publication with
a greatly reduced staff if the sale wasn’t
completed within 60 days.
“One thing is clear: at the end of the sale
process, we do not see ourselves publishing
in print,” said Steven Swartz, head of Hearst
Corporation’s newspaper division.
At the same time, due to dwindling revenues, The Kansas City Kansan in the US
announced it would discontinue its print
edition and move to online-only. Spanishlanguage weekday paper Hoy Nueva York
also shut down its print publication, dis-

Quick Facts

CUTTING PRINT AND GOING GREEN
Not all papers have scaled back on their print editions solely to cut costs. In May
2008, the twice-weekly Sonoma Index-Tribune in California announced it would convert to a “hybrid news medium” within the year, after launching an electronic edition
in addition to its website.
According to its publisher Bill Lynch, the move was motivated both by cost reduction
and environmental concerns. “We already use recycled newsprint and soy-based ink
and recycle every bit of waste we can,” he said.
The Index-Tribune was to focus on its subscription e-edition, a paperless “SmartEdition” produced in partnership with NewspaperDirect (which also produces electronic
editions for The Washington Post, The Daily Telegraph in the UK and Le Figaro in
France).
“We cut back on the number of sections and pages we print and deliver by more than
30%. But the most important change, the one that can really make a difference, is
getting our readers to join us in the biggest green revolution in the history of newspapers – going paperless.”
The e-edition offers a number of useful features: subscribers can read their newspapers from PCs and Macs, smart phones and iPhones. They also have access to up to
90 days worth of previous issues, can listen to news stories thanks to an audio function, and use an “add to my blog” function to reproduce content on their own outlets.
“NewspaperDirect’s SmartEdition is loaded with features that
will make this transition easier. But we know it will take time for
many of our subscribers to get used to it,” Lynch added. “The
other part of the hybrid model is our Web site, which we will continue to improve as well.”

missing all but four of its 20 staff, as well
as AsianWeek, a San Francisco free sheet
targeting Asian Americans. All three papers
were to publish on the Web and cited financial troubles.

But perhaps most noteworthy was the case
of the Christian Science Monitor in the US,
one of the country’s longest-standing newspapers, which began a transition to the Web
in late 2008.

focus: The ChRisTian sCienCe MoniToR slashes dailY print
In October 2008, news that The Christian
Science Monitor (CSM) would cease the
publication of its daily print edition as of April
2009 sent a clear and alarming message
across the US about the state of the print
newspaper industry.
“The Monitor’s change is perhaps the most
poignant acknowledgment thus far of the
radical transformation in the newspaper
business. While hardly a major force in
journalism anymore, the Monitor is the most
well-known and prestigious newspaper in
America to bail out of having a print edition,”
reported Forbes.

In an effort to drastically cut costs, the 100year-old, Pulitzer-winning newspaper, was
to focus on online journalism and to launch
a weekly news magazine in April.
“Print was becoming increasingly untenable,
especially for the Monitor, which has an
international audience. We just don’t have
enough reach with our print product, but
we have great reach with our Web product. That’s not uncommon in the world of
publishing right now to come to that conclusion,” said Editor-in-Chief John Yemma.
However, Yemma insisted that this radical
transformation could benefit the paper by

forcing it to rethink its newsroom.
“We will get to see what we can do online
in a way that we have never been able to do
before. I really believe that journalism is in the
infancy of storytelling online and that online
storytelling is about interactivity,” he said.
“We can really start using the Web for what
it is really all about, which is this three
dimensional medium getting information
and providing it at whatever level you can
convey it.”
The Christian Science Monitor, which previously had a print team and a small online
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staff, turned this relation upside down as
it reorganized in a three-pronged editorial
operation. In the new scheme, led by a
managing editorial team, a team of about
70 to 80 people produces content, which
it feeds to two smaller divisions. These two
smaller divisions are the weekly print desk
with about 10 staffers and the online desk.
This differentiation between the magazine
and the Web remains vital in Yemma’s view,
“as print has its own needs to produce a
good and valuable product.”
The purchase of a new online content
management system “democratizes the
whole operation of the Web so non-technical assignment editors with the common editorial pool can update the website
directly,” said Yemma. In other words, both
the dedicated Web desk and assignment
editors from the content production team
can upload content to the website.

John Yemma, Editor-inChief of the Christian
Science Monitor, led his
staffers through radical
changes as the paper
switched to Web-only.

“We will get to see

what we can do online in a way
we have never done before”
pag revista prisa.pdf

To facilitate these changes, staffers at the
Monitor underwent a training program,
both to learn the ways of the Web, and
for print staffers to learn how to rethink
‘evergreen’ content for publishing on a
weekly basis.
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News aggregation and the link
economy
THE PRESS SPHERE – PROVIDERS BECOME AGGREGATORS

their existent content with more links, references and information on ever-ongoing
stories.

Buzzmachine blogger Jeff Jarvis further
expands on this vision, describing the new
ecosystem of news as a press-sphere, in
which the press is involved, but “any of
many sources can, thanks to links, add
up a story and fulfill the need or desire
for news and information.” Newspapers
shouldn’t just be news providers anymore,
according to Jarvis, they should become
endless repositories, always building on

Jarvis argues that the definition of news
has changed, from being a static story with
text and photos in print, to incorporating
background information, commentary that
may add perspective, and data online. “A
story never begins and it never ends,” writes
Jarvis. “[The story] – in whatever medium
– is merely a blip on the line, a stage in a
process, for that process continues after
publication.”

According to Jarvis, the public should place
news at the center of the press-sphere (see
diagram), surrounded by all news sources:
the press, peers, non-press media, search,
links, original sources, companies, the government, readers and so on. “It’s all information and we curate it and interact with it with
the tools available,” said Jarvis.
Other changes in the press-sphere, in Jarvis’
words, include:
- The ecology of links motivates us to “do
what we do best and link to the rest”. It fosters collaboration. It changes the essential

edit Ludwig Gatzke - http://www.flickr.com/photos/stabilo-boss/

As pointed out by the newspaper editors
quoted in Section 2, the emergence of online
news pure players – whether aggregators or
not – is not a threat in itself. The real challenge is to adapt to the shifting landscape
of digital news and what some have called
the ‘link economy’. In a 2008 report, Jupiter
Research analyst Barry Parr even argued
that content creation and online distribution
should be treated as separate businesses.
He recommended that distribution sites
aggregate and integrate content and services from other sources, moving away from
traditional non-aggregated news.
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structure of a story (background or source
material can be a link away).
- Links also turn our readers into our distributors.
- Links turn our readers into editors.
- Aggregation, curation, and peer links
become our new newsstand.
- Search and SEO motivate us to create
repositories of expertise (topic pages) and
make news stories more permanent.
- Search reduces the power of the brand.
- We see ourselves not as owners of content or distribution but as members of
networks.

Michael Wolff, founder of news aggregating website Newser, believes that
traditional news sites should aggregate
content from all over the Web.

One of the commentators on Jarvis’ blog
disagreed with “the idea that we can continue to maintain a story alive indefinitely
when in fact the story has died or it is no
longer relevant...” The reader argued that
“Even if [it] was relevant, we would be
looking from 20/20 hindsight, which by
definition, would put the story in historical context and not within the journalistic
purview.”

is the future news
aggregation?
According to Michael Wolff, founder of news
aggregating website Newser, launched
late 2007, the future of news lies within
aggregation. He sees Newser as doing a
“more valuable act, or at least as valuable
as the creators themselves.”
Newser has 20 editors working rotating
shifts so that hands are on deck 24/7. Outside of the main offices in Chicago and New
York City, Wolff employs people throughout
the world to keep up the pace. Newser’s
system is somewhere between human and
Googlebot. An algorithm searches sources
for the news, then the editors and writers
make the final decisions as to what content
to summarize and publish.
Newser’s appeal comes in part from the
great emphasis it puts on visual presentation. A visual grid format enables readers
to see the day’s happenings pass before
their eyes. Wolff describes it as a real-time
visual for the day’s events, a “kind of narrative through which you can literally watch
the day go by.”
Other than that, Newser “searches the web,
reads the stories and delivers concise and

Quick Facts

UPSIDE DOWN?
PRINT WEEKLY AGGREGATES ONLINE CONTENT
Blogs and online sites have aggregated content from traditional media for a long
time. But in March 2008, a new local weekly paper in France proposed to do the
opposite, by aggregating the week’s content from online media. Dubbed Blablabla
Hebdo, the paper aims to offer a satirical review of the week’s media coverage.
The opening editorial is clear about the paper’s view on news:
“We don’t believe in ‘news.’ It’s a journalists’ invention. And it’s precisely because
there isn’t ‘real news’, but only ‘information’, thousands of new bits of ‘information’
that are constructed daily, that it’s of utmost importance to filter those bits.”
The newspaper works as a content aggregator, mixing non-original content with
some opinion. The print paper feeds upon a number of popular blogs and online news
sites, including Rue89 and Bakchich.

sharp summaries - along with links to the
full text,” said Wolff.
Interestingly, Wolff doesn’t believe in the
trend towards niche news (see section
1). “We’re not serving up special interest
news,” he said. He views Newser as an
“old fashioned idea,” something that works,
arguing that the audience wants “the news
that everyone else wants -it doesn’t want
it to be specialized - they want that sort of
pure view into the world.”

Although many traditional publishers perceive pure news aggregation sites as “stealing” content, Wolff argues that Newser is in
the business of sources, since it links and
sends readers back to the original source.
But to him, the real added value comes from
the organization and presentation of a wide
range of stories – what newspapers are so
good at doing in print. “The world depends on
directories and aggregators to locate and point
to original content...to present a literal infinity
of information in a manageable form.”
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“The world depends on directories
and aggregators to locate
and point to original content”
traditional players
experiment with
aggregation
Although not all may agree with the realism of Jarvis’ views and the trend towards
aggregation, a number of traditional media
outlets have in fact embraced the notion
of aggregation online – though not to the
point of Newser – whether to spread their
brand on other sites or host content from
outside sources.
In March 2008, Hearst magazines in the
US adopted Yahoo’s newly launched userdriven news aggregator, Yahoo Buzz. Hearst
signed on 10 of its titles, including Esquire,
Cosmopolitan and Redbook.
When a reader clicks through the Yahoo
homepage to a Hearst article, the publica-

tion’s website offers promotions for other
Hearts offerings, as well as cross-promotion
with the print titles. A Yahoo “Buzz up” button
is featured next to articles on the publisher’s
site, for users to vote on an article.
In the first days after Hearst signed up, two
Esquire.com articles had already enjoyed
traffic increases thanks to Yahoo Buzz,
receiving 1.3 million click-throughs after
being featured on the Yahoo homepage.
Newspapers that had signed up to Yahoo
Buzz included USA Today, the Wall Street
Journal and Entertainment Weekly.
The Evening Leader in the UK found an
original way to embrace online aggregation by using Yahoo’s photo-sharing site
Flickr. The Evening Leader’s Digital Editor,
Christian Dunn, said that the slide shows

created from the pictures had attracted
thousands of views after being on the site
for only a few weeks.
The paper involved readers through various
initiatives. In April, it created public Flickr
groups for people to submit images. To entice
readers to join the groups, some submitted
pictures were to appear in the print edition,
and the Leader’s Picture Editor managed one
group for aspiring photographers.
“I think it’s really important for regional
newspapers to take full advantage of sites
such as Flickr. Not only do they offer fantastic services, which we can harness,
but they also allow our brand to reach a
far wider readership than ever before,”
said Dunn.

embracing the link economY
Perhaps a toned-down way to describe
Jeff Jarvis’ press-sphere would be to say
that traditional news organizations need
to embrace the ‘link economy’ on the Web.
In 2008, many major media brand names
took their first steps using external links
and aggregating content from outside
sources.
In August, BBC News first experimented
with using external links within the main
body of its text articles. The trial lasted
four weeks and was only available on the
UK website.
The ‘in-page links’ directed users to background information across the BBC News
site as well as external sources including
YouTube, Wikipedia, Flickr, and competing
news organizations’ sites.
For the trial, the BBC used technology provided by Apture – also tested by the Washington Post. External links are identified by

tips and resources

AGGREGATING ON TWITTER (SEE CHAPTER 6)
According to Publishing 2.0, instant-publishing platform Twitter should not be
used as another place for newsrooms to “dump their content,” but “as a way
to create a whole new dimension of value under their editorial brand.”
Publishing 2.0 argues that newspapers are missing the opportunity to use Twitter
to incorporate more link journalism and news aggregation; essentially “they
should look to their Twitter accounts as an easy platform for sharing links.”
Furthermore, if “newsrooms want more Twitter followers, they need
to be INTERESTING” by expanding outside of their own content.

symbols and a pop-up window offers a
preview to the linked-to page.
Steve Herrmann, BBC News Website Editor,
said of the trial: “We wanted to include these
sources because they promote sharing of
content, have a huge array of material of
potential editorial relevance, are technically
easy to work with and also we wanted to
gauge your thoughts about us linking to
these user-generated sources.”

By October, the decision by other mainstream news organizations such as The
New York Times and The Washington Post
to link to outside sources marked a notable
shift in newspapers’ approach towards
online content.
According to Publishing 2.0’s Scott Karp,
the big players may have been slow to pick
up on news aggregation and external linking, but “now that they have figured it out,
they can completely disrupt the balance of
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power.” In other words, even though “the
800 pound gorilla is late to the party -- he’s
still going to shake things up.”
This change could boost newspapers’ rankings on major search engines, since for a
long time blogs and independent publish-

ers were the only sites to link extensively.
For Karp, Google and search engines also
illustrate the success of businesses that
send people away from their sites: “It’s all
about sending people away, and it does such
a good job of it that people keep coming
back for more.”

The real challenge then for newspapers will
be to decide on how to include an appropriate mix of aggregation while remaining
creators of original content.

“fair use” evolves
in the link economY
In the wake of the Associated Press versus
blogosphere debacle, an article written by
Jody Rosen in Slate and entitled “Dude, You
Stole My Article,” sparked renewed debate
in the blogosphere about plagiarism, fair use
and the link economy in the digital world.
Rosen’s piece described how a small altweekly, The Bulletin, published outside of
Houston, Texas, had for a long time published an aggregation of plagiarized pieces
lifted from Slate, USA Today, The Dallas
Observer, Rolling Stone, the Boston Globe,
and more.

gLobaL trends

TIPS FOR “FAIR USE”
ePluribus Media made the following recommendations
for bloggers and journalists to “play fair”:
• Summarize the article and attribute it to its original source,
including title, date, publication, author and URL
• If you need to quote from an article and you’re unsure if your use counts
as Fair Use, contact the copyright owner and simply ask permission
• If you are unable to ﬁnd contact information for the copyright holder, post a disclaimer,
citing “fair use” under Title 17 U.S.C. Section 107 with your contact information
• Last, if a copyright holder asks you to remove material, do so in a considerate
and timely manner. If you don’t, the copyright holder may contact the server
hosting the offending material and the entire site can be disabled.

Although the Bulletin seemed a clear-cut
case, Rosen argued that more often than not
bloggers and fellow journalists are at odds
when “Fair Use” borders on abuse.

associated press vs.
drudge retort and
blogosphere: “fair use”
remains undefined

Indeed, the definition of “Fair Use” on the
Web is ever-changing. For example, Nick
Carr was widely criticized for mentioning
authors and sources in an article in the The
Atlantic, while not including direct links.

In June 2008, a dispute that opposed the
Associated Press (AP) to social news sharing
site Drudge Retort over the fair use of AP
quotes resulted in a profusion of outcries
from the blogosphere and will perhaps help
shape an outline for fair use of content on
the Web in the future.

However, while Carr’s offense may be
described as minor, the debate over fair
use of content on the Web remains unsettled,
for lack of a clear legal context.

In April, AP had adopted iCopyright, a copyright protection service for online users of
its content. Every AP-hosted story includes
links to the iCopyright service, which allows
AP content users to email content, request
copies, purchase photos or publish to their
own websites. AP had already signed on

Attributor in 2007, an online tracking technology enabling AP to monitor the reproduction of its content on the Web.
After noticing that the aggregation site,
Drudge Retort, had posted AP entries in
their entirety, AP sent takedown requests
for seven entries that included AP quotes
to site manager Rogers Cadenhead.
Cadenhead consequently blogged about
the issue, which set aflame the blogosphere and a number of influential sites
including TechCrunch and BuzzMachine
called for the boycott of AP content. On
June 16, AP admitted that its requests
had been “heavy-handed” but made no
move to withdraw them. Three days later,
the conflict with Drudge Retort had apparently been resolved: in fact this meant
that Cadenhead agreed to the proposed

“I think AP and other media organizations

should focus on how to encourage bloggers to link
their stories in the manner they like, rather than hoping
their lawyers can rebottle the genie of social news”
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modifications and ended up not reposting
the contested material.
News of the Associated Press’ June takedown notices and its proposal to draft guidelines for “fair use” was met with severe
criticism, calls for boycott - and many profanities - by the blogosphere.
In a self-admittedly “ridiculous” post on
TechCrunch, after being quoted in an AP
story, Michael Harrington announced that
“I’ve called my lawyers (really) and have
asked them to deliver a DMCA takedown
demand to the A.P. And I will also be sending
them a bill for $12.50.” According to Harrington this “is exactly what the A.P. would
have charged me if I published a 22 word
quote from one of their articles.”
That short posting alone generated more
than 230 comments - most of which were
harshly critical of AP’s stance at the time.
Jarvis commented on AP’s approach: “But
I am afraid that in its fights, we are seeing
its inability to adapt.”
“I think AP and other media organizations
should focus on how to encourage bloggers
to link their stories in the manner they like,
rather than hoping their lawyers can rebottle
the genie of social news,” said Drudge Retort
host Cadenhead.
Cadenhead and bloggers may be right in
terms of global news consumption trends
on the Web, and perhaps AP and traditional
news organizations should rethink their
tolerance regarding the reproduction of
excerpts of their content online.
However, the AP was in its own right under
the current US Digital Millenium Copyright Act
(DMCA), at least regarding AP stories that had
been posted in their entirety with the same
headline on the social aggregating site.
The legal provisions concerning “fair use”
of content for smaller excerpts continue to
remain vague - simply undefined - until
now. Perhaps the AP’s proposed guidelines
will help lead to a reform of the DMCA, or
maybe traditional media brands will learn
to embrace news aggregation on the Web.
Until then, bloggers and journalists should
be aware that traditional media may enforce
stricter policies regarding aggregation of
content in the future.

tips and resources

IMPROVING YOUR VISIBILITY ON GOOGLE NEWS
In April, the Google News blog sought to debunk some of the myths about how the
eponymous news aggregating site ranks content:
• mYth: Having an image next to your article improves your ranking
• true: Updating an article after posting it will create problems with Google News
Since the Google News crawler only visits each article URL once, this can be problematic
for many news websites that now regularly post updates on published stories.
• mYth: Timing the publication of your article improves your article ranking
• true: Articles that are just images or video won’t be included
Good to know, as many newspapers and blogs increasingly publish photo galleries or
pure-video stories.
• mYth: If newspapers implement Google’s AdSense on their site, article rankings on
Google News will improve

google: threats
and opportunities
for newspapers
Search engine giant Google and its content
aggregating services, including YouTube
and Google News, have repeatedly been
pressured by traditional media over copyright issues.
In Belgium, newspaper copyright group
Copiepress launched its second suit against
Google News in May 2008, after Google
News displayed links to the publishers’
content. Copiepresse additionally requested
that Google publish the court’s ruling for 20
days on Google’s Belgian website, news.
Google.be. A February 2007 court ruling had
already mandated that Google remove all
links from its website and pay Copiepresse
damages.
In the summer of 2008, a landmark judgment in the legal battle between Viacom
and Google-owned YouTube (Viacom filed
a suit against YouTube in 2007, seeking $1
billion in damages) forced Google to give
Viacom the record of every video watched by
YouTube users, along with user names and
IP addresses – despite potential concerns
for users’ privacy.
In July, following a similar suit by French
private broadcaster TF1, Italy’s MediaSet
also sued YouTube over illegal content, seeking at least $800 million.
In April, Google’s launch of a new search
function, which allows users to surf newspaper and other sites remotely, received
mixed acceptance among newspaper edi-

tors and publishers. For example, if someone
searches New York Times, Google brings up
an in-page Search nytimes.com box that
lets a user browse NYT content without ever
going to the newspaper’s site.
Google’s new search function led to initial
fears about decreased ad revenue and page
impressions for news publishers, but some
newspaper editors embraced the change.
“If [the search] does such a great job as to
make our internal search too redundant,
then that’s fine,” said Edward Roussel, Telegraph.co.uk digital editor. “At the end of the
day we want people to read our content but
we don’t mind how they find it.”
Indeed, not all traditional media have
seen Google and its affiliates as a threat.
In November, The Quebec Chronicle Telegraph in Canada reached an agreement with
Google to publish its archives on the Internet
search engine. The Quebec city paper was
to receive “half of the revenue from ads
that appear on accessed archival pages,”
according to publisher Peter Little.
This move, aimed at “making millions of
pages of news archives accessible and
searchable online” by the online search
giant, is one of many, including similar initiatives by the Washington Post and the
New York Times. In September, Google had
announced plans to partner with newspaper
publishers in order to make millions of news
archives available digitally.
“This project will raise our visibility (and)
help to even bring us new readers,” said
Little.
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IS CONTENT-SHARING THE FUTURE FOR NEWSPAPERS?
As the financial situation of print newspapers worsened in the US and with some
editors unsatisfied with AP services, many
newspapers announced content-sharing
deals, even between competitors, through
2008 (see chapter 2).
While there has been much speculation that
the driving force behind these agreements
was editors’ dissatisfaction with changes in
AP rates and structure, the multitude of content-sharing deals may also reflect a change
in traditional media’s attitude towards content from outside sources – in line with the
trend towards news aggregation.
Several models for content-sharing emerged
throughout the year:

The Florida way:
regimented contentsharing
During the summer of 2008, the Palm Beach
Post, Sun Sentinel and Miami Herald – all
three long-time competitors – began to
share content. The partnership between the
papers first started on the business side,
with a print distribution agreement aimed
at cutting costs.
The content-sharing agreement is governed
by some strict guidelines. “It’s a defined group
of stories, which are events that happened
in the last 24 hours or are about to happen,
and as a rule we are picking up a couple of
items a day from each others websites,” said
Anders Gyllenhaal, Senior Vice President/
Executive Editor of the Miami Herald.
Considering “websites are where the news
competition exists,” he said, “you cannot
pick up a story from another website and
put it on your website but you can put in
the paper the next day.”
Other franchise elements such as pieces
from columnists, investigative pieces and
such, are also out of bounds.

The New Hampshire way:
fifteen years of expertise
The Nashua Telegraph has been sharing content with five of its neighbor community newspapers ever since 1993. In

this situation, the papers aren’t in direct
competition.

The Politico and
Reuters: a new force
in US political news

The sharing agreement was initially implemented as a means “to get feature stories
and in-depth stories from the other papers
for our then-new Sunday editions that we
were struggling to fill state copy,” said Dave
Solomon, the vice president of The Telegraph
of Nashua.

Online-mostly political publication Politico
also launched a content-sharing network
in 2008. Three months after its launch,
it claimed to have more than 100 clients
including 67 newspapers (see chapter 2).

Unlike the Florida papers, since the Telegraph and its partners aren’t competitors,
“anything and everything is available for
reuse,” whether on the website or in the
print edition, a routine story or an in-depth
investigative piece – as long as they credit
the newspaper of origin.

In December, Reuters announced a contentsharing deal with Politico, which according
to FollowtheMedia blogger and newspaper
consultant Philip Stone, could bode bad
news for the Associated Press. Under the
deal, Politico and Reuters were to team up
for coverage of US politics, translating to
120 Washington-based journalists working
full-time for both news organizations.

ReutersNews_Trends_ad_86x129.pdf
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ONE STEP
AHEAD OF
THE NEWS
News leadership is about more than
breaking stories; it’s about anticipating
them. With nearly 200 bureaus and more
than 2500 journalists on the ground
worldwide, Reuters is consistently on top
of global events. Our trusted, unbiased
multimedia news coverage empowers
your newsroom — and keeps you one
step ahead of the competition.
Learn more at reuters.com/media
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Stone argues that the combination of Reuters and Politico could provide newspapers with access to most of the content
they need. Stone questions, “Why would
anyone want some 30 CNN stories a day
when newspapers can have Politico and
Reuters news and pictures?” For Stone,
this deal “could indeed be the US opening
that Reuters executives have for so many
years been searching” and that “for the AP,
it couldn’t come at a worse time.”

Content-sharing:
a potential loss of
alternatives
In November 2008, two Texan rivals, the
Star-Telegram and The Dallas Morning News,
which had previously signed a distribution
agreement, entered an editorial contentsharing deal aimed at cutting costs.
According to Star-Telegram’s publisher,
Gary Wortel, “The Morning News isn’t the
enemy. Our challenges are with the other
media, not each other. We need to look for
ways to collaborate.”
The newspapers started by exchanging arts
coverage. Since the Morning News does
not have a visual arts critic, it is “using
reviews by that critic for the Star-Telegram;
The Star-Telegram doesn’t have a classical
music critic so it uses reviews by the Morning News’ music critic,” reported Follow the
Media’s Stone.
Content-sharing in the Arts pages illustrated
one of the downsides of content sharing
agreements in the long run: the papers could
no longer provide an alternative opinion.

ContentOne: the future
of content-sharing?
Could the future of content-sharing be a
single, centralized website? US newspaper
publisher Gannett took steps in that direction and joined the content-sharing craze
in January 2009, rolling out its ContentOne
website to all of its 85 newspapers.
The initiative is a “venture as a system for
content development, sharing and information gathering, which is meant to eliminate
content redundancies across its papers in

order to better focus on deep local content,”
reported technology news site Clickz.
Most of the content of the site is to be generated by Gannett’s flagship paper USA Today.
Newspaper sites were to include ContentOne in their own online editions.
By presenting a centralized, aggregating
platform, the site aims to attract national and
local advertising and increase newspaper
sales by turning over “traditional thinking
about content in our industry, both in how
we gather it and how we sell it,” said Gannett president, Craig Dubow.
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section: 4

Could the future be
personalized news?
IS IT POSSIBLE TO PERSONALIZE THE PRINT EDITION?
Is it possible - and viable - for newspapers to
deliver customized print editions nowadays?
The idea of customized papers has long
been on the minds of editors and publishers, since these would increase the value
of the paper editorially, by making content
more relevant, and would make them more
profitable thanks to targeted advertising.
A number of prominent newspaper insiders
have called for the move towards personalized news in order to shore up losses in
advertising revenue. Until now, the main
hurdle to fully personalized papers has been
their costs of production.
Not anymore, according to Digital Deliverance founder and technology guru Vin
Crosbie in March 2008: “Unknown to almost
all newspaper people who work with new
media (and unknown even to most newspaper people who work with print), it is now not
only possible but economically practical for
many newspapers, and soon most, to print
a unique edition for each reader.”
This would require an investment in new
printing presses equipped with Short Run

Digital Printing (SRDP). The VASP group in
Portugal already uses SRDP presses to print
and distribute its selection of international
titles (these aren’t personalized titles).
Although the cost of SRDP ink remains very
expensive, SRDP presses are already more
economical for dailies that have a circulation
of less than 10,000 copies according to
Crosbie. This number is expected to double
within two years, in which case the SRDP
presses would be economical for about 400
of the 1,450 US dailies.
In November, Hewlett-Packard designed a
digital Inkjet Web Press built specially for
newspapers, book publishers and commercial print shops, and designed for small
volumes. The printer costs $2.5 million and
can print full-color, newspaper-sized pages.
It can also print wider than other editions.
The goal of HP was to “expand the business model for publishers by driving down
the cost of small-volume press runs. And
because the press is digital it allows publishers to tailor their content to specific
audiences.”

This potentially means newspapers would
be able to print any number of different
and personalized editions with targeted
advertising at a relatively low cost. Glen
Hopkins, HP’s general manager for printing and technology, believes there is huge
potential for individualized newspapers.
While recognizing that it is hard to beat the
low cost of analog presses, Hopkins stressed
the flexibility of the Web Press to personalize
content. In print then, the question remains
whether the increased revenue of targeted
advertising in personalized editions could
make up for the increased cost of printing
and distributing low-volume editions.

Technology guru Vin Crosbie believes
that personalized papers in print are
now viable thanks to new print presses
equipped with Short Run Digital
Printing.
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personalization through reverse-publishing
In June 2008, blogger Steve Outing
recapped some of the main points discussed at the Global Conference on the
Individuated Newspaper, inferring that
newspapers should personalize their content:
- Younger audiences already experience
individuated media through many platforms
including Facebook, iTunes/iPod, mobile
phones, etc.
- Individuated news is “inevitable” and
newspapers have to evolve.
- Newspapers should use current technology
to produce “individuated” news. This implies
having a content management system that
can handle personalized editions.

One of the ideas proposed to personalize
newspapers was to get the readers to generate and select the content themselves.
“It seems we can turn all the new-found
power of the Internet - that so easily empowers people to personalize their news - and
generate a whole new type of newspaper
with greater relevance and value. Call it the
reverse-published newspaper,” said Dean
Singleton, MediaNews CEO and chairman of
the Associated Press board of directors.
Several examples of reverse-publishing, in
which readers’ material is collected online and
then published in community print editions,
have emerged in the US with varied success,

including the Rocky Mountain News’ YourHub.
com or the Chicago Tribune’s Triblocal.
According to the Rocky Mountain News’
approach, readers should participate in
the journalistic process by specifying what
they want to read about. If news organizations are to remain successful, they should
look into customizing their content for each
individual.
Although these examples are not personalized ‘news’ content per se (reversepublishing reader-generated material is
limited in its news span), they are a sure
way, as Singleton put it, to let the audience
personalize their newspaper.

the web: the ideal medium for news personalization
Although it may remain difficult for newspapers to fully personalize their print editions,
the Web undoubtedly presents all the ideal
characteristics for the personalization of news.
On the Web, news consumers may actually prefer to be in control of their content.
According to a Zatso study, “A View of the
21st Century News Consumer,” seventy-five
percent of respondents “said that they wanted
news on demand and nearly two out of three
wanted personalized news.” The survey also
revealed that most people like to control the
news they see. According to respondents,
they are “better equipped to select what they
want to see than a professional editor.”
Quite a number of newspapers have already
implemented personalization features on
their sites that enable users to personalize
their news feeds and elements of page
layout (telegraph.co.uk has MyTelegraph ,
nytimes.com launched MyTimes in 2007).
But one of the most accomplished examples
of online news personalization was the
relaunch of BBC.co.uk in March 2008, which
now has a fully customizable homepage
(see chapter conclusion).
Many other news sites followed that route
through 2008, including USA Today, News.
com.au in Australia, cincodias.com in Spain
and Sky News in the UK, which offered some
innovative features.

egories including most popular stories, most
recent video clips and “special interest”
topics. A Story Tracker function automatically updates users on news stories they
are following.
Steve Bennedik, the editor of Sky News
Networked Media, stated that, “The features
we are introducing to personalize the site are
just the start of a process aimed at allowing
our users to tailor sky.com/news to suit all
their online needs.”

Sky News also launched a news service,
powered by news aggregation company
Daylife, which provides readers with any
related stories from “external sources” from
the UK and international providers.

The new Choose Your News function allows
users to hone their news search with cat-

To complement these personalization features and engage its users, Sky introduced

gLobaL trends

PERSONALIZE WITH GEO-TAGGING
Geo-tagging - the process of archiving stories according to the locations they
affect - continues to grow in popularity among newspaper websites.
By cataloging stories geographically, geo-tagging makes it easier for newspapers
to provide readers with hyperlocal, and thus more personalized, news.
Northcliffe Media, a newspaper publisher in the UK, began implementing
the budding technology on its newspapers’ websites.
The Boston Globe in the US and a few others have also
implemented consistent geo-tagging on their website.
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an online community element to its website,
powered by Pluck, enabling users to have
their own blogs and to comment on other
people’s blogs, as well as a SkyCast video
platform meant to encourage users to submit their own news-related videos.
in December, France’s Le Parisien delved
into personalization by partnering with online
pure-player Netvibes, a leading widget and
personalized-homepage platform. With CondéNast, the two companies launched a
magazine-style format solution for websites,
as well as more functional widgets, which

they claimed would transform how people
visualize RSS feed content.
With the new platform, widgets can be
resized and displayed across new layouts,
and RSS feeds can display text, photo and
video content in four different ways. According to eMediaWire the change constituted a
paroxysm for online news, as “widgets can
finally break out of the traditional columnonly format, enabling branded media content to be published exactly the way it was
meant to be seen.”

Quick Facts

RSS FEED AGGREGATOR
SECURES $10MILLION IN
FUNDING
In January 2009, RSS feed aggregator
Newsgator, a competitor to Netvibes,
announced it had raised $10 million
in its sixth round of funding. Though
the adoption of personalized news
by users may be slow to come,
media players are betting that the
trend towards customizable design
and content will continue to grow.

personalization on the go
Just as the Web offers the ideal medium for
personalized news, so do all digital delivery
platforms such as mobile and e-readers. A
few news organizations including CBS Mobile,
BusinessWeek.com and WashingtonPost.com,
have partnered with Aggregate Knowledge,
a firm that offers technology to personalize
news feeds on digital platforms.
In March 2008, CBS Mobile launched a
redesigned mobile site incorporating technology to match content and potentially
add to users’ interests. Based on the clickhistories and consumer patterns on the
whole site, the new feature displays the
most relevant Web content based on what
other users with similar interests are reading
and clicking on.
The site displays the suggested articles in
a “Your Headlines” tab, since all content
suggestions are user-driven and change
throughout the day. According to CBS, this
new offering of personalized content could
also foster more targeted advertising.
By October, a few newspapers in the UK
were also looking into providing personalized mobile content. The Daily Mirror
launched Mirror Mobile, a registration and
subscription-free mobile news site. The
Birmingham Post and other Trinity Mirror
titles in Wales and Scotland were to launch
the same service.
According to Rick Gleave, head of Trinity Mirror’s interactive and mobile division, “This
innovation proves that we are a truly multiplatform news company. It’s a big step. Look

around you on trains and buses. People
‘live’ on the mobiles. We’re giving news and
information to people on the go.”
Despite its increasing adoption on websites
and mobile platforms, personalized news
seems to be picking up more slowly than,
for example, social media. Internet users
may still be used to getting the information they seek from many Web pages on a

predefined template, rather than to create
their own pages. Secondly, search engines
still account for the bulk of traffic to news
sites, meaning that most visitors aren’t yet
used to getting their news from a given site
or homepage. Thus customizable homepages like the BBC and others created, which
could ultimately become competitors to
search engines, remain to become a habit
of the general Internet public.
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The BBC Customizable
Homepage:
giving the audience
what it wants
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by Emma Heald,
Editor-in-Chief,
The Editors Weblog
In the digital age, readers getting what they want, when they
want it is the norm. Search engines immediately list information
demanded by users. RSS feeds syndicate content of users’ desire.
Online shops sell targeted wares with a few clicks of the mouse.
Following the customized news trend, news organisations such
as the New York Times and online giants such as Google have
begun personalized pages of their own in an effort to give users
what they want, when they want it while keeping those users on
the companies’ respective websites. Perhaps the most ambitious
‘customizable’ news project, however, comes from the British
Broadcast Company, which leaves the content and informational
hierarchy of its homepage almost entirely to the whim of users.
The BBC launched its customizable homepage at the end of 2007,
one of the first news organisations to create such a page. The user
can choose which modules appear on the page, can have a say
in the amount of information that appears in each section, and
can drag and drop them to their desired spot. Options include top
news story, science and nature, business and money, music, travel,
history, weather and food. Each small section includes links to
articles or other BBC content. Currently it is only the BBC’s general
homepage, not the news homepage, that can be customized in
this manner. The only customizable aspect of the news homepage
is an UK-only option for local news, sport, and weather, which can
be changed according to postcode.

an esoteric distinction,” Herrmann commented. At the moment the
homepage can be customized, meaning that users can choose
which sections they want on their homepage. Personalization,
however, which the BBC is in the process of investigating, would
be an opt-in system involving knowing the user’s identity, and
tracking their usage and providing recommendations based on
that and on their preferences.
The customized homepage is only used by a minority of users,
and Herrmann believes that “it is not as intuitive and obvious to
everybody as one might imagine,” and “many users are not interested in spending the time to customize their page, or perhaps
don’t realize that you can, or just aren’t comfortable doing it.” The
personalization concept would involve users simply signing up, and
then the BBC would do the rest of the work for them: it would be
easier to use and hopefully more efficient. Herrmann was clear
that the BBC site is aimed at a broad section of users and that its
features should be available to all, not just the tech-savvy.

Steve Herrmann, Editor of the BBC news website said that although
news editors were involved in discussions on the design of the
customized general homepage, it was led by a “homepage team,”
and the newsroom’s main concern was keeping a close eye on
statistics and any effect on the traffic to news. “We are satisfied
that there has not been an adverse impact,” Herrmann clarified,
“and the number of people who choose to switch off news on the
home page is very small, so we are happy with it.” But as the new
homepage has not increased traffic to news, and only a third of
users have chosen to take advantage of the customizing function,
it is clear that a more effective system could be found, and this is
what the BBC is working on.

Customization vs. Personalization
The first thing to understand is the crucial difference that the BBC
sees between “customization” and “personalization”. “It’s a bit of

Steve Herrmann, Editor of the
BBC News website
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At the time of publication, the personalization feature was under
development; Herrmann was not sure of the timescale for its
implementation. He compared it to the personalization of a retail
site such as Amazon, which recommends items based on what
the user has purchased or expressed interest in before, and on the
eventual purchases of other users who have viewed a particular
item. The BBC will do a similar thing with its content, and “there
will be greater utility around subjects so that it is easier to follow
stories, either a particular story or a genre, and make it more
prominent on the user’s page.” The option will also involve a social
networking element. “We see this as being a way of getting the
most relevant content to our users,” explained Herrmann. “The
challenge,” he added, “will be to make it as simple, clear and
easy as possible for users to opt-in and to understand how their
data is being used.”

Editorial agenda vs. user agenda
“The basic principle is about handing control back to the users
to allow them to determine their own agenda and their own user
experience,” Herrmann asserted. But the BBC is determined to not
hand too much control over to its audience. The goal is to find an
“optimum balance” between agendas: that of the BBC editors and
that of the audience. The danger of entirely surrendering control of
the appearance of the page to the user is that the news organization will lose its editorial voice and right to show what it believes
are the most important stories of the moment. “We wouldn’t ever
want to neglect that responsibility and that function because we
believe that it’s something our readers expect from us,” Herrmann
stressed. He also believes that there is “clear evidence that there

is continuing demand for
that from us,” because the
traffic to the BBC’s top stories on the news homepage
very often outstrips traffic to
others. In order to maintain
this editorial agenda on the
general homepage, the newsroom has retained control of a large
area towards the top of the page, and an override function allows
journalists to place a major breaking-news story in this space
regardless of what the user has chosen to put there, when a story
is considered sufficiently worthy.

Most read and most watched
One way in which the ‘agenda’ of the audience already appears
on the news homepage is with the ‘most popular stories now’
area: the most read, most emailed, and most watched/listened.
It is represented by a small box on the homepage, and if a user
clicks on one of these links they go through to a mini site which is
entirely made up of these most viewed and emailed stories, which
change minute to minute. “It’s very popular,” commented Herrmann,
“it’s a snapshot of what people are looking at and I think there’s a
real fascination in that.” He explained that he personally believes
that on days when there is no major breaking news story, people
are “very quick to scout around and will often go to the most read
area of the page.” Journalists watch these statistics very closely
and are very alert to their significance; “we don’t let it dictate the
agenda, but it does inform the agenda.”
It will be interesting to see how the BBC’s personalization scheme
works and how successful it is. Requiring people to supply details
about their identity can be difficult, but presumably more dedicated
readers will realize the benefits and appreciate the way that stories are offered. The BBC’s experience with personalization and
customization brings up an essential point for news organisations
considering similar developments: finding the right balance between
the editorial agenda and the users’ agenda. Giving users the flexibility to customize their page should not be done at the expense of
the publication’s voice. Many people visit the site of a news outlet
such as the BBC because they trust the organization to supply them
with the most important news of the moment, and this trust should
be repaid with a well thought-out editorial agenda.
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In past years, the attitude of newspapers worldwide towards user-generated

content has generally taken a U-turn. Editors who saw user-generated content as a potential
competitor or threat now invite reader submissions onto their sites and in their pages, and
journalists who used to be hostile to reader comments now regularly intervene in the online
conversation. But while the majority of traditional media brands has begun hosting usergenerated content, mostly in the form of online comments or through hyperlocal community
sites, many of them have lacked the initiative – and the will – to transform this pool of raw
contributions into ‘newsworthy’ content.
Newspapers can engage in four main steps as they seek to develop their relationship with
users and produce news collaboratively:
Perfect online community management: The first steps of online interaction usually come
through comments on the website. By now, most news sites have developed the range of
necessary tools such as registration, “Report Abuse” buttons or ranking functions to help them
manage the online conversation and avoid abuse. It’s helpful to moderate comments in-house,
though it may be costly, in order to build upon this simple form of interaction with users.
Evolve into a pro-am process: Few newspapers have truly attempted to establish a formal
news process between professionals and amateurs in order to take advantage of users’ input.
Journalists should dedicate part of their time to the online conversation, responding to reader
comments and using them as tips for follow-throughs.
Become your community’s social network: Quite a few news sites have launched their
own social networks, competing with Facebook, MySpace and the like. Enabling users to
set up personal profiles and blogs strengthens community ties, as well as boosts traffic and
online ad revenue.
Hedge on hyperlocal: Hyperlocal community sites are generally similar to social networking
platforms, giving users the possibility to set up blogs and upload content, with the added specificity of providing geotagged content. They also take the participatory process a step further
than social networks. In addition to boosting traffic to newspaper sites, users’ submissions
can be reverse-published in community print editions that yield high advertising rates.
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section: 1

Managing user-generated
content
THE DEBATABLE EMBRACE OF USER-GENERATED CONTENT
Although newspapers and news organizations have increasingly opened up their
doors to users’ input and content in the
past years, first and foremost in the form
of online comments, some surveys have
indicated that this widespread embrace may
not be as beneficial as it seems.
A study conducted by the Associated Press
Managing Editors (APME) revealed that
only half of readers thought that having
journalists join the online conversation was
beneficial to journalism – and only about a
quarter of newsroom editors thought so:

Likewise, in July 2008, an article by Sheila
McClear in Gawker advised that newspaper
sites simply get rid of their commenting
areas, arguing that “Comments are thought
to be an added value to a newspaper’s
site – providing another reason to read.
You come for the article, and stay for the
interesting discussion.”
“The only problem is, there is no interesting
discussion. Almost never. Not even from
the mythical supersmart New York Times
readers.”

50% of the readers said that “journalists
joining the conversation online and giving
personal views” would be “somewhat or
very beneficial to good journalism online.”
Only 27% of newsroom editors agreed.

The APME study and McClear’s article throw
light onto the main issue that news organizations currently face with user-generated
content: how to produce editorial value from
this bundle of raw information generated
by users.

74% of readers said that having the same
standards apply to online news written by
journalists and to citizen journalism content
would benefit online journalism. 69% of
editors agreed.

Nonetheless, as they seek to build a more
sophisticated pro-am process, most news
organizations have engaged in the conversation with their readers and opened their
doors to feedback.

Both readers and editors support local
news sites opening up stories to user
comments.

Charting European
newspapers’ interactivity

Editors were more in favor of users contributing under their real name than readers.

In April 2008, Birmingham Post reporter
Joanna Geary produced some findings on
the level of interactivity on UK business
news websites (see chart). Her assess-

ment is based primarily on the sites’ use
of multimedia and interactive tools (maps,
blogs, social bookmarking, RSS feeds, Twitter and more). As illustrated by her results,
most news organizations, big and small
alike, have vastly adopted interaction tools
online.
Geary found that regional newspaper websites were in general a bit behind nationals
in terms of implementing interactive features, although The Birmingham Post and
LDP Business were catching up. Granted,
“Naming individual elements of interactivity does not necessarily give you a strong
insight into the experience of the user,”
conceded Geary.
Later that month, the Online Journalism
Blog created the European News Interactivity Index, extending Geary’s analysis of
interactivity on UK business news websites
to newspapers across Europe – with similar
results. The index itself is interactive; for
example, users can compare head-to-head
the interactivity ranking of different European countries.

User generated content:
not always news?
While Sheila McClear’s call to cut comment
boxes altogether may be excessive, she
does hit the nail on the head: the bulk of
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“The only problem is,

there is no interesting discussion with readers.
Almost never…”

unsolicited user-generated content, whether
online comments or user-submitted pictures, seldom has news value in itself.
In March 2008, Mecom-owned Drammens
Tidende (DT) in Norway invited its readers to
help cover the World Cup Ski Sprint. DT editors soon discovered that local readers were
more interested in the Children’s Ski Cup,
submitting pictures of their own children
instead of the professional skiers.
“The traffic to our news site doubled on the
day of the World Cup, and the shots submitted by readers garnered quite some interest,
but people were particularly interested in
viewing and submitting pictures from the
Children’s Cup,” said Geir Arne Bore, Editorin-Chief of DT.

Readers can upload text, pictures, and
videos onto the online portal The Reader’s
Newspaper, which was developed by Edda
Media, Mecom’s Norwegian branch. All of
Edda Media’s regional and local papers
were connected to the portal by the end
of 2008.
“Our experiences confirm the general
impression which is taking root in Norwegian media: user generated content does
not come unsolicited, and if it does come
it is on issues people are very passionate
about, or as a result of substantial marketing,” said Bore.

When editors from the
Drammens Tidende
invited readers to submit
pictures of a skiiing
event, most readers
sent in photos of their
children.

INVITING READER CONTENT
THROUGH BLOG PLATFORMS
User-generated content may not always
turn out to be ‘hard’ news content from the
editors’ standpoint, but increased interaction
undoubtedly boosts a newspaper’s traffic.
The Corpus Christi Caller-Times and The
Bakersfield Californian in the US are two
daily locals that managed to better their
local coverage, largely by supporting usergenerated content (also see section 4 on
hyperlocal community sites).
Bakersfield.com began hosting weblogs in
2006 and since its launch, has become home
to about 1,200 individual bloggers, 314 of
whom updated content within the last three
months. Community content now represents
18 percent of Bakerfield.com’s traffic. “It is
easily the fastest growing source of traffic
for us,” said Logan Molen, Vice President
of Bakersfield Interactive Media.

tion. Thanks to regular involvement from
editors and journalists, the paper has adapted
its content to suit readers’ needs.

The Caller-Times, in turn, garners around
560 comments a day - a number enviable by
many larger papers - and especially impressive for a paper with a 54,000 daily circula-

Caller-Times Editor Libby Averyt addresses
readers regularly in a column, and listens
to their feedback. When readers mourned
the dropping of a popular comic strip, the

Papers such as the Bakersfield
Californian have provided their readers
with local blogging platforms on which
communities gather to discuss issues
and local citizens voice their opinions.
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paper reversed the decision and when the
paper stopped printing the TV book, the paper
smoothed over complaints by offering a standalone section of trimmed-down listings.

in depth

EIGHT WAYS BLOGGERS CHANGED TRADITIONAL MEDIA’S
APPROACH
Benoît Raphaël, Editor-in-Chief of Le
Monde’s participatory media site LePost.fr, lists eight ways in which users
and bloggers have changed traditional
media’s approach to online content:

Le Figaro are now including news feeds,
which list news items as they come in, in
reverse chronological order. But nearly
all traditional media sites continue to set
a hierarchy to their news.

Conversation: there are now few newspaper sites that haven’t opened their
articles to comments and conversation.
“A story, nowadays, is not only the
journalist’s article but the article + the
feedback from readers.”

indexation: because of the structure of
blogs, bloggers had to be good at search
engine optimization when writing headlines and such, in order to make their
content visible. These concerns now also
affect online journalists, although “this
doesn’t mean that journalists must only
write to be referenced.”

Perfectible news: as a consequence
of conversation, online articles are now
constant works in progress (see page
93). There are pros and cons, though.
Among the negatives, journalists can be
tempted to publish improperly checked
content.
Buzz: born through blogs and external
links, all online journalists must now keep
in mind the management of online buzz.
News without a hierarchy or antichronological news: an increasing
number of sites such as 20minutes and

Elastic news: on the Web, there is no set
format for length or conciseness.
aggregation: many blogs don’t produce
original content - they simply refer and
point to existing content. Newspapers are
picking up on the trend.
layered writing: thanks to hyperlinks,
but also infographics, videos and more,
articles can be written to be seemingly
shorter, but they actually point to more
in-depth layers of related content.

when user generated content crosses the line
Managing offensive journalists is easy; if
the journalist pushes the envelope too far,
terminate his or her employment. But since
papers can’t fire readers- nor would they
want to - newspapers must learn how to
manage the questionable user-generated
content that inevitably comes with increased
interactivity.
In May 2008, Guardian.co.uk’s Sean Dodson examined the example of The Daily
Telegraph’s MyTelegraph service, which
gives readers the opportunity to publish
their own stories under the paper’s masthead. Although the service had won The
Telegraph accolades, it also put the paper
in the middle of the debate over how to
best manage and develop user-generated
content on websites.
According to Dodson, while MyTelegraph
boasts some well-written, thoughtful blogs,
it also has its share of users with extreme
opinions, ranging from active members of

far right party BNP to members of an antifeminist “men’s movement.”
A statement from a Telegraph spokeswoman emphasized the inevitable fact that
“a multiplicity of views will be expressed”
on the site. She continued, “Our readers
are entitled to their opinions and, within the
scope of the law, they’re entitled to publish
on MyTelegraph.”
The issue gets thornier as user-generated
content toes the line of legality, or conventional morality. Many papers currently
employ a team of (often external) moderators, although the moderation system varies
from publication to publication. Newspapers
also rely on their own users to help moderate; The Telegraph, like others, has a flag
offering readers a chance to report offensive
material. Moreover, a poll suggests that
almost half of internet users favor a voluntary blogger code of conduct in order to
suppress overly offensive material.

Unlike UGC services proposed by other
newspaper sites, MyTelegraph lets all
users contribute, rejecting the “gatekeeper”
model. Most newspapers, like the Guardian’s Comment is Free, allow only bloggers
sanctioned by the newspaper to start user
debates. In the Telegraph model, any user
can propose a topic for discussion. “MyTelegraph unlocks the gate and hands over the
key,” writes Dodson.
During the summer of 2008, telegraph.co.uk
relaunched its MyTelegraph site, integrating
user-generated content across other areas
of Telegraph.co.uk. The updated service
included new tools enabling users to upload
multimedia content. MyTelegraph had more
than 18,000 registered users prior to its
relaunch.
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how-to: managing the online discussion
Over the past years, many bloggers and
journalists have voiced their opinions to
offer solutions for the management of
online comments. Since these remain the
most widespread form of online interaction
between newspapers and their readers,
fostering a productive conversation through
online comments is the first step towards
harnessing the news potential of user-generated content. Fortunately, newspaper sites
have had time to perfect their commenting
policies, and although these still vary on a
case by case basis, there’s a consensus
over some of the main points:
• Require registration for posting comments.
Anonymous posting has largely proved to
lead to abuse.
• Have moderators and staff actively participate on the comment board as do many
pro-am ventures such as Rue89 in France;
when staff post frequently they can help
lead the discussion and improve the level
of discourse.
• Create a comment policy and guidelines
accessible to all users; transparency is
always best.
• Monitor new commentators by manually
giving approval to their first few comments,
then allow them to post automatically.
• Pre-moderation isn’t necessary on all
posts, but be ready to act swiftly whenever
abuse is reported.
In addition to these main features that most
newspaper sites have by now, Todd Zeigler of
the Bivings Group recommended to add the
following functionalities for comments:
• Filter out the profanity thanks to automated software.
• Allow users to report inappropriate comments with a “Report Abuse” button.
• Use other users feedback to bury or promote comments through ranking.
• Threaded comments foster discussion;
when users can reply to a specific comment
it allows for multiple lines of discussion to
coexist.
• Let users have the possibility to rank and
ignore other commentators.
Amy Gahran from the Poynter Institute
advised that journalists contact users per-

gLobaL trends

EDITORIAL PAGES, WEB 2.0
Some newspapers have tried to boost the relevance of their opinion sections by
adapting them to Web 2.0 interaction.
In November 2007, The Portland Oregonian in the US invited readers to join the
paper’s op-ed board. The selected respondents wrote one opinion piece a week for
12 weeks. Those who wrote quality pieces and met deadlines subsequently became
“citizen journalists” who could blog directly to the Oregonian. The paper carried out
video interviews with the newly recruited citizen journalists so readers could get to
know their citizen journalists better.
The Kansas City Star found another way to move its opinion pages online, by creating
a forum hosting letters published in print as individual blog posts, enabling readers to
reply and comment at will.
While most editors welcome the ability for people to enter the conversation, some
editors remain hesitant. Kevin Horrigan, Editorial Writer for the St. Louis Post-Dispatch
believes the role of newspapers is “supposed to say which [opinion] is right.” Editorial Page Editor Gina Acosta of the Washington Post remarks that “there’s no interactivity between the editorial board and the community” because few readers are
aware of who sits on the editorial board.
Nonetheless, one of print newspapers’ most venerable and established forms is
adapting to the digital age – for the better.

sonally if possible, to find a way to help
them behave correctly if inappropriate
comments are due to “passion, culture
clash, or misunderstanding” rather than
maliciousness. She also recommended
that newspapers plan ahead for a situation
where intensive moderation is necessary
(for example regarding a big story about
issues of race or culture).

Blogger and journalist Howard Owen offered
some other tips concerning community
management. For him, section editors
should take ownership of their online sections, making it part of their jobs to interact with readers. He also recommends a
reward or appraisal system for frequent
contributors, encouraging them to submit
more pieces.

The Roanoke Times editor, Carole Tarrant,
described how the paper dealt with user
comments at the time of the 2007 Virginia
Tech shootings:

Newspapers looking for a solution to nasty
contributors can also look to the clear-cut
approach of Norwegian paper Daily Verdens
Gang, which launched a service in 2005
allowing readers to set up their own blogs
(25,000 bloggers have joined, 15,000 are
fairly active).

“We initially put up just our generic message
board (but) there were a few people that
tried to hijack it and talk about gun control.
So we pulled down that message board and
we went to something called legacy.com,
which is a vendor many newspapers use to
post their obituaries, and attached to those
obituaries are moderated message boards.
And they are very much screened. Comments are not posted live. They’re looked at
by editors within legacy.com,” she said. “And
we personally couldn’t spend the time right
then to look at those comments because we
were so busy trying to cover the news.”

“If they continue to misbehave,
we kick them out.”

“A minority can go too far outside of the
legal borders but we have a good control
system,” said Geir Ruud, VG’s Online Foreign
Editor. “If they continue to misbehave we
kick them out.”
The increasing number of online comments
has also given birth to new issues, such as
deciding when to agree to users’ retraction requests in the digital age. Due to the
more reactive nature of the Web, there are
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many “letter writers who in youth, anger or
enthusiasm managed to get their missives
published in the Guardian, but now wish they
hadn’t,” according to the Guardian Reader’s
Editor Siobhain Butterworth.
However, for lack of an industry standard,
it’s still unclear whether newspaper sites
should treat these requests as they would
in print. In that respect, the Guardian’s policy
hasn’t yet evolved much. “We usually resist
requests for deletions of names and quotes
that don’t identify significant errors,” said
Butterworth.

Quick Facts

THE LETTER TO THE EDITOR UNTARNISHED BY THE WEB
The ways newspapers interact with their readers may have quickly evolved in the
digital age, but the traditional Letter to the Editor remains a flourishing channel of
interaction with readers.
“I expected the online comment facility to have had much more of an effect on the
printed page than it did,” says UK Times’s Letters Editor Ian Brunskill.
Brunskill receives around 500 letters, faxes and emails a day, which is a large
increase compared to pre-Internet times. The Telegraph receives around 700, the
Guardian 300, and the Independent about 200.

moving beYong ugc and comments into citizen journalism
“We’ve reached a point where we have
to go beyond user comments as the sole
means of interaction on news articles,”
wrote newspaper consultant and journalist
Steve Outing in July 2008. “It’s time to integrate staff content and eyewitness reports
supplied from your community.”
Outing suggests that for any – and every
– story, alongside the reporter’s piece is
an “info-box sidebar ask(ing) people who
were eyewitnesses to the accident to share
any photos (or video) they may have taken,
and to describe what they saw. Any content
shared by eyewitnesses would be posted
on the same page as the reporter’s story.”
According to Outing, this feature can be
useful both to small and major news stories.
Furthermore, “I argue that it’s actually more
interesting when applied to the smaller headlines,” wrote Outing. “Because it serves the
people for whom a ‘small’ story is actually
big to them. Small stories often are reported
by a small number of news organizations at
a shallow level, so expanding them provides
a powerful public service for those who want
or need to know more.”
Reader involvement can allow “big” stories
to be reported at a local level, “for example,
for the essential hurricane preparation story,
local residents can be asked what they are
doing to prepare... “
Interestingly, Outing advises that news sites
not “cherry-pick” on user-generated content,
as that might discourage users from posting.

Instead, user-generated content should be
opened to all but filtered to emphasize the
better quality items (a number of sites like
usatoday.com have begun displaying best
comments on their homepage or in boxes
alongside article pages).
“My answer to that is to publish everything
that looks to be legitimate and doesn’t violate your terms of service, but for the lesser
stuff hide it behind a ‘more’ link for those
who want to dig a bit deeper. Present the
best stuff at the top layer.”
If traditional news sites are to increase their
reliance on citizen journalists, it will be an
increased challenge for editors to maintain
accuracy and verify content.
As Outing put it: “How do we know that
the eyewitness account is for real? Has
the user-contributed photo been doctored
in Photoshop? If the submission is written
really badly or is riddled with factual errors,
are we supposed to run it anyway?”
He suggests that newspapers require user
registration (so editors may contact contributors to verify information) and develop
a vetting system, which can be managed
by the story’s reporter.
Outing’s suggestions point in the right direction: if news organizations are to truly benefit
from user-generated content – editorially
– journalists and editors need to become
more involved in the processing of usergenerated content.

Media analyst Steve Outing believes
newspapers should integrate usergenerated content into their news production process.

105

section: 2

can newspapers
rely on citizen journalism?

PAGe

citizen journalism: an arena dominated bY pure-plaYers
The notion of citizen journalism, though it
may have been much debated over time,
revolves around the creation of newsworthy
content by non-professionals – while the
bulk of ‘generic’ user-generated content
lacks that newsworthiness. As Steve Outing
argued, most newspapers have failed so far
to extend beyond the simple collection and
aggregation of user input (mostly through
online comments) and develop an actual
pro-am news process.

gLobaL trends

THE END OF ‘OFF-THE-RECORD’
At the beginning of 2008, Editor of the Online Journalism Review Robert Niles argued
that with the rise of ‘citizen journalists’ and mobile phones equipped with recording
technology, “there’s no such thing as ‘off the record’ anymore.”
Case in point: during a meeting in Kansas supposedly closed off to professional journalists, US presidential candidate Barack Obama made controversial ‘off-the-record’
comments about Kansas, which were consequently reported on the Huffington Post’s
crowd-sourcing venture for the elections, Off the Bus.
Political comments, drunken party pictures, anything can end up on the Internet and
in the news spectrum thanks to Facebook, Myspace, discussion boards and other
user-generated outlets.

While traditional media may have refrained
from heavily relying on citizen journalists
for news content, pure-players and blog
platforms have quickly spread to offer users
a place to publish their content and opinions.
Many of the sites previously mentioned such
as the Huffington Post have thrived thanks
to their successful model of user contributions interspersed with both professional
and community editing.
The Canadian citizen journalism site NowPublic is also one of the more successful
examples of these types of ventures. In June
2008, NowPublic extended its offerings by
launching a ‘presence stream’, that includes
user-generated content from external outlets such as YouTube, as well as a member
ranking system. The site claimed to have
contributing journalists from over 5,500
cities in 160 countries.
According to NowPublic CMO Michael Tippett, pure-player citizen journalism and
traditional media can complement each
other to produce better coverage. “Citizen
journalists often have incredible insight and
raw, unfiltered, authentic experiences that
really add to the content. But where they
benefit from a relationship with mainstream
media is having journalistic practices and
rigor applied to that information so you can
have a lot more credibility,” he said.
“Conversely, mainstream media benefits
from having that kind of material because
it provides connection with their communities.”

Pure-player citizen journalism sites such as
Demotix and Kluster have flourished in past years.
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2008 launches
As in past years, a large number of new citizen journalism sites were launched in 2008,
including Kluster.com and Allvoices.com (see
below) and Demotix.com, a site that brings
together citizen reporters and their professional counterparts, which was launched
in September. The site allows mainstream
news outlets to buy content like video clips

and images created by both professional and
amateur correspondents worldwide.
The project was created in order to counterbalance the shrinkage of foreign news
coverage, according to Demotix CEO Turi
Munthe. Content can be bought for exclusive
or non-exclusive use and the author of the
work gets 70% of the fee.

Munthe also says sites like Demotix complement, rather than compete with, traditional
media coverage. “They [professional journalists] can’t disappear, on the contrary
they’re the ones with the opinions and with
the particular points of view. What we want
to do is supply them with raw and original
data from places they can’t reach.”

citizen journalism seeks its business model
Although citizen journalism sites may be
flourishing in numbers, their business viability
remains fragile in most cases. In April 2008,
after just six months of existence, UK citizen
journalism start-up Scribblesheet had to shut
down due to financial troubles.
In May, owners of the Dutch citizen photojournalism website, Skoeps, which had been
off to a seemingly good start, announced
the site would be shutting down – less than
two years of existence, after having failed
to find a viable business model.
For some, the shuttering of citizen journalism platforms like Skoeps actually came
as good news. “Luckily nobody was killed,”
said new media expert Jonathan Marks.
“I am glad Skoeps has gone because it
encouraged members of the public to take
risks - some of which were unacceptable
in my view - like trying to get close to fires
or incidents when health and safety were
at risk.”
For most citizen journalism start-ups however, one of the key issues is whether or not
– and how – to establish a revenue-sharing
system among contributors. In April, the
DigitalJournal.com relaunched its citizen
journalism site, enabling regular contributors to get a share of the advertising revenue.
Most competitors, including Newsvine and
Norg, have remained prudent inadopting a
revenue-sharing model.
The revenue-sharing system applies to
news stories specifically (as opposed to
blogs or photos). Interestingly, the system
is based on the number of news stories
uploaded by each citizen journalist rather
than the popularity of their posts, a poten-

Quick Facts

‘OLD MEDIA’ EMBRACES CITIZEN JOURNALISM
In May 2008, the US Society of Professional Journalists – “an oldmedia organization” in the words of the Chicago Tribune – chose to
embrace the trend towards citizen journalism by organizing workshops
to teach citizens about ethical and responsible journalism.
“It’s great that they’re interested in kind of extending the professional
standards that have been in effect for newspaper journalists to a
completely new population,” said Geoff Dougherty, who left the Tribune
in 2006 and founded the Chi-Town Daily News (see page 116).
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tially positive aspect since it discourages
contributors from writing solely to attract
readers.
On the other hand, this system could encourage users to prefer quantity to the quality of
their content. To prevent potential abuse, the
Digital Journal board must first approve the
work of each citizen journalist who wants
to be paid, in order to check spelling and
grammar, as well as to judge the journalist’s
ability to find and research relevant news.
The site had reportedly distributed about
$38,000 to citizen journalists by April.

The same month, Kluster.com, a firm
specialized in crowd-sourcing projects,
announced the launch of a communitydriven online newspaper, Knewsroom.com.
The online paper publishes content once a
day. Users have the ability to vote on the
original content that runs each day, as well
as post links to relevant news articles on
external sites.
A writer receives $150 if his/her original
article is chosen. If contributors’ links to
external sites are chosen to feature on the
homepage, the contributors get a share of

the revenue generated by traffic clicking
on those links.
In August, global user-generated content
platform Allvoices.com experimented with
yet another revenue-sharing model, based
on traffic, unlike that of the Digital Journal. Allvoices.com launched “Excellence in
Citizen Media Initiative”, a citizen journalism project that ran until February 2009
and paid $1,000 for articles that gathered
100,000 page views over six months and
up to $100,000 for those that gathered a
million page views.

tv stations promote citizen journalism
cnn’s ireport:
controversial success?
While newspapers may have lagged a bit
to open their doors to full-fledged citizen
journalism, a number of TV stations have
launched platforms inviting readers to submit content.
First and foremost, CNN launched its iReport citizen journalism platform in February
2008, designed to become “the YouTube of
personal reporting,” said Chris Press, CNN
Business Development Director, at the DNA
2008 conference in Brussels.
He said the iReport project was meant to give
would-be citizen reporters their own forum
to freely publish, following user disappointment when CNN’s original citizen journalism
initiative, iReporter, wound up trashing about
90% of the content it received.

gLobaL trends

US PRESIDENTIAL ELECTIONS:
ALL MEDIA CALL ON AUDIENCE FOR COVERAGE
The 2008 presidential elections in the US were extensively covered
both by traditional media and citizen journalists, and a few media
outlets struck deals with amateurs to collect content.
In June, MySpace and NBC News organized a contest to select two citizen journalists
to cover the Democratic and Republican national conventions held in the fall.
Internet users were able to send questions to political figures
during Democratic and Republican conventions though a project
called Digg Dialogg, a joint venture between Digg and CNN.
Questions came in text or video format and were transferred through
iReport.com, CNN’s user-generated content site, or Digg.com. Users
could then vote for or “Digg” the questions and the most popular
ones were asked in real interviews that were published online.

Press explains that iReport is “distinct from
CNN but allied to it,” and allows users to
put up contributions “for review by their
peers, and not just CNN.” The community
is also responsible for moderating the site
and raising red flags about a submission’s
authenticity.
However, CNN’s citizen journalism platform
has also thrown light onto the potential
threats of citizen journalism – more so, the
potential threats of user-generated content
when it isn’t appropriately checked by professional journalists. On 3 October 2008, a
fake story claiming Apple Computer chief

CNN’s iReport citizen journalism platform has had controversial success.
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Steve Jobs had suffered a heart attack was
posted on iReport by an 18-year-old. After
being echoed in mainstream media, Apple
stocks dove as much as 5.4% the same
day. Although the stock recovered slightly
when the story was revealed to be a hoax,
it closed down 3%.
Another iReport user, posting a video two
days later on the site, argued that CNN
wasn’t responsible for the mishap, considering the video had never been tagged
for official use by CNN journalists. Whether
the host news organization should be considered responsible or not, the fake Steve
Jobs story highlighted the dire effects that
inaccurate or simply fake citizen journalism
can have in the digital age.

gLobaL trends

BURMA: CITIZEN JOURNALISTS OFFER ONLY PERSPECTIVE OF
POLITICAL REPRESSION
In some cases, citizen journalists are the only ones who can provide
coverage from the ground. At the beginning of 2008, in the midst of
heavily repressed demonstrations that opposed the people to the military
regime, Burmese citizen journalists gave the world a peek into their plight
through video footage and pictures captured on mobile phones.
Due to the regime’s media regulations, and following the death of 50-yearold Japanese photographer Kenji Nagai, nearly all traditional media news
correspondents had given up on coverage of the Burmese crisis from the inside.

cbs and al jazeera
seek citizen journalists
In April, CBS joined CNN by launching a
citizen journalism website for users to send
content from their mobile phones. Users can
upload video and images of news events and
include a brief text description by sending
an MMS to the short code “85888” or by
email.
CBS sought content for all areas of news
including content covering breaking news,
weather, sports and politics. It had recently
updated its mobile news site to increase
personalized news.
In November, a citizen-journalism portal was
launched by Qatar-based Arabic satellite
network Al Jazeera, “seeking eyewitness
news reports from its vast international
audience.”
According to the project’s website, Al
Jazeera hoped the site would help raise
awareness of issues of public interest and
be a bridge between peoples and cultures
by providing a wide spectrum of views. The

opening of a citizen journalism platform in a
region where cultural issues are particularly
divisive could easily lead to contributors
posting inaccurate or biased news. However,
despite the opportunity for slanted reporting,
the site also offers an opportunity for the
community to give its insight.
Al Jazeera’s code of conduct calls for transparency by the network, and requires that
all sources be named and verified. Provided that the network follows through with
its principles, the success of this project
could lead to a wave of regional citizen
journalism.

“Users can upload video

and images of news events and include
a brief text description by sending
an MMS to the short code “85888”
or by email”
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mixing professionals and amateurs: participatorY media
As newspapers learn how to manage and
interact with their online community, they
should seek to develop editorial processes
to filter user-generated content and collaborate with their readers. The case of LePost.
fr, a participatory journalism site launched
by French paper Le Monde in September
2007, gives some insight into the potential
qualities of mixing users’ contributions with
professional journalists’ skills.
The Web 2.0 site posts news in ante-chronological order, as submitted by users. Thanks
to a personalized pro-am process, during
which LePost’s professional journalists regularly collaborate with readers to improve
and verify stories, the site has garnered a
regular pool of quality contributors.

- “News is no longer the trait of media only.
But verification and filtering are,” wrote
Raphaël. It’s good that readers can have
more say in the news agenda, but this
makes it even more important for traditional
media to do their editorial job and monitor
the accuracy of the new sources.
- Participatory media has led journalists
to renew their approach to news coverage
because they now receive instantaneous
and permanent feedback from readers.
Readers have an increasing role to play in
the prioritization of news and suggesting
coverage of topics which are typically ‘off
the media’.

- Participatory media is helping to improve
and evolve the standards of journalism,
by offering non-conventional methods of
journalism, via blogging, information sharing, interaction and more.
As pointed out by Raphaël, participatory
journalism doesn’t imply that readers are
journalists, or citizen journalists. In fact,
participatory media means that journalists
and newsrooms build their coverage in
collaboration with readers.
In the participatory media model, “journalists
construct news in a porous way, transcending the notions of objectivity and subjectivity
by that of honesty,” wrote Raphaël.

Quick Facts

Traffic to LePost bears witness to its success. On the launch date it received 1,500
visits, the following day, 18,000 visits; one
year later LePost was receiving between
160,000 and 200,000 daily visits.
Still not convinced participatory media can
be an advancement for journalism? Blogger
and journalist Benoît Raphaël, Editor of Le
Post, offers a few reasons to believe in the
advent of participatory media:

READERS WRITE SCRIPT FOR TV SERIES
In May 2008, French regional paper La Provence launched an original,
cross-media initiative to engage its readers by inviting them to submit
ideas for a TV series. Authors of the most original scripts then participated
in a writing workshop in the newspaper’s offices and twelve mini-episodes
lasting three to four minutes were shot during the summer.

- Participatory media furthers the democratization of news as readers get involved in the
news process and collaborate with outlets.
- Participatory media multiplies sources of
information. Although journalists are still
necessary to filter information, there is now
a bigger pool of potential witnesses.

getting readers involved in the news process
In March 2008, the Daily Echo in the UK
gave a prime example of how newspapers
can take advantage of users’ contributions
to improve or further their coverage.
The Echo ran a story about seven local
councilors who were on a twin-town visit
in Israel when eight students were killed at
a Jerusalem university. Thirty-seven online
readers responded with comments accusing
the councilors of wasting tax-payer money

for leisure trips.
In the wake of the online comments, the
Echo conducted interviews with the councilors, and later ran a story revealing that
the trip had been privately funded. “It’s
interesting in a way although the comments
were largely misinformed,” said Nick Rowe,
Web Editor for the Echo.
“Whereas previously [the readers] might

not have been motivated to put a pen to
paper, it’s so much easier to hit a button
on a computer,” he said. “It’s the evolution
in the way we communicate.”
Later in the spring, the Liverpool Daily Post
involved readers in its editorial process,
inviting them to submit ideas for stories
and questions for journalists through a live
blog. Throughout the day, readers could
question the paper’s editorial decisions,
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design and more, both for the print and
online editions. Daily Post journalists provided regular updates by streaming videos
of themselves through mobile phones as
they conducted their work.
“The success of the live blog during our
local election coverage proved that our
readers enjoy being a part of the newsgathering process, asking questions and
sharing information,” said Mark Thomas,
Liverpool Daily Post editor.
“Now we want to take this a stage further
and invite people to get involved in the
production of their newspaper.”
The Daily Post’s initiative inspired the Lancashire Evening Post to run a similar project
later in May. For a story on the state of the
UK’s pub industry, Evening Post journalists
streamed live video from a pub, while readers
could comment live on the developments.
In August, British magazine The New Statesman let its readers vote for the investigative journalism stories they thought the
publication should pursue. The five topics
that were open to voting were Conservative
Party Funding, Lobbying, Prince Charles, The

State of British Childhood and Asylum Crisis.
An overwhelming majority of the votes went
to the Asylum Crisis.

Challenge grant to build a local citizen journalism network that could be replicated in
other U.S. cities.

citizen journalism helps
the small newsroom

The paper hired a community organizer,
initially thinking it would get most of its
contributors to sign up at local community
events, through street-level interaction. But
this didn’t prove very effective.

The Chi-Town Daily News, a non-profit online
newspaper based in Chicago in the US, has
been very successful thanks to the incorporation of citizen journalism in its news process.
The case of the Daily News highlights the
potential benefits of citizen journalism for
newsrooms with few resources.
For example, when construction workers got
injured in a building collapse, the Daily News
neither had a helicopter, nor a police reporter,
nor staff reporters to go to the scene.
Instead, they had a network of three dozen
citizen journalists throughout the city, and
thanks to Highrise, a software that lists their
addresses and interests, the Daily News
found a citizen journalist who lived near the
building collapse and could cover the story.
The Daily News’ experiment with citizen
journalism began in March 2007, after
founders won a Knight Foundation News

So The Daily News recruited its citizen
journalists online, through Craigslist bulletin boards and networking through Facebook and Myspace. Information about the
Daily News’ free monthly journalism skills
workshops was posted on going.com and
upcoming.org.
By April 2008, the paper had recruited 36
citizen journalists. The Daily News’ citizen
journalism network, which is still undergoing development, will eventually include at
least one volunteer journalist in each of
Chicago’s 77 neighborhoods, who will be
recruited and trained by the Daily News
so that their articles will “meet traditional
standards of accuracy, newsworthiness
and fairness,” said Geoff Dougherty, Editor
of The Daily News.

letting readers editorialize content?
Some newspapers, while not inviting readers to contribute whole articles, have found
innovative ways to engage readers in the
news production process. In April 2008 in
the UK, The Sunderland Echo teamed up
with local commercial radio station Magic
to give radio listeners an opportunity to
come up with story headlines in a weekly
competition held on Fridays.

tips and resources

PROS AND CONS OF CITIZEN JOURNALISTS
Werner Eggert, Editor in Chief of user-generated radio Tide in Germany, lists the pros
and cons of using citizen journalists and readers to produce content.
pros:

They are mostly free.
They are amateurs and love their topic of expertise.
It’s a way to reach new audiences.
cons:

“It gives us a chance to say what’s in the
paper that day and it’s a nice way to work
hand-in-hand with the station,” said Sunderland Echo Deputy Editor Richard Ord.
Some of the entries are printed in Saturday’s Echo and the Echo’s editorial team
decides if their headline or the listener’s
headline is better. A few weeks after it
had launched the ‘competition’, the radio
listeners were winning with a score of 11
to the Echo’s 8.

They’re neither professionally skilled nor trained.
They’re independent, which makes it very difficult to schedule their time.
They are obsessed with their area of interest and have problems with producing balanced stories.
They don’t always produce conventional journalism (can also be a pro).

Although the project was intended as a
simple marketing tool, Ord noted that some
staff – subeditors – stirred at the users’
incursion into their traditional jobs. “It’s just

for fun, no prizes, but it’s causing much consternation among the subs,” he said.
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citizen journalists recruited through hYperlocal sites
uk: user content into print

sweden: 101 reader blogs

A number of newspapers have significantly
grown their traffic and their offering of usergenerated content by creating hyperlocal
community sites (see section 4). But few
have actually used this huge resource to
produce ‘news’ stories, as does the Trinity
Mirror’s local UK newspaper The Teesside
Evening Gazette.

The Swedish regional paper Östersund
Posten has also successfully called on its
readers to produce news content through
its community sites.

The Teesside Evening Gazette’s postcodebased community websites contain both
content written and posted directly by nonjournalists and by the Gazette’s editorial
team.
By May 2008, the five largest of the Gazette’s
20 hyperlocal websites (a figure which is
set to increase) had a five-figure monthly
unique user count not much lower than
the number of households in the post-code
size areas they serve, reported blogger
Martin Stabe.
The paper has been capitalizing on usergenerated content by reverse-publishing
it in print. But, as said by Darren Thwaites,
editor of the Evening Gazette: “We’re making
money off these sites but the key reason
behind this is five print products from the
best areas demographically. However, key
to these print products is the quality of the
content on the websites,” he said.
In September, the paper announced it would
increase its team of citizen journalists for
its hyperlocal sites to 1,000 over the next
12 months, adding to the 400 it had at
the time.
The prospective new contributors are to
be managed by the Gazette’s two community coordinators, who are responsible for
moderating and posting additional content
to the hyperlocal sites.

In May 2007, Östersund Posten launched
eight hyperlocal websites, as well as 101
reader blogs to cover the community’s whole
range of issues.

More than a year after the launch of the
initiative, weekly visitors at Östersund Posten’s local websites had soared by 60%.
Community bloggers write about everyday
life, politics, schools, celebrities, and help
the paper to cover local topics.
The paper does not pay contributors and has
avoided abuses thanks to clear guidelines
about reader content. To foster user-generated content, a “Blog story of the week” is
published in the print newspaper.

tips and resources

11 STEPS FOR NEWSPAPERS TO INCORPORATE CITIZEN
JOURNALISM
The Communications student blog A
FAITHful voice details “The 11 Layers
of Citizen Journalism”, a step-by-step
approach to move from simple interaction
with users to full-fledged pro-am news:
1) opening up to public comment: This
gives the newspaper interactivity and can
enhance the news story with elements the
reporter may have missed or with additional sources.

6) The stand-alone citizen-journalism
site - Edited Version: For more localized
and specific news, let citizens blog with
minimal editing.
7) The stand-alone citizen-journalism
site - Unedited version: Citizens have
complete freedom to blog and moderate
themselves

8) add a print edition: Publish the best
stories and photos in different sections,
2) Citizens add-on approach: Citizens
like a newspaper. This may motivate the
can add personal experiences or informa- bloggers to work harder.
tion to a story. These can be made into a 9) The hybrid: Both professionals and
side bar.
citizen journalists work together on news
3) open source reporting: Citizens
become part of the reporting process by
contributing to research, interviews and
reporting.
4) Citizen Bloghouse: Invite outstanding
and prominent bloggers to blog for your
news website. These influential voices
help build and attract the community.
5) Newsroom citizens transparency
blog: An online ombudsman who will
respond faster to you.

website content.
10) integrating citizen and pro journalism under one roof: Both professionals
and citizen journalists “work alongside
each other to complement the content of
the paper.”
11) Wiki-journalism: Horizontal structure
where everyone is an editor and journalist.
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section: 3

Should newspapers think of
themselves as social networks?
SOCIAL NETWORKS REDEFINE NEWS CONSUMPTION
The 2008 presidential elections in the US
well exemplified how young (and ‘old’) audiences are increasingly turning to online
social sites such as YouTube or Facebook to
get their news. In effect, this means that for
many young viewers the selection of news
they view now passes through a social
filter – as opposed to the editorial filter of
the traditional print paper.
“There are lots of times where I’ll read an
interesting story online and send the U.R.L.
to 10 friends. I’d rather read an e-mail from
a friend with an attached story than search
through a newspaper to find the story,”
said Lauren Wolfe, President of College
Democrats of America in March.
Illustrating the powerful potential of ‘social’
news, Barack Obama’s response to President
Bush’s final State of the Union address, which
hadn’t been widely echoed through mainstream media, had received over 1.3 million
views on YouTube and had been linked to by
more than 500 blogs by March 2008.

A December 2007 by the Pew Research
Center for the People and the Press found
that “while half of respondents over the age
of 50 and 39 percent of 30- to 49-year-olds
reported watching local television news
regularly for campaign news, only 25 percent of people under 30 said they did,”
reported the New York Times.
In the view of Times journalist Brian Stelter,
the adoption of ‘social news’ by younger users
reflects a larger trend in news consumption,
enabling users to bypass “the context and
analysis that seasoned journalists provide”
and “act as editors themselves.”
In July 2008, an article by Elizabeth Wasserman on CQPolitics.com examined how
social networks were influencing the news
landscape. For Wasserman, Facebook and the
like may be becoming a sort of secondary
distribution system for opinion writers and
journalists, who hope that “their efforts at viral
marketing increase their audiences at a time
of sagging circulation and viewership.”

As more politicians, journalists and news
networks create their own Facebook pages
to share news stories, photos and video,
the trend towards socially-filtered news is
likely to continue.
According to Ellyn Angelotti, who does interactivity research at the Poynter Institute for
Media Studies, Facebook users are “becoming known as a relevant source of news and
information in reaching a new audience.”
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“News cannot continue

to think of itself as a destination.
It’s a feed that goes to where you are.”
social newspapers: staY focused on news
In May 2008, new media proponent Jeff
Jarvis argued for the “need to develop
distributive strategies for news.” In other
words, not only should traditional news outlets increasingly aggregate relevant news
from a variety of sources, they should also
make their news available on external sites
and social networks.
Jarvis suggested a few strategies to help
this:
• create widgets to embed your news on
any other site
• establish a platform that enables people
to build on your content
• develop a network strategy including
blog networks
“News cannot continue to think of itself as a
destination. It has to think of itself as a feed
that goes to where you are,” wrote Jarvis.
Around the world, many forward-thinking
newspapers have followed this advice, either
by launching their own social networks or
branching out to social media. As for many
Web 2.0 initiatives, Scandinavian companies
have been at the forefront of newspapers’
adoption of social networking websites.
Schibsted-owned VG.no, Norway’s most
read news site (2.7 million unique users
monthly), has successfully grown a loyal
online audience by creating Nettby, a social
network only rivaled by Facebook in Norway.
Nettby, which counted 657,000 members by
March 2008, was in the process of expanding to Sweden and Spain. Another strand of
these blog platforms, or newspaper social
networks, are hyperlocal community sites,
which have flourished throughout the UK
and US (see section 4).
Although these types of platforms may be
profitable, and sometimes allow for the
reverse publishing of user-generated content in print editions, they don’t typically
yield high editorial quality or traditional
news material – they’re raw user-generated
content.

making social media
newsworthy
The Chicago Tribune in the US has taken a
different road to benefit from social media,
without having to launch an entire social
network. In March, the Tribune assembled
a four-person social media task force, in an
effort to integrate Tribune content in the new
media world of Facebook, Digg, YouTube,
Flickr and Twitter.
According to the Huffington Post, after the
Tribune launched content on the social sites,
traffic instantaneously surged and page
views increased by 8 percent.
“Essentially, social media gives us a yearround, real-time focus group to monitor
conversations and keep us in tune with what
consumers are thinking,” said Bill Adee, who
leads the Tribune’s social media team.
In June, The New York Times forayed into
social networking while keeping its focus
on news with the launch of TimesPeople, an
online feature that enables users to set up
friends lists and receive a feed of the stories
recommended, shared and commented on
by those friends.
Until now, nytimes.com readers could comment on stories but couldn’t recommend
them. Feeds from TimesPeople members can
also be set up to appear simultaneously on a
Facebook profile. Perhaps this move precedes
the implementation of a most-recommended
tab on the Times’ homepage, next to the
popular “most e-mailed” story list.
The Times also boasted a successful advertising campaign on social networking site
Facebook in November, in the wake of the
US elections. Following the elections, the
company placed an exclusive ad on the front
page of Facebook, with a video of Barack
Obama and an invitation for comments.
Within a few weeks, The Times nearly quadrupled the number of fans on its Facebook

Quick Facts

MOBILE SOCIAL
NETWORKING BOOMS
More than 10% of UK mobile
phone users have accessed
social networking sites, such as
Facebook, Bebo and MySpace
via mobile devices, reported
the Guardian in May.
According to Nielsen Mobile, of
the UK’s 48 million mobile phone
subscribers, nearly half - 21
million – are also registered to
a social networking site.
Out of this 21 million, about 25% used
their mobile phone, at least once a
month in the first quarter of 2008,
to visit a social networking site.
“Social networking is already a global
phenomenon and mobile could be
the next big thing in the space,” said
Kent Ferguson, the client services
manager at Nielsen Mobile.

page. According to an internal memo, 68.3
million people saw the ad and shared over
34,000 comments.
In the leaked memo, Times president Scott
Heekin-Canedy said the company aimed
to create a “free word-of-mouth network”
that the Times could “leverage for future
marketing messages.”
At the end of 2008, BBC was the latest major
international news organization to announce
plans for social networking features across
its news sites. As in the case of the New
York Times, it will be essential for the BBC
to extend social services while remaining
focused on its news mission.
“It makes sense to develop it into a more
social platform, but it is a very different
place from Facebook and its networking should fit around the diverse range
of content it offers,” said Jason Carter,
managing partner at Universal McCann, a
media communications firm.
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teaming with social networking sites for the big events
Yet another way for newspapers to hop
onto the social networking bandwagon is
by partnering with existing social networks,
rather than trying to build their own from
scratch.
Dutch newspaper De Telegraaf successfully
tapped into social media by teaming up with
popular Dutch social networking site, Hyves,
for the Euro 2008 football tournament and
the Olympics. In so doing, Telegraaf.nl distributed content on the Hyves network and
gained access to Hyves’ 7 million users.

tips and resources

NEWSPAPERS JOIN THE SOCIAL CRAZE WITH YAHOO BUZZ
Launched in February 2008 and similar to other sites
like Digg, Yahoo Buzz is a social recommendation
tool that publishers can implement on their sites.
By August, over 400 content publishers, mostly in the US, had signed up to the
service including USA Today, The Wall Street Journal and Entertainment Weekly.

According to Telegraaf.nl’s Publisher, Lara
Ankersmit, the paper has come to terms with
how the Web has changed the distribution
models of news. “We don’t care where
people read our news; as long as they do
read it,” she said.
De Telegraaf content that appeared on Hyves
during the two major sports events was not
lifted directly from the paper’s Web edition:
Ankersmit said the news provider moved
out of its traditional comfort zone, changing its tone and style of content to suit the
medium. Just as content for the Web edition
is different from the print edition, content
for the social network platform also differs
from the news website. For example, reports
that appeared on Hyves were much more
picture-heavy than on the news site, and
journalists blogging at the Olympic Games
were asked to adopt a more personal rather
than objective perspective.
However, one of the most popular products
of this partnership wasn’t news: a fantasy football service hosted on the Hyves
platform garnered as many as 170,000
participants. Both De Telegraaf and Hyves
were to establish similar projects for the
regular football season.
The benefits of this relationship to the two
media companies are clear. De Telegraaf
taps into Hyves’ 7 million users and reaches
a younger audience, while Hyves gets
access to high quality content from one of
the Netherlands’ most respected newspapers. During the project, almost 20% of the
incoming traffic to Telesport.nl (the sports
pages of Telegraaf.nl) came through the
Hyves site.

tips and resources

PRACTICAL TOOLS FOR THE SOCIAL NETWORKING
JOURNALIST
The 10,000 Words Blog recommended the following social sites to help journalists in
their work:
Wired Journalists - The place for journalists to network and discuss the changing
world of multimedia journalism. Members can join groups and discuss a variety of
topics like tutorials, audio techniques and student journalism.
linkedin: With more than 23 million members, LinkedIn offers an interactive database of hundreds of thousands of resumes; where professionals can keep in touch
with current and former colleagues and be introduced to mutual contacts.
ColoUrlovers: COLOURlovers is a hub for page designers, graphics journalists, and
Web producers. The site offers searchable color schemes and patterns, groups and a
blog.
Flickr: Flickr can offer both a pool of content, as well as worldwide audience for
amateur and professional journalists alike.
Twitter: Where news breaks ﬁrst – and where social networking and microblogging
converge (see next page).
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FOLLOWING TWITTER: THE FUTURE OF LIVE NEWS?
Launched in July 2006, “micro-blogging”
platform Twitter has rapidly grown to
become a popular and must-have social
networking tool, both for journalists and
non-journalists. Twitter enables users to
post short, instantaneous updates to the
rest of the Twitter community or to select
followers, from their computers or mobile
phones. Twitter feeds can also be aggregated, bringing all angles of those covering
a certain event into one, comprehensible,
instantly-updated record.
After already having amassed $25 million
in venture equity, in early 2009, Twitter
received an additional $35 million in its
third-round of funding, as traffic skyrocketed
974% through 2008.
The journalistic potential of Twitter – especially in breaking news situations – has made
itself clear on several occasions, including major news stories such as the March
2008 earthquake in China, where Twitterers
were the first to provide first-hand ‘reports’
on the situation. Among other major news
events, Twitterers also laid claims to the first
reports during the Mumbai terrorist attacks
in November, or to pictures and news of a US
Airways plane sea-landing onto the Hudson
River in New York in January 2009.
The flight took off from LaGuardia airport at
3.26PM, and ran into trouble after just about
a minute of flight. User Janis Krums was
aboard a ferry used to rescue stranded passengers and uploaded the news-breaking
photo to TwitPic from his iPhone during the
rescue. The caption read “There’s a plane in
the Hudson. I’m on the ferry going to pick
up the people. Crazy.”
Krums’ photo appeared on TwitPic just 10
minutes after takeoff, at 3.36PM. In contrast,
traditional media outlet the New York Times
posted the breaking news item at 3.48PM,
not covering it as a front-page story until
4.00PM.
A number of journalists, including Amy Gahran and others from the Poynter Institute,
have been praising Twitter’s potential ever
since its launch, and have used it in a number of breaking news situations, whether
to post alerts about a tornado in the US
or to cover the Republican and Democrat

conventions during the 2008 presidential
elections.

any confirmation? I think in this case we
should have, and we’ve learned a lesson.”

Espen Egil Hansen, Editor-in-Chief of Verdens Gang Multimedia in Norway, perhaps
best summed up how the advent of Twitter
and instant blogging are making the news
landscape evolve:

Twitter: speed, not depth

“Where we earlier had to cope with a certain
number of newspapers and channels on TV
and radio, we are now exposed to an infinite
offer of information wherever we are. As I
am writing this, on one of the first days of
2009, I am simultaneously following one of
many Twitter-feeds reporting a new round
of bombing in Gaza. The news agencies
will report the same stories during the next
hour, but without the nerve and credibility
of someone who are in the midst of the
falling bombs...”

Twittering too far
However, journalists’ increasing reliance
on Twitter, both for newsgathering and dissemination purposes, has also thrown light
onto the potential threats of Twitter-based
coverage.
In September, media commentators were
quick to criticize the decision by the Rocky
Mountain News in the US to use Twitter to
post a live blog on the newspaper’s website
at the funeral of Marten Kudlis, a threeyear-old boy who had been killed in an
ice-cream store.
“I think the glitz of technology has taken
over common sense,” said Michelle Ferrier,
Daytona Beach News-Journal’s columnist
and managing editor, in response to the
Mountain News’ coverage.
In December, the BBC was also criticized after
it published a false Twitter rumor concerning
the Mumbai terrorist attacks. Said BBC’s
online news editor Steve Herrmann: “Should
we have tried to check it and then reported
back later, if only to say that we hadn’t found

In the wake of the earthquake in China, an
article by the Agence France-Presse (AFP)
was entitled “’Twitters’ beat media in reporting China earthquake.” But as pointed out
by the ReadWriteWeb journalism blog, the
AFP’s story is problematic because it can be
understood to imply that Twitter did a better
job of reporting than did traditional media.
“Twitter reporting looks like this: “I felt an
earthquake” -- “WOW: was that an earthquake??” -- “earthquake!!!!!!” -- “earthquake in Beijing so crazy!” etc,” reported
ReadWriteWeb.
“The only thing Twitter does better than
the traditional news is speed. It doesn’t do
depth, it doesn’t do fact-checking, it doesn’t
do real reporting.”
As ReadWriteWeb concluded, “Twitter will
never be able to do that, but it can certainly
play a major role in helping reporters get
it done.”
In an increasing number of
breaking news situations,
Twitterers have used the
platform to send first-hand
reports of the news before
traditional media.
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section: 4

Going hyperlocal:
the bridge to the community
NEWSPAPERS’ HYPERLOCAL SITES BOOM
For some time, newspaper analysts have
urged their customers to turn towards more
localized content in order to fight the decline
in print readership and revenue. Indeed,
many newspapers have done so, and grown
their interaction with users at the same
time – on the Web.
British newspapers have been very active
in creating hyperlocal community sites, led
by Trinity Mirror, which unrolled micro-sites
across nearly all of its papers throughout
2008 after a successful run at the Teesside
Gazette (see page 117).
In March, The Glasgow Evening Times
launched a network of up to 80 community sites to cover every major district in
the city. With its network, the paper aimed
to become a local information and data
center, in addition to being a straightforward
news source.

US: Content from
your backyard
The Palm Beach Post in the US launched its
own original hyperlocal (and social networking) platform in April. Dubbed Backyard Post,
the site enables users to view and share
neighborhood news, as well as connect
with their neighbors on personal pages.
They can also find databases and news on
schools, libraries and parks.
“Think of the value you can build on top
of that foundation of neighborhoods. Not
just value for your users, but value as well
for the 80 percent of local businesses in
your typical market that don’t consume any
form of newspaper advertising,” said William Harnett, the Palm Beach Post’s Online
Innovations Editor.

“No newspaper in the UK has done anything
like this in such wide-ranging detail. It’s a
massive investment in community news,
and we’re delighted to be involved with
our readers both in print and now online,”
said Glasgow Evening Times editor Donald
Martin.

The San Diego Union-Tribune launched a
similar platform dubbed sdBackyard.com in
May. Users of the social network are required
to register according to geographic location,
which helps to put them automatically in
touch with locally relevant content - and to
serve them with targeted advertising. Online
contributions are then reverse-published
into weekly community print publications.

“Whatever is going on will be highlighted on
your local site. We’re looking for videos to
be uploaded of your local fun-run or youth
group’s day out as well.

And many other US newspapers, including
The Corpus Christi (Texas) Caller-Times and
The Bakersfield Californian, have seen their
traffic boosted by their community sites

Throughout the year, UK publisher Northcliffe Media Limited joined the hyperlocal
race by redesigning all of its 56 hyperlocal
ThisIs sites and adding an additional 31
sites, bringing the total to 87. Traffic has
been growing by 45% year on year on 10
of the company’s news sites, according to
The Guardian.
“The old system had been massively outgrown by the amount of traffic we were
getting - to say it was creaking at the seams
would be an understatement,” said Robert Hardie, Content Strategy Director at
Northcliffe.

(see page 107). In January 2009, the Dallas Morning News was among the bigger
newspapers to launch a set of community
websites, to cover 47 neighborhoods with
a variety of hyperlocal news including real
estate information, restaurants and gas
prices. The content is generated both by
the Dallas Morning News and through a
partnership with user-generated content
site, neighborsgo.com.

The early missteps
of hyperlocal
Just as some citizen journalism sites failed
to develop a viable business model, some
newspapers’ hyperlocal ventures were shuttered after a relatively short run.
Perhaps most notably was the announced
closure of the Washington Post’s hyperlocal site LoudounExtra.com in June 2008,
which was accompanied by the departure
of much-acclaimed local online news guru
Rob Curley.
Loudounextra.com was one of the local sites
launched by the Post, providing news, blogs,
information about local events, a local guide
and various information about local deals.
Michelle Ferrier, founder of hyperlocal site
MyTopiaCafe.com, said LoudounExtra had
failed to engage its community, instead
emphasizing online tools and gadgets.
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“People tend to be more interested
in news that happens near them.
It’s as simple as that…”
“I think perhaps [Curley] lost track of the
value of being in the community while focusing on building widgets and messaging
technology.
“Building on my rural experience, at MyTopiaCafe.com, I regularly do what I consider
to be the online equivalent of waving to my
neighbors...I publicly acknowledge their

participation,” Ferrier wrote.
According to an article by Russell Adams
in the Wall Street Journal (WSJ), the site
also failed to develop a proper hierarchy
for hyperlocal content, deeming local events
like “high school proms” and “Little League”
games as more newsworthy than events
such as “where to build a hospital.”

Rob Curley, the site’s architect, said that
the “biggest problems with LoudounExtra.
com were poor integration of the site with
washingtonpost.com and not enough outreach into the community” and that both
were his “fault”.

pure plaYers in hYperlocal: competitors?
In April, a new site called OurTown was
launched, claiming to have up to 70,000
hyperlocal sites across the US. George
Blake, chief news officer for OurTown and
former Editor and 20-year veteran of the
Cincinnati Enquirer, makes a case for usergenerated content being in fact newsworthy
to readers.
For him, the best definition of “hard news” is
the news “most important to your readers”
– not necessarily what professional editors
have labeled as news traditionally.
Thus, editors must discover what people
want to read and react accordingly: if people
want local entertainment and activities,
provide a community calendar, if people
want school, church, kids sports news,
provide links to their specific-interest site.
The site also features chat rooms for people
to discuss local issues.

Local editors are chosen from the community they represent and oversee the content
of their sites. As an incentive for their work,
editors get to keep most of the local ad
revenue generated on their site.
In a semi pro-am process, OurTown editors receive help from an advisory board of
professional journalists. Community editors’
licenses can be withdrawn if the site is not
regularly updated or contains inappropriate content.
Blake hopes that OurTown websites will
attract local advertisers who want to build
close-to-home businesses. “Unlike the daily
newspaper that needs to sell the $100,000
ad contract, OurTown editors can sell $100a-month contracts and create significant
income,” he said.

Quick Facts

THE ONE-MAN
HYPERLOCAL NEWSPAPER
ln 2007, former magazine journalist
Clare White launched Local Edition in
Stoke in the UK, a biweekly ultra-local
newspaper meant to fill in a void
left by the mainstream press.
White is her only staff member,
working as reporter, sub-editor,
business manager, and everything
else. Freelancers, sports reporters,
photographers, and about 20
volunteer contributors help her out,
and advertisers help out with design
in exchange for cheaper advertising
space. The paper’s success warrants
a full-time reporter in the near future.
White said, “It’s been really well
received. It has boosted awareness
of this area and I think it has
encouraged people to get stories
out to the media, just because we’re
taking an interest in the area.”
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Verdens Gang’s rainbow
of UGC tools
By Helena Deards
Journalist,
Editors Weblog
Verdens Gang (VG), Norway’s largest daily newspaper with over
1.4 million daily print and online readers, is a prime example of
a publication adapting to survive in the digital world. Despite
a decline in readership over the past few years, VG has succeeded in increasing its profits thanks to its innovative use of
new technologies and its forward-thinking attitude. Though
readership declined by 20% between 2002 and 2008, profits
increased by €10 million, due to “continuous product diversification and improving production efficiency.” Among the most
successful features of its diversification strategy, its website
VG Nett has soared in traffic, thanks partly to Lesernes VG
(the Readers VG), an online area that invites readers into the
production of news.

The colorful citizen
journalism product line
Lesernes VG pulls together content generated from its users to
produce editorial content that is featured on what is essentially
a separate site to VG Nett, with its own front page and features.
Readers can send in videos, images, text messages and emails,
whether to give tips or help the development of stories.
On some occasions, quality content from the user-generated
Lesernes VG can be filtered onto the VG Nett front page. This
openness to reader contributions – although not systematic – has
helped VG stay at the forefront of its game in recent years, both in
terms of providing diversified content and reader appeal.
The Lesernes VG page has multiple outlets for user-generated
content, providing a choice for readers who want to be involved.
The most active is the discussion forum VGDebatt, which boasts
between 10,000 and 11,000 posts everyday. Its popularity can

easily be linked to its user-friendly format, and the variety of topics
and opinions up for debate. In the VGBlogg section, VG Nett has a
large network of bloggers, who on the whole post roughly 1500
items daily. Many VG Nett bloggers are very active and upload to
the site two or three times throughout the course of the day. VG’s
foray into blogs and social networking is no mean feat for a site
whose core function is delivering hard news.
One more unusual aspect of VG Nett’s UGC tool is Listefeber, its
list-making (database) application. Users can create a personal
list of preference on a specific topic, for instance “best album
cover of the year.” “Most readers who create lists relate it to that
day’s news,” explains Deputy Editor Rene Svendsen. Other readers and users can subsequently vote on the list; showing their
appreciation for their fellow Listefebers’ opinions or disagreeing
with them. Readers can vote on topics such as the best code
names the US Secret Service has used for Presidents or the best
Samuel L Jackson Film.
Snutter is a YouTube-esque application that VG Nett launched
as part of Lesernes VG to further encourage reader interaction
and contribution. The theory is that readers send in their videos
to the portal, primarily from mobile phones. The idea is very
similar to YouTube, and whilst Snutter is fairly popular amongst
VG readers, its hugely popular direct competitor has naturally
limited its success. Managing Editor Christian Braendshoi
reflects that Snutter also has a rival slightly closer to home as
“it’s also been competing a little with our own web content,
which our own journalists produce and publish on VG TV. We
haven’t integrated them a lot but we’ve had it as an extra
service for our readers and viewers.” Nor has the portal made
any money, as the publication hasn’t attempted to put any kind
of commercial focus on it.
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Bringing users and journalists together
The point of Snutter, VGBlogg, VGDebatt and Listefeber is therefore
to simultaneously engage readers and add a little variety to VGNett’s
content – as Braendshoi puts it, “we’ve developed these tools and
given them to our readers so that they can use them. If they upload
something that’s really interesting, we can use it in our journalism.
If not it lives its own separate life on another part of the website,
aside from the other things that we do.”
With the forward-thinking VG Nett constantly evolving, the next
step is never far from its mind. At the start of 2009, the plan
was to focus on mobile phones and potential related services.
One reason for this focus is the emergence of the multi-talented
iPhone, which Braendshoi describes as “showing us the way
into the future.” He continues to explain, “it’s a great inspiration
to us to see that you can navigate in a different way on mobile
platforms… There’s huge potential there. Even though it’s not

a new idea, we think that it’s possible for us to dominate on
that platform in the future.” VG Nett wants to expand its mobile
services in the same way that it grew its site: independently.
With online and printed newsrooms determinedly separate, VG
editors attribute much of its success to focusing on developing
the strengths of each platform on its own. Likewise, with future
mobile content they want to take it seriously – “it’s important not
to just transfer an old way of thinking about communications to
a new platform,” says Braendshoi.
It’s clear that VG has successfully embraced citizen journalism and
user-generated content. Does this mean that citizen journalism will
play a crucial role in the future of news publications though? While
remaining prudent, Svendsen certainly seems to think it will be
increasingly present in the future. He gives the example of microblogging site Twitter to demonstrate his reasoning: “It’s a great tool and
we’ve seen that proven several times lately – the first real example
was the Mumbai terror attacks when people were Tweeting the news
live hours before CNN had their live reporter there.”
But as VG and news publications rely more heavily on usergenerated reports, editors are careful to point out limitations. The
current problem with Twitter is verifying stories: there is no editorial
policy, which means ‘news’ can come from anyone and anywhere.
VG sent two journalists to Washington for Barack Obama’s inauguration, and used the reliable Tweets they sent from their iPhones as
part of their coverage. But Svendsen explains that the next step
will be working on how to use and verify Twitter feeds as part of
VG journalism: “If we can do that we are taking Twitter one step
further, by saying that it is immediate and it is verified.”
VG’s recipe for success is based around recognizing and embracing
new trends combined with a large degree of research and focus
on their application to news reporting and VG Nett itself. VG Nett is
forward thinking, but not just for the sake of it. The interaction that
VG Nett has with its readers is extensive yet targeted, innovative
yet carefully thought out, on trend yet not rushed.

Verdens Gang Deputy
Editor Rene Svendsen
(above)

Concluded Svendsen:
“One of the most important things for us is to simply understand
how citizen journalism and user-generated content are developing, and then to make use of them in a manner which fits with
our journalistic and editorial rules. We are monitoring this all the
time, and when we feel that something benefits our journalism
we will definitely use it.”

Verdens Gang
Managing Editor
Christian Braendshoi
(left)

“It’s important not to just transfer

an old way of thinking about communications
to a new platform.”
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“That the newspaper sector is changing is clear – but companies willing to invest

in new forms of delivery, which have a commitment to quality, will prosper.” Following these
words of advice from Rupert Murdoch, news organizations around the world have been engaged
in recent years in active efforts to harness the strengths of new platforms for news delivery.
Among the most promising platforms, mobile phones and e-paper have long been touted
as potential saviors for the news industry. Caution must be taken. The mobile Web market
is just beginning to boom and it might be some time before mobile news really picks up. As
for e-paper, manufacturers are taking big strides towards producing a flexible, portable and
full-color model – but most current E-readers remain static, black-and-white and proprietary.
Until manufacturers conceive a product that fully satisfies consumers, newspapers will have
to stand ready.
To each its own: Whether delivering news to mobile phones or e-paper devices, editors
must understand that these new platforms also require new ways to package content and,
eventually, new editorial processes. Just as online editions are altogether different from print,
mobile and e-paper usage differs from that of the Web.
stay on the curve: Unless you’re in a country where mobile Web and mobile news adoption
is already high, such as Norway or Japan, don’t invest unduly in the development of fancy
mobile and e-paper editions. Your offerings should reflect the readiness of users to access
news through those platforms.
start simple: If you’re planning on making your first foray into mobile news, keep it simple at
the start. Although this seems contradictory with the first point, most news sites initially offer
a simplified version of their online editions for mobiles. This enables newspapers to develop a
mobile edition at low cost and test its readers’ readiness and usage. Only after this trial should
newspapers begin to implement more complex mobile-specific alerts and features.
Keep your eyes on technological developments: The biggest brake to the mass-market
adoption of E-readers so far has been their technological limitations. Manufacturers are rapidly
improving their products though, so that practical, flexible and color-capable devices will soon
emerge. News organizations should be aware of and ready for these evolutions, which will
trigger the real boom in the e-paper market.

section: 1

Mobile news fires up
FOCUS: THE NEW YORK TIMES HEDGES ON MOBILE
In most mobile Web markets, mobile news
usage has remained limited. But according to Robert Samuels, Director of Mobile
Products, Mobile Web, Messaging, Games
and Alternative Platforms at The New York
Times, the mobile news market in the US will
soon be ripe for mass consumption.
“It’s been a runaway success,” said Samuels
in August, speaking of the growth of the
Times’ mobile site. “Numbers will continue
to grow, there is a lot of industry dynamic
supporting this.”
The Times’ mobile site, which drew 500,000
page views in January 2007, received over
10 million hits by December of the same
year, and soared up to 19 million views in
May 2008.
In 2008, the Times developed mobile news
alerts for scheduled news events, such as
the Olympics or the presidential elections
in the US. For the Olympics, users had the
possibility to sign up to receive various
updates including postings from the Rings
blog, Top-10 medal count charts or the
schedule of events.
Most of the Times’ mobile news alert
services are free, but its mobile games

and products will remain paid-for for the
foreseeable future. “Through experience
and industry research, still the model of
paying for a mobile game is something
that users are willing to engage in,” said
Samuels.
Although “most of the consumption on our
site is through high end mobile devices so
far” such as BlackBerry phones, Treo mobile
devices and iPhones, the market is rapidly
growing for the mass market, especially
amongst commuters.
Generally speaking, the consumption patterns are similar for the online and mobile
editions: business and politics are very
popular, as well as blogs or most-emailed
stories. “But amongst the mobile applications we’ve been rolling out, some of
them are particularly tailored to the mobile
user such as the mobile user real estate
listings,” said Samuels, which enable
users on the go to receive listings based
on specific criteria such as number of
bedrooms, price...
“In America, I think the general Web browsing for the mobile site has been at an advantage in terms of user behavior and pricing
over SMS products,” said Samuels. All the

Robert Samuels, Director of Mobile
Products, Mobile Web, Messaging,
Games and Alternative Platforms at The
New York Times

Times’ text message alerts link off to the
mobile site to encourage users to browse
it and read the whole story.
According to Samuels, text messaging
will continue to grow for specific uses,
such as stock listings or weather forecasts, but “the predominant, long-term
mass consumption, will more than likely
be browsing just because that’s such a
dominant behavior here in the US,” he
said. Still, “Text messaging for content
adoption will grow in the US, we are simply
well behind other markets like Europe
and Asia.”

edit Jean-Yves Chainon

122

PAGE

The adoption of the
mobile web has
reached critical
mass.
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Is mobile news more adapted to local news
outlets that can send out locally relevant
alerts to users? “I think it is most definitely appropriate for them but by no means
exclusive for them,” said Samuels. National
brands can also establish themselves on the
local mobile news market. In the second
half of the year, Samuels plans to roll out
restaurant listings, in addition to its show
time and weather services.

The Times hasn’t created any position dedicated to editing or rewriting content for
mobile consumption. “I don’t think we’ll hire
specific people to tailor content for mobile
per se,” said Samuels.

headline for mobile can be made to stand
alone without a picture, or pictures can
be cropped to fit the device.

However, most mobile articles are slightly
edited upstream in the production process, to make headlines appropriate for
mobile devices - for example, a news

MOBILE WEB BOOMS, BUT WHAT ABOUT NEWS?
According to Nielsen Mobile in the “The
Worldwide State of the Mobile Web” report,
the adoption of the mobile web has reached
a critical mass and can now support “largescale mobile marketing efforts.”
As of May 2008, 15.6% of US mobile
subscribers, or 40 million users, regularly
browsed the internet on their mobile device
with 95 million subscribers paying for mobile
internet access.
The UK and Italy followed the US, with 12.9
percent and 11.9 percent respectively of
subscribers going online from a mobile
device. In the UK, another Nielsen study
showed that the number of users accessing the mobile Web soared by 25% in the
third quarter of ‘08. The study highlighted
that mobile internet use is increasing eight
times faster than PC-based internet growth.
Interestingly, the most popular site was BBC
News, which is visited by 24% of British
mobile internet users, followed by BBC
Weather, Sky Sports and Gmail.
“The fact that weather, sports, news and
e-mail sites make up the majority of leading
mobile sites shows that mobile Internet is
mainly about functionality and need at the
moment, as opposed to the more entertainment and e-commerce-focused make-up
of the leading PC-based sites,” said Kent
Ferguson, a senior analyst at Nielsen.
“I believe it is the right time for forwardthinking clients to be taking risks. Those who
put their stake in the ground now can win over
the desirable young audience before their
competitors get out of the starting blocks.”
Another study carried out by market research
firm TNS in June 2008 found that around

seven million Russians access the web
from their mobile phones at least once a
month, amounting to about 28% of the total
monthly Web audience in Russia. Mobile
Web users accounted for 15% of total daily
Web users.

These numbers should be interpreted cautiously: a previous study had estimated that
only 9% of Russian users accessed the Web
through their mobiles.
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how the iphone changed mobile news
The widespread commercialization and
public embrace of the Apple’s iPhone, thanks
to its innovative and intuitive mobile Web
navigation, has led to evolutions in mobile
Web consumption in the US – and will perhaps lead to the development of the mobile
news market.
Six months after the iPhone’s launch in the
US, a January 2008 survey of more than
10,000 adults by M:Metrics found that:
• 84.8% of iPhone users accessed news
and information on their phones compared
to 13.1% of the overall mobile phone market
and 58.2% of total smartphone owners,
including Blackberries and devices that run
Windows.
• 58.6% of iPhone users visited a search
engine on their phone, compared to 37%
of smartphone users in general and 6.1%
of mobile phone users.
• 30.9% of iPhone users have tuned into
mobile TV or a video clip from their phone,
which is more than double the percentage
that have watched on a smartphone.
“Apple really made a device that is Internetcentric and really fits the kind of digital lifestyle that a lot of people who are jacked into
the Internet all the time are used to,” said
Mark Donovan, an analyst at M:Metrics.

iphone: entry point for
young news consumers
Subsequently, a number of major news organizations have developed iPhone-compatible
mobile news sites, including the Associated
Press (AP), and New York Times-owned IHT.
com and French daily Le Figaro in July.
Both the AP and the New York Times additionally launched iPhone-specific applications during the summer of 2008. The Times
application, developed with mobile Web firm
Atimi, enables users to read content offline
and offers some basic customization options
(users can select sections for one-touch

gLobaL trends

BLACKBERRY RESISTS iPHONE SURGE
At the end of 2008, Blackberry rolled out a potential
competitor to Apple’s iPhone, the Blackberry Storm.
Equipped with a sensitive touchscreen and a high-resolution
480 x 460 pixel color display, the Storm includes
text editing applications such as Excel and Word.
In October, the Associated Press launched a
customized version of its Mobile News Network
specifically tailored for Blackberries.
“More than 20 million Americans accessed news on their
mobile devices in July, up 58 percent from 13 million
from the same month last year,” said Mark Donovan,
senior analyst, comScore M:Metrics. “BlackBerry
owners, in particular, are voracious consumers of news,
with 40 percent accessing news on their device.”

access). Users can also choose to view news
in ‘photo view’. The application includes fixed
ads that can be clicked through when online
and remain on static display when offline.
Unveiled in July, AP’s Mobile News Network,
based on the previous web incarnation,
“automatically detects location, allows
readers to browse full stories while out of
network reception, and provides navigation customization... viewers [can] save
stories of interest and flip through photos
and videos without delay,” according to
an AP press release. The application also
acknowledged the rise of citizen journalism,
featuring a “Send Report” option that allows
users to report first-hand accounts and send
photographs directly to AP editors.
“There are new points of entry for the young
consumer, sometimes they’re based on content, in some cases they’re based on device,”
said AP Vice President and Director of Strategy Jim Kennedy in an April interview.
AP is trying to latch on to the iPhone’s
success in the US. Speaking of delivering
local news on mobiles, “Our hope is that
it becomes a standard button on the USdistributed iPhones,” he said.

“84.8% of iPhone users

accessed news
and information on their phones.”

Jim Kennedy,
AP Vice
President and
Director of
Strategy
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mobile news: a business savior?
For Art Howe, CEO of Verve Wireless, a mobile
technology provider, the mobile platform and
the newspaper industry could enjoy a mutually symbiotic relationship. Verve powers the
mobile versions of about 4,000 newspapers
from 140 publishers, including the Associated Press, McClatchy, and the New York
Times Regional Media Group, according to
the Times’ Bits Blog. In exchange for the
mobile technology, newspapers share ad
revenue with Verve.
Its numbers point to its success: more than
700 newspapers from the AP alone joined
the Verve Mobile News Network between
May and July 2008. And, in Verve’s second

round of fundraising, its biggest customer,
the AP, contributed the largest stake.

pers desperately need to reach - mobile is
the primary communication device.”

Howe argues that a newspaper’s “institutional knowledge of the community” makes
it best suited to provide the timely, hyperlocal news that mobile users seek. And for
newspapers, accessing the mobile network
would allow them to tap into the world’s
largest, most lucrative advertising market.

“There is still no better way for the local
florist or bakery to reach potential customers
than the daily newspaper,” said Tom Kennedy, President of Verve, “and mobile makes
that even easier,” reported the Times.

“There are now 3.3 billion active cell phones
on the planet. That’s three times the number
of people hooked into the regular Internet,”
Howe wrote in June. “And, for a vast majority
of young people - the ones whom newspa-

“A Mexican restaurant can send a reader
a coupon for a free margarita when they
are walking nearby during happy hour, for
example, or a car dealer could deliver an ad
with a map and walking directions when a
user types in an auto-related search.”

staY on the mobile curve, not ahead
Although many news organizations are
pushing towards increased reliance on
mobile products and journalism, some studies indicate it may still be a while before the
mobile news market really booms.
Oscar Westlund, doctoral student at the University of Gothenburg in Sweden, found that
although many Swedes own mobile phones
with Internet access, few actually use their
phones to read news. Of the 86% of Swedes
who make mobile phone calls every week,
only 6% consult news on their mobile.
While consumption patterns vary with the
country (a study in Japan in 2007 found that
13% of respondents “often” used their mobile
for news), Westlund’s research leads him to
believe mobile news will remain limited to a
narrow audience in the next years.
Furthermore, studies have shown that
mobile advertising has yet to improve.
Mobile advertising was the most unpopular
ad format in the UK (with 70% of users viewing them negatively), according to a study
by Dynamic Logic in 2008. On the other
hand, print ads (newspapers and maga-

“70% of users

zines) remained both the most popular and
were considered the most relevant.
“Mobile users appear to be lukewarm
towards advertising (although Nielsen says
that self-reported advertising receptivity
tends to be low across all mediums), and
due to its more personal nature, could be
even more difficult to sell. Still, it could be
successful as long as mobile marketing
can respect consumer privacy and actually
engage users,” concurred an article on Ars
Technica.
Some news organizations, such as CNN,
have refrained from focusing on mobile
news for the time being. In March 2008,
Laurel Chamberlain, Director of Digital
Media for News at Turner Media, said CNN
wouldn’t make any changes designed to
tailor content for mobile phones or train
journalists in that purpose.
She also ruled out the possibility that CNN
experiment, even preliminarily, with mobile
news. “Maybe in another five years when we
are only thinking about the mobile space,”
she said.

view mobile advertising
negatively”

tips and resources

THE THREE AXES OF
MOBILE FOR NEWSPAPERS
Paul Cheesbrough, Chief Information
Ofﬁcer at the Telegraph Media
Group in the UK, describes the
three-fold opportunity that mobiles
represent for newspapers:
Distribution opportunity: For a
long time, mobile technology and
costs impeded proper content
distribution. With the development
of new devices and mobile high
speed broadband connections,
newspapers can begin to offer more
complex, multimedia mobile content.
revenue prospect: Since the
mobile technology remains
fairly new to the public, it hasn’t
yet become attractive for the
ad-market. But this will change.
News gathering news channel: The
use of mobile devices, whether it be
an iPhone, smartphone or a tablet PC,
makes journalistic work easier and
more effective. Journalists can file on
the go in a variety of media. Mobile
platforms also enable newspapers to
open up to the public’s contributions.

126

PAGe

mobile journalism changes the newsroom
In May, Editor & Publisher’s Joe Strupp wrote
a special report on how mobile reporting has
and will broadly change the organization of
the newsroom.
An increasing number of newspapers
employ mobile journalists, otherwise known
as ‘mojos.’ As the technology and gadgets to capture and transmit multimedia
data on the go become more widespread,
reporters spend more time on the ground,
and are expected to quickly file stories for
the Web.
Some editors worry that this will lead to
less editorial oversight. “Being in an office
where you can collaborate with others can
be very beneficial,” said Tim Franklin, Editor
of The Sun in Baltimore.

Quick Facts

NOKIA FOSTERS STUDENT ‘MOJO’ INITIATIVE
Nokia teamed with two South African
universities to sponsor a project in
which students created mobile journalism (‘mojo’) packages between
June and October.
Equipped with ‘mojo’ broadcasting
kits, featuring the Nokia N95 handset to capture video, audio, and still
images, students at the University of Witwatersrand (UW) and CityVarsity were to
produce daily content while on the move.
“The challenge we are setting our students is to use these great storytelling devices
to produce content that their peers will want to watch and download,” said Indra de
Lanerolle, a lecturer at UW.

in depth

But it is becoming clear that reporters will
increasingly be expected to work remotely.
The News-Press in Fort Myers has been
at the forefront of mobile journalism. The
newspaper, with a circulation of about
70,000 copies, planned to outfit all 44 news
staffers with mobile packs that include laptops, digital cameras and audio recorders
by the end of spring.

MOBILE DELIVERY – THINKING OUTSIDE THE BOX

“Everyone still has a desk, either here or
from a bureau, as an umbilical cord,” said
News-Press Editor Kate Marymont. “But at
least 80% of reporters are just on laptops.
It really spiked in 2007.”

The panels include breaking news reports with
images, sections from the Mainichi newspaper’s
morning and evening editions, ads for Mainichi Newspaper periodic titles and announcements about any
events sponsored by the media firm.

In many cases, ‘mojo’ practices lead to
immediate filing of stories, often providing
blog-type updates. Many reporters seem to
enjoy returning to the field and being able
to report instantaneously.

In April, USAToday.com ventured into novel forms of
delivery by enabling users of AOL’s instant messaging
service to search current and archived headlines, as
well as set up news alerts. By adding “USA TODAY” to
their AIM Buddy Lists, users can type in keywords into
their AIM windows and receive headlines, article summaries, and links to the complete story.

“The idea is to get local news on the Web
immediately, to get out in the community
and get stories you wouldn’t otherwise get,”
said Brian Howard, a mobile journalist at The
Journal News in White Plains. “I have filed
plenty from my laptop, in my car.”

hoteling: journalists
reserve desk time
Some papers have gone as far as to entirely
remove journalists’ desks from the office.
In an effort to cut costs, Stephen Borg,
Publisher of The Record in Hackensack,

Several newspapers have experimented with new forms of delivery ‘on the go’. In
March 2008, the Los Angeles Times purchased space to post breaking news on 10 of
Clear Channel Outdoor’s digital billboards.
Although video wasn’t included, the 10-color LED billboards featured static photos
that could be changed almost instantaneously, allowing the Times to put up a continuous reel of stories.
In August, a similar system that offers e-paper billboards to deliver news articles,
was put to the test in two Tokyo subway stations by Bridgestone Corp and The Mainichi Newspapers Co Ltd.

“The idea is to get local news
on the Web immediately,
to get out in the community
and get stories you wouldn’t
otherwise get”
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New Jersey proceeded to move his newsroom out of its main building and relocated employees to another newspaper
the company owns, The Herald News of
West Paterson.
Borg is a firm believer in the concept of office
“hoteling”. Journalists must now make a
reservation for desk time. This means there’s
a lot of sharing, but ‘hoteling’ cuts down on
the need for desks, and thus the space those
additional desks would require.
Borg said, “I really view this change as
“moving out into the field.” He expected

some mobile journalists to work full-time
out of the office.
With Borg’s changes, the company can save
some $2.4 million annually, cutting down on
electricity bills, cleaning crews and all the
like necessary to keep a building going.

me. I sometimes wish I had someone over
my shoulder more,” said a reporter at the
Indianapolis Star.

keeping mobile
journalism in check

And the costs can be dissuasive, according to Democrat & Chronicle Editor Karen
Magnuson: up to $15,000 for a mobile journalist backpack including a video camera,
audio recorder, laptop, cell phone, and other
gadgets.

However, a number of editors and reporters are still concerned by the emergence
of these practices. “I don’t have the ability
yet where I don’t need an editor above

Yet many newspapers are acquiring mobile
kits at much lower costs, and despite fears
of potentially deteriorating communications,
the trend is towards mobile journalism.

street journalism on mobiles
The increasing availability of mobile devices
equipped with audio and video recording
technology has also led to new forms of
citizen journalism (see chapters 4 and 6).
Thanks to technology offered by companies such as Qik or Fixwagon, many
users now have the possibility to stream
live video footage from their mobiles to a
website. In March for example, an Israeli
television channel is conducting an experiment in giving camera phones to residents
in Sderot and Askelon so they can have
live evidence of missiles being shipped
to their regions.
In the US in July, newspaper publisher Gannett took a minor stake in Mogulus, a New
York-based online video platform that also
offers to stream content from mobiles.

“Mogulus adds a new and exciting dimension
to Gannett’s already broad-based multimedia
journalism efforts. Our reporters and photographers in the field are equipped with video
cameras, laptops and broadband wireless
connections to enable timely and relevant
news delivery to the Web,” said Gannett Chairman, President and CEO Craig Dubow.

Quick Facts

SOCIAL NETWORKS ON
MOBILES
In March 2008, MySpace launched
a free-access mobile version of its
website, which is monetized by ads.
Google’s video-sharing site YouTube
had launched a mobile version in
January.

The January 2009 World Economic Forum
made use of most of the social tools mentioned above in order to promote its discussions and provide constantly updated
coverage from the conference.

ordinary to 20 Minutes’ mobile portal. User
content is checked and verified by editors
before being published.

In France, free daily 20 Minutes set up a
contest in March, inviting readers to become
reporters and win prizes such as the Nintendo Wii or iPod Touch. Users can send a
picture and caption of an event out of the

Singapore’s citizen journalism platform Stomp
announced in September the launch of a new
mobile Internet portal that allows users to
access articles, post forum threads and look
at photographs from social events.

newspapers on Your mobile phone
us
Whether they’ve chosen to offer full news
articles, text message alerts, headlines,
games, local services or exclusive multimedia content, news organizations around
the world have rushed to boost their mobile
services and offerings.
In the summer of 2008, the Associated
Press launched its Mobile News Network.

Subscribers can access the network through
their mobile phones, with content including
local stories from participating newspapers,
as well national and international news and
photos from AP. AP was working on developing a video service for its network.
In June, Cox Newspapers launched 19 mobile
websites, which feature breaking local and
national news, as well as local services such
as restaurant and movie listings.

The Chicago Tribune Media Group expanded
its mobile classifieds initiative in October,
by launching Automart QuickFind, a service
that sends out detailed information about
specific cars to users’ mobile phones. Tribune readers can send an SMS containing a
unique code for a car featured in the paper’s
Saturday Automart section and receive additional data such as photos, the dealer’s
contact information and driving instructions.
The Tribune had previously implemented
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the successful Careerbuilder QuickFind, a
similar service offering information on the
paper’s job listings.

uk
A raft of British newspapers developed mobile
sites throughout 2008. In October, Trinity Mirror began rolling out mobile sites for two of its
national papers, the Daily Mirror and the Daily
Record, and 12 regional newspapers.
In August, regional papers ventured into
mobile news, with The Express & Star and
Shropshire Star launching mobile editions
focused on breaking news and sports content. The sites are updated throughout the
day and readers have the possibility to comment on articles.
The same month, telegraph.co.uk relaunched
its mobile site, switching from its previous
paid-for model (£5 monthly) to free content.
The new mobile site features images alongside text stories and is compatible with “all
major handheld devices” according to a Telegraph Media Group (TMG) press release.
To attract new customers to its growing
mobile service, the BBC ran an advertising campaign promoting it in November.
BBC’s mobile services then counted 3.2
million users a month, who mostly used
the service to “access news headlines,
major news stories and areas of specific
interest,” said Steve Herrmann, Editor of
the BBC News website.

gLobaL trends

CONSTANTLY UPDATED MOBILE NEWS: A MUST FOR
BUSINESS PAPERS
In August, The Wall Street Journal launched WSJ.com Mobile Reader, a mobile
application designed to automatically update users with breaking business
news, without requiring them to manually refresh pages. The application
was initially available for free on most BlackBerry smartphones.
Users can customize category lists and add additional news categories, news
sources, keyword alerts and customized stock quotes. Headlines, article summaries
and previously downloaded stories are also accessible even if out of wireless
coverage, with full access to subscriber content for a limited time only.
Gordon McLeod, President of The Wall Street Journal Digital Network,
said: “The Wall Street Journal Digital Network users can now always
be up-to-speed on the latest breaking news, on their terms, wherever
and whenever vital business news and information is needed.”
gLobaL trends

BIG EVENTS: THE MOBILE REFLEX
As mentioned above, many newspapers have taken advantage of major
scheduled international events to boost their mobile coverage and
launch mobile editions. These events are also good opportunities to
experiment with live coverage captured from mobiles phones.
In May 2008, the BBC incorporated live blogging and mobile phone technology into
its coverage of the local UK elections. Not only the national media players used Web
tools to offer up-to-date coverage; the Liverpool Daily Post and the Liverpool Echo
both had reporters on the ground updating a live blog on the papers’ websites.
Reuters “Mojos” had used Nokia mobile kits for reporting the Beijing Olympics.
For the US elections, due to the unavailability of WiFi and 3G connections at
the Democrat and Republican convention centers, journalists were provided
with Sanyo HD video cameras and Flip Mino cameras to cover the events.

group Sun Media launched Canoe.ca. Users
could access election results and coverage
from their mobiles, collected from a variety
of Sun Media’s newspapers, including the
Winnipeg Sun and the Toronto Sun.

Free London business paper City AM experimented with yet another kind of mobile
technology, dubbed Quick Response.
Thanks to Quick Response, users can take
a picture of a special barcode with their
mobile phones and be directed to a link
containing financial news.

china

belgium

Using LiveScreen Media, a technology by
UK-based mobile firm Celltick, China Unicom
featured regular news articles as well as
videos and multimedia content exclusively
packaged for mobile users.

Belgian newspapers including De Standaard,
De Tijd, and local papers Het Belang van
Limburg and Gazet van Antwerpen rolled
out mobile sites following the launch of
the iPhone.

canada
In September, gearing up for the elections
in Canada and the US, Canadian newspaper

China’s second-biggest phone operator,
China Unicom, partnered with China’s main
official news source, the Xinhua News
agency, to provide mobile coverage of the
2008 Olympic Games.

south africa
The website of the daily newspaper The
Times launched Times Mobile in November.
Among the innovative features, a weather
service, which picks up the user’s location

automatically in order to provide relevant
weather data. Furthermore, users can
download audio and video clips for free
and browse the career section of the site.
According to Colin Daniels, Publisher of
the Times website, Times Online, “the African mobile market is currently the fastest
growing in the world, so it’s important that
every media company gears their strategy
towards having a strong presence in the
mobile arena.”
“In South Africa, far more people have access
to the internet via their mobile phones than
from regular PCs. Therefore, we need to be
able to offer our digital content in a userfriendly and accessible way to our readers.
We also expect this mobile platform to turn
into a highly effective advertising channel,”
Daniels added.
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A PAPERLESS WORLD?
On one hand, there’s a 2007 report entitled
“Hamlet’s Blackberry: Why Paper Is Eternal,”
written by William Powers, media critic for
the National Journal in the US. For Powers,
all this talk about readers’ migration to
digital formats isn’t taking into account
the millennial virtues of “the most successful communications innovation of the
last 2000 years.”
On the other hand, there’s a flurry of e-paper
proponents and early adopters, as exemplified by a June 2008 editorial in The Guardian, a major news outlet that still heavily
relies on the strengths - revenues - of print,
that assessed that readers “are starting to
migrate in earnest to electronic reading
devices, and the interesting thing is that
early adopters are surprised at what an
agreeable experience it is.”
In October, Eric Scherer, Director of Stra-

tegic Planning and Partnerships at Agence
France-Presse, reaffirmed his belief in the
upcoming advent of e-paper. “I’m a big
believer in e-paper,” he said, although
acknowledging that e-paper is not yet
ready, as long as it lacks color, video capability and remains above the €100 or $100
price range.
“You’ll see, in the next 12 to 18 months, a
wave of electronic-newspaper devices,”
concurred Russell Wilcox, chief executive
of E Ink, the MIT spinoff whose technology
powers the Kindle, Sony’s E-Reader and
other competitors. And Demian Kudryavcev,
general director of Russian publishing group
Kommersant, speaking at the InfoCom.2008
in October, speculated that the future of
newspapers may lie in e-paper.
Does this mean we’ll live to see a paperless
world? Most unlikely. Are we slowly moving

in the direction of a world with less paper?
Definitely - although the demand for paper
and newsprint continues to rise.
Some of the pros and cons for both formats
are straightforward: paper is more tangible,
more engrained in our habits, and it is still
typically easier to manipulate and browse.
E-paper is expensive but can be cheaper in
the long run, friendlier to the environment,
lighter, can network with other devices and
carry animated graphics.
A paperless world may still be inconceivable to the generations who’ve grown
thinking through paper. As Powers notes,
paper is not only a container for information, it is also essential in defining our
relationship to that information, in the
way we treat and interpret it (as are all
media). The newspaper doesn’t only store;
it organizes.
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“You’ll see,

in the next 12 to 18 months,
a wave of electronic-newspaper devices”

But for future generations, for whom the
digital screen could be just as common as
its ‘dead-tree’ counterpart, who’s to say they
won’t criticize the warmth of paper, its opaque
texture, the fact that it’s so easy to scribble
upon, to tear apart - the very attributes we
have appreciated for two millennia?

It makes little sense to try to set a date
for the ‘disappearance’ of print paper. It
will take years before its digital alternative becomes cheap enough for the mass
public and really booms. But most importantly, the emergence of a new technology
like e-paper won’t suppress the need for

real paper - not for a long time. It’s not an
either-or situation.
Said the Guardian’s editorial: “In the future
books will have to welcome a new member
to the family with which they will share more
similarities than differences.”

E-PAPER AND E-READERS, BUT WHICH ONES?
“The average editor will follow the news
about emerging electronic displays with
amazement: the promises are mind-boggling, yet the practices so far rather poor,”
commented Jan Bierhoff, veteran journalist
and Director of the European Center for
Digital Communications.
According to Bierhoff, it remains difficult
to foresee which e-reader will become
the default application. A strong position
is currently held by e-ink mounted devices
proposed by Sony, PlasticLogic, iRex and
content provider Amazon. Their e-readers
progress from one version to another, often
within a matter of months, “with relevant
but not revolutionary improvements.” They
boast splendid daylight readability and pro-

For Jan Bierho!, Director of the
European Center for Digital
Communications, the promises of
e-paper are great but its practices have
remained poor so far.

longed battery life, but most remain blackand-white and static (no streaming).

display and a boosted battery life (between
60 and 80 hours).

Most of the companies mentioned above
have either launched an e-reader in 2008 or
are planning to do so in 2009: in September,
iRex unveiled its iRex Reader 1000, which
uses real pigment rather than liquid crystal

The iRex Reader offers a 10.2-inch (diagonal) E-inkscreen and users have the option,
for an additional cost, to implement a writable screen, wi-fi, Bluetooth, and a 3G cell
connection to download content.
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Plastic Logic also introduced an e-reader
prototype, 8.5 by 11 inches, equipped with an
E-ink touch-screen. This first display weighs
just two ounces more than Kindle, and is
about one-third the Kindle’s thickness.
Plastic Logic’s Chief Marketing Officer, Joe
Eschbach, said the company would first
focus on the business audience. “The opportunity on the business side is much larger
than on the leisure reading side. The average person only reads two or three books a
year. But the same person probably reads
several thousand pages of Word, Excel and
Powerpoint files at work.”
In the fall, Sony muscled into Kindle territory, begetting positive early feedback.
Cheaper that the Kindle ($400), Sony’s PRS700 can read multiple document formats
and features an interactive touch screen
and a virtual keyboard to type. However,
the Reader wasn’t launched with wireless
functions, an essential feature Sony was to
implement on future models.
In October, UK-based web developed
Liquivista announced it would begin developing electronic newspapers, planning to
build a full-color interactive e-paper reader
that will resemble an A4 piece of paper
and will feature audio and video content,
according to the Press Gazette.

In search of flexibility
Dutch company Polymer Vision released its
own foldable Readius e-Reader in the fall in
England, Italy and Germany. The Readius was
to be launched in the US in early 2009.
“Flexible displays are the crucial enabling
technology for a new generation of portable devices that are mobile, but also have
compelling user interfaces,” said Jennifer
Colegrove, analyst for iSuppli Corporation,
a Californian market research company, in
a New York Times article.
The Readius is geared towards reading
books, newspapers, magazines and e-mail on
a 5-inch diagonal screen that can be folded
to become pocketsize. Although the Readius
has a black and white display, Polymer Vision
CEO Karl McGoldrick said the Readius could
eventually accommodate color and videos.
Other companies including LG Phillips and

E-paper manufacturers and research
labs have yet to produce the device
that will become the gold standard for
future generations of e-readers.
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Samsung, have also turned their efforts
towards producing new-age e-paper. In
late March 2008, the LG Display R&D center
previewed their latest prototype in bendable ePaper, which looked like a micro-thin
plastic writing pad.
At Samsung, which has developed flexible
A4 size displays both in black and white and
in color, senior researcher Roh Nam-Soek
predicted that color ePaper would be in
everyday use by 2010.
“The flexible paper will likely evolve into a
foldable one. People will read newspapers
anytime, anywhere, and in any size,” Roh
said.

Practical will win: color,
portability, performance
The competition is gearing up from two
sides. On the one hand even more advanced
technologies are presently being lab-tested,
such as electro-wetting (using thin liquid
layers which can be manipulated with an
electric charge) and OLED (using clusters
of organic, light emitting diodes). These
promise even more advantages - full color,
video, and can be folded - surpassing the
crucial black-and-white limitation that disadvantages publishers today.
On the other hand, there is the revival of
the ‘classical’ flatscreen LCD displays,
built into a new generation of mini-pc’s
(or ultra mobile PC’s - UMPCs). These slim,
lightweight, powerful and cheap devices
aim to close the gap between the PDA
and the bulky laptop with a medium size,
versatile handbag PC, ideal for people on
the move. Frontrunner ASUS hit the mother
load with its EEE series, and meanwhile
has many followers in the competitive
hardware sector.
According to Bierhoff, at the end of 2008, the
UMPC seemed to have the advantage, with
the e-ink based e-readers being too limited
and too expensive. Lastly, other manufacturers are working to produce low cost hybrid
solutions. The OLPC consortium (One Laptop
Per Child) for instance has announced the
XO-2 for early 2010, with a dual-mode
display featuring a technology to ‘freeze’
the LCD screen, maximizing readability in
full sunlight (this has been the strong sales
argument for e-ink readers so far).

“People will read newspapers
anytime,anywhere, and in any size”
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ARE CONSUMERS READY FOR E-PAPER?
“The final verdict is as always in the hands
of the consumer,” commented Bierhoff.

these prototypes are tested in lab-based
proof-reading sessions.

Versatility of users’
preferences

This R&D initiative also underlined the variety of user demands. Many readers want
both local (often hyper-local) news, without
losing the global perspective. Making things
even more complicated, their preferences
can change from day to day. In any case,
this points towards the need to customize
e-paper, perhaps even including editors
from a range of different media.

The eNews project, set up by Ifra, explored
consumers’ readiness for e-readers via
focus groups in Europe and Japan. Among
the findings, the consumers appreciated
the daylight readability of the e-readers,
but by no means hyped it as heavily as the
manufacturers do. Consumers’ appreciation
for the device stemmed much more from
its environment-friendly image.
Microsoft, partner in the design of the New
York Times News Reader, also evaluated the
user appreciation of this application in a field
study, through interviews with NYTReader
users. Two-thirds of users, particularly those
who commuted a lot, said they would stick
to the service.
Users’ appreciation of content however
depended much on their personal reading
style: the ‘news junkies’ logically appreciated the amount of detail, the ‘skimmers’
the quickness of updates while the ‘funseekers’ enjoyed the sophisticated layout.
In the Dutch MePaper project, five participating newspapers explored novel journalistic
formats for two types of e-readers: the
e-ink devices and the mini laptops (UMPCs).
New content models for mobile reading
are developed in a joint design studio and

“This result is in fact a cry-out for joint
ventures between titles and across newspaper groups. Thus, e-reading will provoke
unconventional business practices,” wrote
Bierhoff.

High potential for
e-paper adoption
According to Bierhoff, if the newspaper world
manages to respond to these user requirements, there certainly is room for a quick
roll-out of the e-reading technology. In a
Swedish large scale online survey (part of the
UbiMedia project), 42% of the 3600 readers
indicated to be ready for it now, and another
19 percent in the next five years. Would these
people want to change their trusted print
edition for an electronic version? Two-thirds
said yes, with only one-third responding that
they would remain faithful to newsprint. The
e-service however is expected to be considerably cheaper (says 58%), with a meager 8%
willing to pay extra for premium content.

“The adoption potential for mobile electronic
reading is certainly high, but it is a medium
in its own right, not just another print or
online edition spin-off. It needs to be well
designed, fully user-driven, with convincing
personalization options,” wrote Bierhoff.

A learning process –
E-paper a new medium
Valuable lessons in this respect are being
learned by a Dutch paper, NRC Handelsblad.
The e-reader service it launched in 2007
based itself on simple copy streaming, and
it doesn’t work. Disappointed users created
an open forum in wiki format to voice their
concerns, criticism and improvement suggestions. E-reading clearly asks for special
content formats, a different type of navigation architecture and innovative forms of
news organization.
Which tool will become the preferred
‘universal mobile reading device?’ Size,
price and ‘nice’ will determine the choice.
Whichever technology is built in, the device
must gently fit in everybody’s travel outfit,
be not too expensive and have a certain
show-off value. Second, features are key.
Connectivity, ease of navigation, customization options - the mobile reader demands
instant performance. And for the moment,
easy access to an array of content also plays
an important role: Amazon plays that card
very cleverly.

NEWSPAPERS EMBRACE E-PAPER
Many other newspapers have implemented
e-paper solutions, either through their custom platform or with some of the other main
e-reader companies.

Netherlands
In March 2008, NRC Handelsblad became
the first Dutch newspaper to be published
on electronic paper. Like the print edition,
the e-paper version is published daily in its
entirety, and is be made available online to
subscribers with an iLiad e-Reader.

The NRC readers, through an online forum
for comments and suggestions, were to have
an important role in shaping how e-paper
content was used (as mentioned above,
NRC’s experiment had mitigated success:
the simple reproduction of an online edition in an e-paper format doesn’t satisfy
readers).
“More and more eReaders are coming on
the market. Although their main use at the
moment is for reading books, they also
provide a good, flexible and above all a

Orange Read&Go
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mobile solution for reading newspapers,”
said NRC Handelsblad director and publisher
Gert Jan Oelderik.

france
In April, France Telecom’s mobile service
Orange announced the launch of a trial for
150 e-paper devices, dubbed Read&Go.

Quick Facts

US – E-PAPER IN PRINT?
In September, Esquire magazine featured a leading edge e-ink front cover
designed by E Ink (the firm responsible for the technology behind the Kindle).
Esquire designed a battery (a “six-figure investment”) that
was small enough to fit into the magazine and could run for 90
days. Ford Motors sponsored the expensive initiative.
“The possibilities of print have just begun,” said David Granger,
Esquire’s editor in chief, as quoted in The New York Times.

The device had 1 GB of storage, is WiFi- and
3G-enabled, and offered access to a range
of books and French newspapers including
Le Monde, Le Figaro, Libération, Le Parisien,
Les Echos, L’Equipe and Télérama. Content
was updated every hour between 6am and
midnight.
A spokeswoman from Orange said the e-paper service is “in competition with paper,
not with the Internet.” According to her, a
mobile firm like Orange is at an advantage
because it already disposes of a wireless
network, unlike Sony and Amazon.
The spokeswoman also said that e-paper
devices “are particularly important for the
newspaper industries in non-English speaking countries, where newspapers are expensive to distribute and difficult to get hold
of.” She added that “the company expects
e-paper services to take off more quickly in
non-English speaking countries,” although it
will study the UK market very carefully.
In September, editors from participating
papers reported on their findings, with mixed
reactions. According to the General Director of
Le Monde Interactif, Dao Nguyen. e-readers
still fail to satisfy a pleasant experience for
newspaper readers. “There is no newspaper
experience on a Kindle. They have shoved a
newspaper into a book device.”
However, users’ experiences revealed some
positive points. For instance, e-reader users
read the device in the same way they read
a newspaper’s print edition, spending from
20 to 30 minutes reading in one sitting –
a significant step up from online reading
habits. Furthermore, most trial users were
positive about the experience.
For Philipe Jannet, Electronic Publishing Editor of business daily Les Echos, newspapers
need to work together if they are to succeed
with the new platform. He also emphasized
the need to move away from proprietary

RESPONSIBILITY.
OUR STAR QUALITY
www.upm-kymmene.com
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devices, since today’s users like to access
a wide variety of news sources.

germany
Following the same route, Germany’s
Deutsche Telekom developed a portable
e-reader and ran a trial with a few dozen
of prototypes in Berlin.
Peter Möckel, head of Deutsche Telekom’s
R&D department, said in August that the
“company sees a market in the gap between
mobile phones and laptops.”

Spain’s Catalunya region, launched an
e-paper version compatible with ProtecMedia’s E-Paper. Similar to Holland’s NRC
Handelsblad, the electronic version gives
readers access to the same content as
the print and web editions, and potentially
exclusive e-paper content, such as audio,
video and extra photos.

uk
The Guardian was reportedly mulling over
the release of an e-reader, but not until
2015.

However, Deutsche Telekom was neither to
manufacture the devices, nor to offer any
kind of content. Unlike the Kindle, the users
will just have to download content from print
media onto their e-readers (no RSS, online
news, and so forth).

us

spain

The platform will be built on Linux and will
include some variation of the technology
behind Mozilla. Instead of a small, hard-

In the summer of 2008, Serge, a daily in

Throughout 2008, Hearst Interactive, the
digital media investment division of Hearst
Corp, sought to develop a Kindle-like e-book
reader called FirstPaper.

back reader like Kindle, Hearst plans on a
tabloid paper-size flexible screen. Former
head of Sony Reader’s e-book store, Lee
Shirani, became FirstPaper’s Senior Vice
President.
Hearst has also invested in the electronic
display technology firm E-Ink, which supplies its technology to the Kindle and Sony’s
E-Reader.
Quick Facts

INFLUENTIAL TV STAR
FAVORS KINDLE
In October, following the endorsement
of the Kindle by US TV star Oprah
Winfrey, traffic to Amazon’s
website rose by 6% on the day
of Oprah’s praise of the Kindle.
According to Ad Age, in the ten
days following the endorsement,
80% of blog posts about the Kindle
mentioned Winfrey and there was
a 479% jump in search traffic for
the word “kindle” after the show.

e-readers still imperfect substitute for newspapers
According to a June 2008 review in BusinessWeek written by Arik Hesseldahl,
e-readers such as Amazon’s Kindle offer
“a fair, if imperfect, replacement for the
daily newspaper.”
Hesseldahl praised the Kindle’s sleek frame,
and was pleasantly surprised by its readability. He was less thrilled with the tedious
job of recharging the Kindle and its altered
“visual conventions of the printed page.”
“Headlines on the articles of Kindle-ized
newspapers are all the same size, and so
they lack the emotional punch conveyed by
big, screaming 80-point type,” he wrote.

kindle: generating
e-paper buzz
Although one among several offerings for
e-Readers, the Kindle has succeeded in generating a hefty amount of buzz, and several
newspapers around the world adopted Amazon’s device throughout 2008. Citigroup analysts predicted that Amazon’s Kindle e-reader
sales were expected to grow to 380,000 in

the year, comparing Kindle sales to those of
the iPod in its first year on the market.

In early 2009, Amazon launched what was
dubbed Kindle 2.0, the next generation of
Kindle, which included more storage, easier

The Shanghai Daily, an English language
newspaper in China, claimed to be the first
paper in China to launch an e-paper edition
compatible with the Kindle, bringing the
number of Amazon’s e-paper title to 18 in
May. Other major newspaper customers
included the Washington Post, the New York
Times, France’s Le Monde and Germany’s
Frankfurter Allgemeine.
In July, the Los Angeles Times became the
first Tribune Company paper to be available
on the Kindle. Although Kindle technology
wasn’t yet available in the UK, the Financial
Times and The Times followed suit in August,
offering Kindle-compatible e-paper editions
at a monthly fee of US$ 14.99 and US$ 9.99
respectively. In September, Californian paper
the Orange County Register announced
that all of its daily news articles would be
available through Amazon’s Kindle reader.
Digital and wireless subscriptions were
priced at US$5.99 per month or 49 cents
per newspaper issue.

Amazon’s Kindle has succeeded in
grasping the public’s attention, but
remains an “imperfect substitute” for
newspapers
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navigation and sharper text and images.
Some critics labeled the device Kindle 1.5
citing a lack of major improvements such
as a full-color display and a flexible screen,
which is the real gem in the quest for consumer friendly e-paper.
“Producing the versatile, flexible, crystal
clear electronic reading pane is a formidable
technological challenge. Several hardware
producers are achieving promising results,
but what they have launched up until now
are at best pilot devices to test the principles
and explore the market. However, the learning curve is steep and in a few years time
the assessment will be much more positive,”
commented Jan Bierhoff.

Quick Facts

HANDWRITTEN URDU-LANGUAGE PAPER STILL PUBLISHED
E-paper may be the future, but the oldest handwritten Urdu-language newspaper in India,
Musalman, has preserved its “old-school look”
and continues to employ an Islamic calligraphy
stylist. The paper’s four-page issues include
coverage of local and international news, editorials and a weekly Urdu poetry feature.
10 part-time reporters, writing in English, fax the stories to Syed Arifullah, Musalman’s leader, who takes up to half an hour to translate the stories into Urdu. The
content is then written by calligraphers, called katibs. Finally, negatives of the handwritten pages are made and are then pressed on printing plates.
Although the paper may not gather a lot of revenue, Arifullah decided to keep it operating as it is a “family heirloom” that was established by his grandfather more than
80 years ago.

the need for e-paper
standardization
In fact, some of the biggest breaks to the
advent of e-paper may be e-paper manufacturers and media players themselves,
as they battle to try set an industry-wide
standard for a reader.
“It would be nice to think that ebooks will
avoid the format wars between the likes of
Apple and Microsoft that have dogged the
development of digital music players, but that
seems unlikely,” reported the Guardian.

J>;IJ7CF;D=HEKF is a fast growing

Besides the choice of hardware, software
standardization will determine how electronic newspapers will be read in the future.
In these early e-reader days, many players
have tried to lock-in their customers in
proprietary solutions: Amazon connects the
Kindle to its own portal, iRex to its distribution platform, and operators like Orange
and Telecom Italia with dedicated hardware
and software.

operations, distribution companies and radio

“A seemingly attractive business model in
the short term, but a serious handicap for
widespread adoption of the technology,”
said Bierhoff. A major step forward is the
introduction of the epub format, adopted by
a growing number of larger publishers that
could become a de facto standard allowing
various content sources to be read, customized and transferred across e-readers from
most manufacturers. Anything goes on any
e-device: this seems to be the trend, and
newspapers should have their offerings
ready for it.

media group and Sweden’s biggest newspaper owner. Online communities, printing

stations are also part of the group. Stampen
has a turnover of approx. 540 million Euro.
mmm$ijWcf[d$Yec

Stampen AB, S-405 02 Göteborg, Sweden.
Tel +46 31 62 43 00
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online strategies and practical
tools for the digital newsroom
digital tools
for the modern journalist
New tools such as Yahoo Pipes, Google
quotes or CNN’s BackStory make it
easier for journalists to aggregate and
research content for stories.

edit: JRobin Wood

Still looking for more practical ideas and
tools for the newsroom of the 21st century?
The following is a broad overview of some of
the innovative features developed in 2008
that can help journalists and newspapers
in their work.

connecting, aggregating
and layering content
Yahoo! Pipes is an application that automatically creates related links from one story on
a newspaper site to another by comparing
content in the articles. The tool may be of
use to reporters pursuing beats or stories
as well as their audiences.
“With a few more tweaks to help narrow the
range of possible matches, as well as adding
the ability for editors to manually add a related
link, we’ve now got something that works
pretty darn good,” commented journalist and
blogger Howard Owens in March.
Poynter.org offered some tips on using
Yahoo Pipes:
• RSS feeds are important but non-feed
material like XML files or datasets may be
of use too.
• Invest time in the Yahoo Pipe since the
initial results may leave out things you want
or add things you don’t want.
• A Pipe may be published and then picked
up on a search engine, or may be showed
to select users by providing its URL.
• A Pipe’s output can contain interactive
maps, special websites, widgets, graphics
and other features that are more than can
be included elsewhere.
In April, Google launched a search feature
designed to make it easy for users and
journalists to browse through quotations
in news articles. Type a person’s name in
the search box on Google News, and recent
quotes from that person will show above
the search results. For more of a speaker’s
quotes, click on his/her name. There, users
will have the opportunity to search within

tips and resources

WHERE TO FIND THE BEST OF THE WEB
Editor & Publisher has been running a weekly “Best of the Web” column,
published on Fridays. The column highlights innovative features across the
US newspaper site landscape. In June for example, best ideas included:
Chicago Tribune’s compilation of a photo gallery detailing
the pursuit of a serial killer in Illinois and Missouri.
A multimedia package from the San Francisco Chronicle featuring
audio clips, photos, and a story on Cassandra Furlough, one of
three women cable car conductors in San Francisco.
The Las Vegas Sun’s Flight Delay Calculator, which provides readers with information
on airports’ statistics and average delays, ranking the airports from best to worst.
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the quotes. For example, entering “Iraq” in
the search box of John McCain’s quotes will
produce his quotes on Iraq.
In August, CNN.com launched BackStory, an
innovative tool that lets readers track the
development of stories. The new feature
permits news stories to be seen as scrollable
sideshows as new elements are added.
Articles are shown as a timeline which
has links to information about key players
of a given story. Background information
appears as links in a panel on an article’s
page, offering a short summary of stories.
Launched in late 2008, the Daylife Select
tool launched by news aggregating platform
Daylife aimed to bring a little of all of the
above together.
Through the Daylife platform, editors can
access content such as photos, YouTube
clips or blog postings on any subject they
are looking to cover. Simply put, if a journalist is writing an article on Barack Obama’s
health care policies, the Daylife system will
rapidly pull together all relevant stories,
pictures, video and so forth from a multitude
of sources. This database can therefore
provide you with all quotes from Obama
on healthcare and all photos of him at, for
example, a hospital.

tips and resources

WIKILEAKS: FIND THE LEAKED DOCUMENTS
“Imagine a world where companies and government must keep the public, or their
employees, or both, happy with their plans, and behavior,” said Julian Assange,
founder of Wikileaks. “That is the world we are striving to create.”
Wikileaks gives users the possibility to anonymously ‘dump’ documents onto the site.
It has been responsible for the leaking of several major news stories such as the U.S.
military’s operating manuals for its detention facility at Guantanamo Bay or reports of
the looting of Kenya by former President Daniel Arap Moi.
Though Steven Aftergood, head of the Federation of American Scientists’ Secrecy
Project, is critical of Wikileaks’ indiscriminate release policy, he admits Wikileaks
could be a powerful tool for journalists.
“Working reporters can use all the help and sources they can get, and Wikileaks does
have a track record of getting their hands on documents that other people haven’t,”
Aftergood says. “It also has the potential to introduce another layer of editorial judgment and I believe in editorial judgment on matters of confidentiality.”

spinspotter detects
newsroom bias
Launched in beta mid-2008, SpinSpotter aims to scan articles and expose bias,
misreporting and spin in the news online,
for example a political piece that gives a
one-sided story or uses colorful language
to exaggerate the facts.
Once downloaded, the SpinSpotter Spinoculars appears on the Web browser toolbar
and “flags” any bias in an article being read
with a red icon. Users with the software can
highlight and comment on questionable con-

tent using a guide to potential inaccuracies
and biases created by a panel of journalists
working at SpinSpotter.
“Most editors do perform this task, and
perform it quite well. But it is extremely
hard to be 100 percent objective 100 percent of the time – especially in an era of
declining advertising revenue when editors
and reporters are expected to do more with
less,” said co-founder and former Microsoft
executive Todd Herman.

“Imagine a world where

companies and government must keep
the public, or their employees, or both,
happy with their plans, and behavior”
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social media tools
Many newspaper sites have already included
social bookmarking tools (see chapter 5),
which enable users to link back to specific
news articles on the social networking
services they use: in March, the New York
Times included a Mixx bookmark button, in
addition to its Facebook, Digg, and Yahoo
Buzz bookmarking services.
The same month, Guardian.co.uk introduced
“clipping,” a more innovative feature that
allows readers to select stories they have
read and consolidate them on a profile page.
These profile pages can be accessed by
other readers, enabling a form of peerreview navigation of content.
Paul Bradshaw from the Online Journalism
Blog suggested some improvements that
could be made:
• Tagging and user categorization so users
can discover each other through shared
interests.
• Widgets/bookmarks, which would allow
people to clip material from other sites.
• A link for Guardian journalists’ clippings,
since readers would be interested in what
their favorite journalists are reading. Bradshaw writes that this would be a “great way
to keep readers on your site.”

In April, RedEye, the Chicago Tribune’s
free commuter daily tabloid, launched a
Facebook application that gave readers
an opportunity to become one of the five
participants in “Five on Five,” the daily mock
sports quiz offered by the paper.
The quiz features five regular RedEye writers or fictional characters, such as Bag

In June, The Daily News in the US introduced
a public-service and original interactive
map, by featuring the locations of potholes
around the city of Los Angeles – thus assisting LA Mayor Antonia Villaraigosa’s plan to
fix around a million potholes by the end
of 2008. Users had the possibility to add
locations of potholes themselves .
The Washington Post has also been successful with its online “interactive grocery
store,” designed to educate readers on

Readers can give their own responses on the
Facebook page, which will be voted on by
other Facebook users. The winner receives
a chance to appear in the paper as one of
the five participants.

tips and resources

TIPS FOR EDITORS TURNING TO THE WEB
The Next Newsroom Blog offered some tips for editors seeking to adapt to the digital
age and social media:
start a wiki: create wiki entries for news and information. It’s
a great public service and gives newspapers a chance to start
soliciting content generated outside the newsroom.
TwitterCamp: use Twitter in the newsroom, it helps to build a
community and for reporting and updating breaking news events
Create a community hub: pull together all of the information
from a community to make it easier for users to find.
Going one step further, let users even create their own profiles
and contribute content in the community hub.
Hold a CopyCamp: a session where people get together and talk about topics in
the newsroom - it’s a way to re-think old ideas and come up with new ones
Use Talkshoe to create podcasts: Talkshoe records phone
calls and turns them into MP3s so that newsrooms can turn them
into podcasts. It’s a great way to publish interviews

multimedia and interactive features
Many newspaper sites have stepped up
their visuals and interactive features (see
chapter 4). Thanks to free online tools such
as Google Maps, building an interactive map
to complement a news article has never
been easier.

Boy, who wears a shopping bag over his
head. They respond to five sports-themed
questions daily.
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healthy food choices. Users can choose
among similar products in the virtual grocery
store and get nutritional information about
their choices.

visual content at a click
Several sites and start-ups have developed
platforms to make it easier to search visual
content on the Web. PicLens is a plug-in that
transforms browsers such as Firefox into
“a 3D environment where you can search,
drag, and zoom around thousands of images
and videos across the web,” according to
Alec Jeong from Cooliris, the company that
developed PicLens.

tips and resources

JOURNALIST GADGETS
The 10,000 Words Blog offered some ideas for equipment
ideal for the multimedia journalist:
< The CompuFlash pen is able to digitally record up to 64 hours by
using a built-in microphone. It can also be used as an FM Radio.
This digital notepad can capture and store everything that
you write or draw on paper without the use of a computer.

< The Gorillapod is lightweight and is able to bend in all
directions, serving to keep a digital camera in place.

Journalist can use this plug-in to search and
view thousands of online photos and videos
instantly instead of browsing and clicking
through Web pages and search engines.
In July, Tickyboximage.co.za launched an
African image bank for young African photographers to display their work. Images
may be bought through the site and delivered via e-mail or on a disc. Ticky Box also
offers image sale history and exclusive
rights.

databases and
local directories
In May, The Spokane-Review in the US
received the first prize for Innovation, an
award inaugurated in 2008 by the International Newspaper Marketing Association.
The Spokane was rewarded for its very
user-friendly, comprehensive local business
search directory.
Although BizFinderNW is not editorial per se,
it does fit within the range of services that
a newspaper should offer: helping readers
and users to access local databases and
relevant information about their community’s businesses.
Local businesses can post a listing including their address, store hours, a map and
a photo for free. If interested, they can
then get a better position on the list or
enhance their description by paying for
those services.
Launched in January, BizFinderNW’s traffic remained limited: 4,000 unique visitors
and 30,000 to 50,000 page views monthly.

> The PowerStation Cable Organizer ﬁts
and charges most electronic equipment.
The lightweight SuperEar microphone
allows for enhanced audio capture
at a relatively low cost.

But the hard start-up costs for building the
directory were less than $10,000, and the
Spokane-Review had already made double
the amount in ad contracts.

tive, said it was vital to “get your content
to the place where people are consuming
information.”

games and entertainment

In the same vein of offering database listings, Washingtonpost.com introduced in
May a housing widget that enables users to
search for apartments near Metro stations.
The widget, the Post’s 25th in 18 months,
is powered by Google maps.

Many newspapers have tried to engage their
online audience by developing Web-based
games. In fact, the bulk of traffic to the sites
of the main tabloids in the UK is aimed at
game pages.

Ken Barbieri, Director of Business Development at Washingtonpost.Newsweek Interac-

But in a push to develop strategies for “serious games,” some media organizations
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have adopted sports-style brackets for uses
beyond their traditional role for mapping the
course of sports tournaments.
The Washington Post applied “bracketology”
in an online game about popular TV show
Lost (see image). The politics team at Congressional Quarterly created a bracket game
designed to help US Republican candidate
John McCain pick his VP.
According to Poynter blogger Ken Sands,
some studies suggest “tapping into people’s
gaming instinct makes repeat site visits
more likely.”
Among the most successful, USA Today’s
Candidate Match Game had drawn more
than 2.5 million unique visitors by June
2008, having launched in September 2007.
Senior Designer Juan Thomassie reported
the feature could keep readers engaged for
five to six minutes.

When a user’s mouse cursor is over a link, a pop-up window displaying further
information appears on the screen thanks to technology provided by Apture.

“We promoted it heavily on the USA Today
homepage, on the politics homepage and
in the newspaper,” he said. “Then, thru
blogs and word of mouth, it really started to
get some play in the media. It steamrolled
from there.”

Customization /
Navigation tools
In April, WashingtonPost.com rolled out a
new hyperlink technology, powered by tech
start-up Apture, for two of its blogs: The Fix
and Celebritology. When a reader puts the
mouse cursor over a link, an article, photo,
or video will pop-up on the same page
without clicking.
This technology not only keeps readers
on WaPo’s site, but also generates new
advertising inventory as advertisers demand
proof of engagement instead of simple page
views. Also, each pop-up window contains
a banner ad.
“We want to give people the ability to find
related content that doesn’t necessarily
take you to another page,” said Jim Brady,
the site’s former Executive Editor. “This
allows them to keep our articles in focus
as opposed to sending them to a wholly
different page that requires a back-button
functionality.”

Stitching adds value
to your newspaper!
Ever tried to balance a copy of your newspaper
with pages falling out when turning from one
page to another? Stitching solves the problem.
Contact us today and you can start stitching now!
More information at www.tolerans.com.

The world leader in in-line stitching
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conclusion

everyblock.com: what’s
happening in your neighborhood?
by Bhamini Nandakumar
Journalist
Editors Weblog
Newspapers may possess an advantage in the realm of hyperlocal
news: most of them have long reached out to the community they
serve through the print edition. Pure-online players, on the other
hand, have to build up a name in the communities they wish to
target. But this hasn’t slowed the widespread emergence of these
sites, led by Everyblock.com, a hyperlocal venture in the US set up
by former Knight News Challenge winner Adrian Holovaty.
Launched in January 2008, the hyperlocal news site enables users
to search for news stories and information by address, zip code or
neighborhood. Using open source software such as PostgreSQL,
PostGIS and Django (another Holovaty creation), the site crawls
traditional media sites and the Web for stories and geo-tags them
accordingly (see box). The programme code is adaptable to include
more communities or ‘blocks’ and sorts out information from
partner sites based on geo-tagging. Everyblock.com doesn’t aim
to compete with traditional media, but its geo-tagging technology
and functions have been widely mimicked by newspapers.
tips and resources

Geo-tagging: categorizing news items in relation to their
location and automatically placing them on local maps

Everyblock has illustrated its journalistic effectiveness on several
occasions. On 20th January 2009 for example, when Barack
Obama took oath as the 44th President of the United States, an
unoccupied house nearby the Mall, where millions were witnessing
the historical event, was burgled. Thanks to Everyblock’s hyperlocal
services, this information quickly spread, helping the community
and police to prevent further burglaries in the area. Said founder
Holovaty: “I think the concept of address-specific news is important
because people tend to be more interested in news that happens
near them. It’s as simple as that!”

community news and nothing else
Everyblock is representative of the trend towards hyperlocal content
across the news industry, by using databases and Web-based
mapping tools to keep people abreast of what is happening in their
immediate environment. Everyblock.com classifies any information according to geographical location and provides details about
crime records, real estate listings, restaurant inspections, building
permits and more in a particular neighborhood. Apart from such
civic information, the website also includes blog entries, news and
‘fun from across the web’.
However, this also means users won’t find any national, international
or even city-wide news. Neither is there any option for users to

directly upload information or photos. But thanks to partnerships
with other popular websites, Everyblock users can access a wide
variety of online information with local relevance. “For example,”
explains Holovaty, “you can’t upload your photos on Everyblock
because that’s what Flickr is for. If you want it to show up on our
site, go to Flickr and geo-tag it and it automatically shows up
here.” To get its information, in addition to crawling traditional
media sites (partnering with The New York Times in January 2009),
Everyblock collaborates with local government for access to local
public records. It also partners with several well-known names
from the Web, including Flickr for photos, Yelp for user reviews,
and Craigslist for lost-and-found information.

searching for a business model
Everyblock was born of Chicagocrime.com, which Holovaty initially
designed in 2005 to report on crime locations in Chicago’s streets.

Everyblock.com: what’s happening in your neighborhood?
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After winning a two-year, $1.1 million grant from the Knight Foundation, Holovaty proceeded to expand the idea of the Chicago-based
site into a full-blown hyperlocal news operation. Holovaty speaks
modestly about his six-member team, which remains based in his
hometown, Chicago. “We are just a bunch of people typing into
computers,” he says. This six-member team has so far developed
the site to cover 11 major US cities, including among others Boston,
Los Angeles, New York or Washington DC.
Under the conditions of the grant though, Everyblock’s source
code will be made publicly available when the grant expires in
June 2009. Past that date, it remains unclear how Everyblock’s
business model will be sustainable.
Holovaty hopes for the project to become a for-profit business,
by adapting clever advertising models and building partnerships.
“We hope to sustain ourselves somehow,” he says. Everyblock’s
source code can be useful to newspapers, but “only if they have a
computer programmer on their staff,” he explains. One possibility
for Everyblock’s future is to make the application available for a
monthly fee. In this model, the Everyblock team could manage
the technical details, while offering the newspaper or customer a
convenient hyperlocal platform to implement on their site. Though
a sustainable business model is yet to be put in place, this model
will allow newspapers to leave the technical details to Holovaty’s
team and focus on the content.

Is Everyblock journalism?
A number of newspapers and media agencies have been contacting Holovaty to implement the application on their websites. The
Chicago Tribune was one of the first to adopt the tool by adding
a widget on its website that allowed users to browse articles by
location. The trend quickly caught on.
Of course, hyperlocal news has been on the mind of traditional
media for some time and many outlets have followed their own
route. For example, The Dallas Morning News launched 47 different
hyperlocal news websites in January 2009, and Northcliffe Media

in the UK launched 45 new websites to expand its local Thisis
network in September 2008.
People have often asked Holovaty whether Everyblock’s content is
journalism or not. Holovaty responds prudently, describing Everyblock as a resource for readers to find useful information, while
not intending to replace traditional news outlets. “I would rather
build a site that is useful to people. But it would be a pity if people
used us as their only source of information. It does not replace
traditional media; it goes along with it. It is filling in a niche,” says
Holovaty. He believes that it is “just another choice” that people
have. In an interview with the Chicago Tribune Holovaty described
as “ridiculous” to think that a site like Everyblock could put US
newspapers in (bigger) jeopardy.
“I don’t consider EveryBlock a competitor to traditional news
outlets because we only include news that has to do with specific,
granular locations – not citywide, statewide or nationwide news,”
says Holovaty.
Everyblock has already demonstrated how hyperlocal coverage can
complement news stories. For example, after a string of bribery
arrests in Chicago, EveryBlock cataloged every address mentioned
in the police file. Readers were then able to access the information
through a list and map of bribe locations.
“In this case, the data is telling a story that otherwise might seem
a little distant to you until you see how the issue may in fact be
a very real one right in your backyard, so to speak,” wrote Matt
McAlister of Inside Online Media. McAlister believes that the next
step for EveryBlock is to “open the reporting and mapping process”
to anyone interested. “The wider community could then benefit
from the work of a few, and suddenly you have a really powerful
local news vehicle,” he said.
Are hyperlocal news and Everyblock-type platforms the solution
for the future of journalism? There’s no way to tell, but as Holovaty
says, “People love it!”

Adrian Holovaty led the way
to a new generation of hyperlocal news sites when he
launched Everyblock.com. It
remains to be seen whether
Everyblock’s business model
will be viable in the long run.
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chapter

TOP PRINT AND WEB
DESIGNS
top 10 website designs

top 5 newspaper designs

As the Web rapidly becomes the most popular platform for news consumption,

newspaper designers have also been shifting their attentions. Some designers are taking
traditional newspaper design features, such as easily navigable pages, and applying them to
news websites. But other designers in both print and Web news are beginning anew, seeking
the freshest looks that reflect the modern news landscape.
To gain an idea of news design in the digital age, The World Editors Forum asked five top
newspaper designers (see bios below), to name their Top 10 news website designs and Top
5 newspaper designs of 2008. This chapter compiles the news organizations that most commonly appeared on their lists in no particular order. Each example includes several design
examples and is accompanied by a text written by the designers. The World Editors Forum
congratulates all news organizations on their nomination.

Jacqueline Wu Boey
wuyej@sph.com.sg

Alberto Cairo
cairo@email.unc.edu

Robb Montgomery
ceo@visualeditors.com

Martin Huisman
martin.huisman@
demorgen.be

Anders Tapola
anders.tapola@smp.se

Jacqueline Wu Boey is the Creative Director of the Special Projects Unit of Singapore Press Holdings
(SPH). Her works have won several newspaper design awards including Ifra Asia Media Gold and
Silver, the Judges’ Special Recognition Awards and Panpa’s Best Advertising Feature/Supplement
Award. She has also led a team of designers to redesign AsiaOne, a web portal run by SPH and its
TV and print branding campaign. Her creative work on the AsiaOne TV ad campaign won The Asia
Film, Video and Digital Media Award.
Alberto Cairo is James H. Schumaker distinguished assistant professor of infographics and multimedia at the School of Journalism of the University of North Carolina at Chapel Hill (US). He regularly
works as a consultant for publications worldwide through his company, www.visualopolis.com.
He is the author of ‘Infografia 2.0’, a book on information visualization in the news. His personal
website, www.albertocairo.com, is considered a major resource in this field.

Robb Montgomery has worked as an editor for the Chicago Sun-Times and the Chicago Tribune and
has redesigned newspapers including The Examiner for San Francisco, Baltimore and Washington,
D.C. He currently consults with editors in the Middle East, Asia, U.K., Europe and North America to
improve their video journalism and online multimedia reporting.

Martin Huisman graduated as an industrial designer, specialized in Graphics. He started his career
in Amsterdam as a magazine-designer. Ultimately that brought him to Belgium where he worked
as an art director for a number of monthly and weekly magazines. September 2001 he changed
to newspaper-design as art director of ‘De Morgen’, until this day. De Morgen won the European
Newspaper-design Award twice, in 2004 and 2006.
Anders Tapola is President of the Society for News Design Scandinavia since 2007. He is Head of
Design at Smålandsposten, Växjö, Sweden, and has been working as a journalist for more than 30
years. In 2001 he was doing the redesign when Smålandsposten went from broadsheet to tabloid,
together with Danish Design Consultant Ole Munk. The redesign received a silver medal in Society for
News Design’s competition Best of Scandinavian News Design in 2002. In 2007 he worked together
with Swedish Design Consultants Rickard Frank and Jacob Nordström on a new redesign of Smålandsposten. Anders Tapola is also a reviewer of music and fermented beverages – mostly beer.
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bbc.co.uk
united Kingdom

Marrying the best of both worlds

the clever use of white space, it is visually pleasing and is still a
breeze to browse through.

Two very different processes are involved in the
design of website and print pages. To design print, the
sky’s the limit when it comes to the availability of state-of-the-art
instruments and software tools. But in web design, there are many
design constraints. This is why most websites of the same genre
don’t look very different from one another.
bbc.co.uk, however, manages to use bright colours, clean line grid
to make an elegant and evocative site that is uniquely its own.
The site is packed with substantial news and information yet with
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BBC NEWS CHANNEL
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News feeds |

LATEST: Two workers from French aid agency shot dead in Sudanese region of Darfur, the UN says._

Oscar joy for Slumdog Millionaire

OTHER TOP STORIES
Rock to revive mortgage lending

Scotland

Van firm LDV seeks government aid

Wales

Call for thousands more UK homes

Business

Suspects detained in Cairo blast

Politics

Online child abuse images warning

Health

Springsteen tops Glastonbury bill

Education
Science & Environment

ALSO IN THE NEWS

Technology

Fishing scheme throws lifeline to
endangered albatross

Entertainment
Also in the news
Video and Audio
Have Your Say

SPORT HEADLINES

Magazine
In Pictures
Country Profiles
Special Reports

Related BBC sites
Sport

Arteta's season ended by injury

British film Slumdog Millionaire wins eight Oscars including best
director and best picture, while Kate Winslet wins best actress.
Oscars 2009: The winners

Mumbai slum hails its stars

As it happened: Oscars 2009

Oscars: Full coverage

Oscars in two minutes

Boyle does a 'Tigger'

Weather
Radio 1 Newsbeat
CBBC Newsround

Guantanamo man
flying back to UK

Contaminated
blood cases 'tragic'

Benitez hangs on to title hopes
Beckham still hopeful over Milan
HAVE YOUR SAY
Do you agree with the Oscar
choices?

On This Day
Editors’ Blog
Site Version
UK Version
International Version
About the Versions

Languages

A British resident detained at
Guantanamo Bay for more than
four years is on his way back to
the UK.

An inquiry says "procrastination"
led to thousands of people
contracting HIV and hepatitis C
from contaminated blood.

VIDEO AND AUDIO NEWS
Oscars 2009: All the
best bits

Two-minute summary

Slumdog's young stars'
red carpet joy

Radio news summary

MOST POPULAR STORIES NOW
E-MAILED

READ

WATCHED/LISTENED

1

When on line friends spell danger

2

Banksy works to be painted over

3

Sleepness grumps seen in brain

4

EU blue card to tempt skilled

5

In pictures: Banksy auction

FEATURES, VIEWS, ANALYSIS
TV AND RADIO PROGRAMMES
Gangs, Guns And Families
The mother who studied her son's
gang involvement for a PhD
Decision time
Should you think first
before you click
on this?

Boom to bust
The Great Depression
in sound and pictures

Robert Peston
Is it realistic to
expect a serious
Rock revival?

Newsbeat
Ticket site aims to stop touts

The other difference between print and web design is flexibility in
the latter. And this is exactly what bbc.co.uk has exploited to make
the site highly reader-friendly. By allowing readers, via the click of
the Edit buttons, to customise the page to their personal preferences
- like what, where and how they like their news to appear - gives
them a sense of ownership and control. The navigation buttons
are also well displayed making the site less intimidating to new
users. bbc.co.uk has succeeded in bringing together the best of
print and web design techniques.
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www.soitu.es
Spain

Soitu is one of he most innovative online-only publications in the Spanish-speaking market. What really
impresses me about its work is how it uses widgets,
software tools that anybody can embed in their own
websites. Soitu created a widget for the Spanish presidential
elections of 2008, and it got almost 100 publications worldwide

using its content (and promoting its brand, as the widget had
Soitu’s logo on it). The innovative part is not only that Soitu uses
widgets, but that it makes its programming code freely available
to anybody. Pure viral marketing. Also, the way it organizes and
tags content is really fresh.
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nytimes.com
USA

For me nytimes.com is the frontrunner as a news site,
just a toe-length before the BBC’s news site, concise
in big capital letters, yet comprehensive in the total
offering of news facts. It’s amazing how well organized
the sight looks and feels, while using all the tricks of the trade in
interactivity. What gives NYT.com the edge, though, is its excellent

use of infographics, both Flash and static. A lot of the ideas that
form the basis of its representation of facts is simply brilliant.
The interactive maps are superb, stuffed with information. I keep
wondering if The Times can do without the print-newspaper, the
root of all their news, which seems so conservatively designed,
while the site sets a design benchmark.

148

Top 10 website designs

PAGE

www.g1.com.br
Brazil

G1, O Globo’s news website, has the strongest online
information graphics desk in Brazil. It produces highquality animated explanations on a regular basis,
and its average quality is really high. Apart from this,

G1’s multimedia content (videos, audios, fed by Globo’s strong TV
operation, and also created by the online newsroom) is generally
excellent.
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www.svt.se
Sweden

Black and deep purple are the colors in the header
at www.svt.se. The design is just so cool and sober,
but still very vibrant. The web site is very light, easy
to understand, and therefore accessible. It’s always
easy for the readers to update themselves at the site; the latest
international and national news are well portrayed in the main

section. In addition, it’s very easy to navigate when you want to
skip the news, and are looking for something else. When people
are using this website, I suppose they first want information about
television. It doesn’t matter if you are looking for sports, documentaries, entertainment or more news. It’s all very manageable, and
information about various television shows is easily reached.
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24sata.hr
Croatia

Croatian news site 24sata.hr (24hours) is unique worldwide as the only such site having no scrolling. It fits the size
of the computer screen, one screen only in any resolution:
it has been made for most commonly used resolution 1024
x 768 px, but it will dynamically extend vertically with news
lists and recommendations for any bigger resolution. Being
in one screen makes 24sata simple, usable and much more
intuitive. This simplicity has proven to be a huge success.
The concept was launched in September 2007 and by beginning
of 2009, it had driven unique users from 30.000 to 200.000 per
day with a jump in page views from 800.000 to incredible 3.1
million per day.

The site includes multimedia and is interactive and multifunctional.
Users can choose to view the front pages of sections, browse
the whole site or specific sections like in a print newspaper. All
stories have the flexibility to be viewed in text, video and photo
gallery format which appear instantaneously in one screen, without
jumping from one format to the other. In December 2008, 24sata
also launched the PHOTO version of its site, which gives users a
flash-based trendy interface and a slideshow navigation in which
the content rotates horizontally. Instead of clicking through the
sections of the website for the interesting stories, users just skim
through the images and titles, save their time and focus their
attention on the content.
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www.thefirstpost.co.uk
United Kingdom

The First Post is a daily Web site that not only looks
like, but actually feels like a fully-charged news
magazine. The home page is a destination and never
fails to capture the moment through aggressive photo
editing, clever wordplay and strong sectioning. It simply stands
apart as the rare example online where skills crafted in the print

world directly seem to relate to this online magazines’ attraction.
When it comes to editing photo stories to tell the big stories of the
day, The First Post simply stands above many others in editing for
impact, clarity and import.

152

top 10 website designs

PAGE

www.wired.com
USA

Wired has always been comfortable living in the
future - even when it was first launched as a monthly
magazine, the editors seemed to be able to surprise,
enlighten and provoke readers with its dizzying mix of
future technology, geek-chic art and cyber-sociology. As an online
entity, wired.com somehow manages to do this every day.
What sets Wired.com apart is not only the eclectic visual editing
but the brave publishing move to “pre-publish” some of it’s best
stories online, often weeks ahead of appearing in the print maga-

zine. Where most publishers are considering not putting the same
content online that they publish in print, Wired’s success seems
paradoxical. One example is the March 2009 article on “The Untold
Story of the World’s Biggest Diamond Heist”. Wired.com serves up
not only the article text but smartly embeds video segments and
other made-for-web media like Google map mashups as part of
the reading experience. Wired understands how to smartly tailor
its original content for both print and internet consumers without
harm to either product.
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www.thedailybeast.com
USA

Following design blogs and always on the lookout for
interesting sites I stumbled on Tina Brown’s The Daily
Beast. The first thing that came to mind was pure
originality. Clear, uncluttered design, a site that mixes
original content with the selected stories of the day. ‘Read this skip
that” says it all. Being a guide in the tower of news Babylon it sets
new standards in design where form follows function. I love the

“must reads”; take your pick and it will lead you deeper into the
site, always very neatly presented without being an overdressed
color-book. It uses photos and videos very well. What I especially like
are the small pictograms used in a very organized way. The design
holds onto the smallest details, for example the tiny pictograms.
The Daily Beast could quite as easily have been called The Daily
Antelope - fast and elegant.
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lemonde.fr
France

Le Monde.fr, in constant evolution, launched its latest redesigned
version in July 2008, offering even more clarity in its daily handling
of international news, with more multimedia content and audience
contribution. Reactivity being key, the homepage continually adapts
itself so as to ensure the focus needed for important news events.
In addition to the substantial news available in the free version,
the subscriber section offers more depth as well as an important
community environment where the journalists’ analysis is combined
with the readers’ own critique, experience and expertise.
Le Monde.fr iPhone application
At the end of 2008, Le Monde.fr accelerated its mobile deployment.

The objective was to offer seamless news access to appeal to an
ever more nomadic population, eager to have real-time information
at their disposal whilst on the go.
Le Monde.fr designed an application to give readers a thematic
catalogue of daily news in a highly personalized manner. Visually,
the design successfully adapts the existing website to the all
important iPhone ergonomics. This modern application renders
the journalistic and multimedia content easy to access and easy to
use. Targeting a broader audience of both iPhone and iPod Touch
owners, 4 months after its launch, the application was downloaded
by more than 400,000 people and is currently one of the top iPhone
applications in France.
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The Beijing News
China
Bold and Modern
When I first saw the pages of The Beijing
News, I was excited and impressed. The
design of the pages is bold and reflects aesthetic judgment. It has a modernistic feel. This is in contrast to the
traditional Chinese newspapers pages which are often
too loud, too garish and crowded.
The Beijing News uses illustration as the main element of
the page and yet does not steal the thunder from the story
but instead accentuates it. Looking at these illustrations,
it is apparent how much care and thought have been
put into each work. Such integration of word and image
illuminates the page, captures the reader’s attention and
makes each story more appealing to read.
There are a number of beautifully and intelligently
designed newspapers emerging in Asia, especially in
China, in recent years. These works are not widely recognized yet perhaps because of the language factor
since less attention has so far been given to non-English
Asian publications. Perhaps soon, these publications will
begin to make their mark in the world of newspaper
design. The Beijing News has made a promising stride
in this direction.
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Team GB
go gold,
gold, gold
and gold
(+2 silver)

Christine Ohuruogu
Women’s m

Chris Hoy
Sprint cycling

Christine Ohuruogu ﬂies the ﬂag after becoming the ﬁrst British woman to win the 400 metre Olympic title Photgraph: Guo Dayue/ Xinhua/Photoshot

Revealed: the massive scale
of UK’s water consumption
Each Briton uses , litres a day when hidden factors are included

12A

Felicity Lawrence
The scale of British water consumption
and its impact around the world is revealed
in a new report today, which warns of the
hidden levels needed to produce food and
clothing.
The UK has become the sixth largest net importer of water in the world,
the environment group WWF will tell
a meeting of international experts in
Stockholm, with every consumer indirectly responsible for the use of thousands
of litres a day. Only 38% of the UK’s total
water use comes from its own resources;
the rest depends on the water systems of
other countries, some of which are already
facing serious shortages.
The study makes the ﬁrst attempt to
measure the UK’s total “water footprint”
and highlights the extent to which our
imports come from countries which are
running out of fresh water. It calculates
that:
• Average household water use for
washing and drinking in the UK is about
150 litres a person daily, but we consume
about 30 times as much in “virtual water”,
used in the production of imported food
and textiles;
• Taking virtual water into account, each
of us soaks up 4,645 litres a day;
• Only Brazil, Mexico, Japan, China and
Italy come higher in the league of net
importers of virtual agricultural water.

Nicole Cooke
Gold
Cycling, Women’s
Road Race

Rebecca Adlington
Gold
Swimming, Women’s
400m Freestyle

Joanne Jackson
Bronze
Swimming, Women’s
400m Freestyle

People in poorer countries typically subsist on 1,000 litres of virtual water a day;
• Different diets have different water
footprints. A meat and dairy-based diet
consumes about 5,000 litres of virtual
water a day while a vegetarian diet uses
about 2,000 litres.
“What’s particularly worrying is that
huge amounts of the food and cotton we
consume are grown in drier areas of the
world where water resources are either
already stressed or very likely to become
so in the near future,” said Stuart Orr,
WWF’s water footprint expert.
With modern patterns of consumption,
businesses and consumers are inadvertently contributing to the slow death of
some of the world’s most important rivers, the charity warns, and we may not be

A litre of
bottled water
takes nine litres
of water to
produce
One green bean
from Kenya
takes four
litres of water
to produce

David Florence
Silver
Canoeing, C1 Slalom

able to depend on the same supplies in the
near future.
Experts at this week’s World Water
Week forum in the Swedish capital are
increasingly talking of fresh water as “the
new oil”, a ﬁnite resource that is running
out in some areas and will become more
and more expensive with a knock-on
impact on consumer prices.
British retailers are already examining
how much of their food comes from areas
where water reserves are depleted and
whether they will need to relocate some
of their production as water runs out.
Marks & Spencer is working with WWF
to calculate the water footprint of its
entire food and clothing ranges. M&S’s
technical director, David Gregory, said the
availability of water over the next decade
was already a key part of the company’s
strategic decisions about where to source
food for its stores.
“We are already in discussion with
WWF about our decisions about where to
grow crops in the future,” he said.
The retailer is auditing the water footprint of five key crops — strawberries,
tomatoes, lettuce, potatoes and roses —
to establish where and how they should
be grown in the next few years
to make best use of water
resources. The WWF report
identiﬁes Spain, northern African countries including Egypt and Morocco, South
Africa, Israel, Pakistan and Uzbekistan as
countries which face acute water stress
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Tina Cook
Bronze
Equestrian,
Individual Eventing

and yet supply the UK with substantial
exports of their water.
Sainsbury’s agronomist, Debbie Winstanley, conﬁrmed that water would be
“on every agenda in sourcing food”.
“From our point of view we’ve got to
look at where our growers are going to get
their water from,” she said. Most British
supermarkets currently depend on southern Spain for salad crops, such as lettuce,
cucumbers, tomatoes and peppers, as
well as broccoli out of season through the
winter months.
But over-extraction of water for horticulture and the tourist industry have led
to a crisis there. Aquifers have become
severely depleted and the water table
has been inﬁltrated by the sea. “There are
massive challenges with water in places
like Murcia [southern Spain]. We have to
look at least 10 years ahead in terms of
security of supply. Murcia will have to look
very diﬀerent in ﬁve years’ time.
“We’ll have to look at new desalination
technologies, and we may have to look at
crops that can cope with more saline conditions, such as broccoli. We take tomatoes out of Morocco in winter, and we’ve
looked very hard at Moroccan water, but
it’s complex; if you use more greenhouse
production here it uses more energy. Peas
and beans are a steady all-year market.
We’ve got to think about how we get them
here in a responsible manner,” she said.

Paul Goodison
Sailing Laser class

Victoria Pendleton
Sprint cycling
Medal table
1 China
2 United States
3 Great Britain
4 Australia
5 Germany
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THERE ARE THREE
STRANGERS IN THE
ROOM THAT YOU
NEED ON YOUR
SIDE. HOW DO YOU
GET THEM TO WARM
TO YOU?
COULD
YOU BE AN
O P E R AT I O N A L
OFFICER?
www.mi6officers.co.uk
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Emma Pooley
Silver
Road Cycling,
Women’s Time Trial

Chris Hoy
Gold
Track Cycling,
Keirin

Bradley Wiggins
Gold
Track Cycling,
Individual Pursuit

Rebecca Adlington
Gold
Swimming, Women’s
800m Freestyle

The Guardian has been a favorite of mine
even before it converted to the Berlinersize. So I was very curious about what it
would come up with the day of the big
size-down in September 2005. When the big secret
was presented I was amazed and delighted. A never
seen before innovative approach 180 degrees against
the tabloid-trends that were thriving at that time. Where
Apple created the userfriendly and very basic iPod, The
Guardian became it’s philosophical partner in newsprint.
And until this day the design grows riper. The brilliant
use of whitespace, the classy overall feel, while never
forgetting it’s a newspaper and not a magazine. Use of
photos is great, and it is not scared of using two full
pages for one great photo, while at the same time not
scared to not use a big photo at all. Mark Porter and his
team created in my opinion a timeless design, which in
these times of crisis and change seems an impossible
concept. So just in case I will keep on wondering about
what they will come up with next.

There’s panic right
now, but reassuring
the public is an
important role we
can play
Shelly Lazarus, page 7

Monday 06.10.08
Ross Edgar
Silver
Track Cycling, Keirin

Daisy Dick, Mary King, William Fox-Pitt, Tina Cook, Sharon Hunt
Bronze
Equestrian, Team Eventing

Peter Reed, Tom James, Steve Williams, Andrew Triggs Hodge
Gold
Rowing, Men’s Coxless Four

Chris Newton
Bronze
Track Cycling,
Points Race

Jason Kenny, Jamie Staff, Chris Hoy
Gold
Track Cycling, Team Sprint

Ben Ainslie
Gold
Sailing, Finn Class

Rebecca Romero
Gold
Track Cycling,
Women’s Individual
Pursuit

Steven Burke
Bronze
Track Cycling,
Individual Pursuit

Wendy Houvenaghel
Silver
Track Cycling,
Women’s Individual
Pursuit

Louis Smith
Bronze
Gymnastics,
Pommel Horse

Anna Bebington, Elise Laverick,
Bronze
Rowing, Women’s Double Sculls

Sarah Webb, Sarah Ayton, Pippa Wilso
on
Gold
Sailing, Yngling Class

Stephen Rowbotham, Matt Wells
Bronze
Rowing, Men’s Double Sculls

Zac Purchase, Mark Hunter
Gold
Rowing, Men’s Lightweight Double Sculls

We should be celebrating its success – yet the corporation is under attack from all
sides, writes Polly Toynbee. Overleaf, Guardian writers launch a debate on its future
Annie Vernon, Debbie Flood, Frances Houghton, Katherine Grainger
Silver
Rowing, Women’s Quadruple Sculls

Joe Glanfielld, Nick Rogers
Silver
0 Class
Sailing, 470

Acer Nethercott, Colin Smith, Matt Longridge, Alastair Heathcote, Josh West, Richard Egington, Tom Lucy, Tom Stallard,
Alex Partridge
Silver
Rowing, Men’s Eight

Where the medals have been won

Ed Clancy, Bradley Wiggins, Geraint Thomas, Paul Manning
Gold
Track Cycling, Men’s Team Pursuit
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Silver
Swimming, 10km
Open Waterr Marathon

Iain Percy, Andrew Simpson
Gold
Sailing, Star Class

Paul Goodison
Gold
Sailing, Laser Class

Christine Ohuruogu
Gold
Athletics,
Women’s 400m

Germaine Mason
Silver
Athletics, Men’s
High Jump

Keri-Anne Payne
Silver
Swimming, Women’s
10km Open Water
Marathon

Cassie Patten
Bronze
Swimming, Women’s
10km Open Water
Marathon

Tim Brabants
Gold
Canoeing, Men’s K1
1,000m

Heather Fell
Silver
Women’s Modern
Pentathlon

David Price
Bronze
Boxing,
Super-heavyweight

Tony Jeffries
Bronze
Boxing,
Light-heavyweight

James DeGale
Gold or Silver
Boxing, Middleweight
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hybrid sitting like an elephant in the
middle of the market. Ofcom is one of
the BBC’s most dangerous predators,
eager to snatch bits of it to prop up other
broadcasters. As competition regulator,
it makes the ideological assumption that
increased competition would raise BBC
standards. But the view that all competition is good for the media is disproved
time and again. Intense newspaper competition in the UK has driven down quality, and the BBC gets the most passionate audience appreciation scores for the
very things that face least competition —
Radio 4, Radio 3, CBeebies and the like.
Rupert Murdoch is the BBC’s most
dangerous enemy, directing his press to
attack it on every ﬂank. His reasons are
ideological and commercial: he wants it
out of his way, and his sway over politicians is legendary. However, others in the
commercial world share his aggravation
at what they see as the BBC’s overbearing presence in some parts of the media
landscape. Kangaroo (internet video on
demand), which the BBC launches soon
with ITV and Channel 4, is under investigation by the Competition Commission.
But there are grievances against the
BBC advanced by other enterprises trying to ﬂourish in its hefty shadow that
need to be addressed. The BBC, where I

was once social aﬀairs editor, would do
well to respond sensitively and cooperatively. It could do more to open its facilities, its content and its technology to all
comers, as it does with Freeview, allowing all manufacturers its chip for free. It
spends £40m a year training all comers
from other companies for free. More of
that spirit of open access needs to permeate its oﬀer when Mark Thompson
presents proposals to the BBC Trust next
month.
The BBC is always caught in cross-currents, because it is such a curious beast.
The Trust suﬀers the same dilemma
as the Board it replaced, acting as both
champion and overseer — though it
has been much tougher on BBC misdemeanours. The alternative — to hand
the BBC over to Ofcom — is unthinkable.
Ofcom would tend to split the diﬀerence
between the BBC and its competitors to
create some kind of commercial “level
playing ﬁeld”.
But the whole point about the BBC is
that it stands outside the market. Others
just have to swim alongside it as best
they can, the way private health has to
survive alongside the NHS. That is in the
public interest.
However, the BBC’s commercial
activities do need to be fair. BBC World-

wide is purely commercial, selling the
lucrative likes of Jeremy Clarkson,
David Attenborough and In the Night
Garden toys across the globe — quite
rightly maximising cash to plough
back into programmes. But there are
boundaries it risks crossing: it retreated
from some glossy magazines that had
no connections with its programmes.
There was indignation at the BBC buying Lonely Planet to own a commercial
travel enterprise in direct competition
with others, unconnected with any BBC
programmes. It’s one thing to spin oﬀ
everything it can from its own creativity — quite another to big-foot into any
market that takes its fancy. These have

Direct competition

Kiss and tell

Dear dowry

mediaguardian.co.uk

Steve Hewlett: Ofcom’s
decision on Sky may keep
the industry happy – but it
does little for consumers

Secret aﬀairs. Flirtation.
How Condé Nast stole
the heart of Pop editor
Katie Grand from Bauer

Lost in Austen was a highconcept critical success. But
it may not prove a classic
moneyspinner for ITV
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Monday Evening
Standard Inﬂuentials
magazine launch Tuesday
Westminster media forum
keynote speech Friday
National newspaper ABCs

The Trust suﬀers the
same dilemma as the
Board it replaced,
acting as both
champion and overseer

been minor incursions, but to avoid
errors being used as a battle ﬂag by mortal enemies, the BBC needs to publish a
clear line deﬁning the limits to its legitimate business enterprises.
The Guardian is the BBC’s ﬁrm champion and defender against both political
and commercial predators. But as the
BBC draws up its own response to these
criticisms, we oﬀer some suggestions to
help save it from encircling foes.
When the licence fee comes up for
negotiation in 2012, both L
Conservatives are toying with top-slicin
it to pay Channel 4, of handing ov
Worldwide and other ways to cut down
its size and ambition. With broadcasting
increasingly delivered online, BBC enemies seek to challenge the idea of the
licence fee — though it was always an
odd tax for a unique organisation. Paid
for by all of us, it invites intense criticism when it fails, when it infuriates,
when it is just not good enough. But at
less than the price of a daily newspaper,
the BBC remains astounding value. Any
government that seriously threatens to
diminish it would face a mighty public
uproar. But for protection, the BBC
needs to keep checking itself to make
sure its own behaviour oﬀers no hostages to ill-wishers.
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18 golds, including
eight in cycling;
13 silvers and 13
ronze. James DeGale
is guaranteed either
gold or silver in the
middleweight boxing

he BBC stands as the only
truly admired emblem of
Britain; trusted, envied
and valued, a gift to the
rest of the world. The
proof is that BBC online
is the third most visited
website in the world.
How typically British, though, that the
BBC should be constantly harried and
threatened by politicians of all parties.
There is something about its very success that provokes them into seeking
devilishly clever ways to undermine its
funding base or its freedom to excel in a
ﬁercely competitive market. Every new
culture minister or spokesman itches to
prove their modernity and orginality by
devising clever ways to clip the corporation’s wings. Why? Some may be irked
by what every party imagines to be
political bias, but that’s not really the
cause. No, they feel the pressure from
relentless campaigning by newspapers
of the right — and that’s some 80% —
against the very idea of a special tax to
pay for a great national talisman.
The BBC’s continued existence is a
red rag to the blue press, an anti-market
endeavour they long to privatise or shrink
to insigniﬁcance like the American PBS
channel. They see the BBC as a curious
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Publico
Spain

Publico is the youngest national print newspaper in Spain. Under the leadership of
director Ignacio Escolar and thanks to the
work of several highly talented visual journalist, Publico has given the news information visualization field in Spain a much needed push forward.
Its layout is clean and well structured, and its graphics are
simply the best that are being published in the country
at the moment, even considering its fairly small design/
graphics desk.
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Akzia
Russia

This biweekly Russian free newspaper
feels fresh, young and unexpected. The
newspaper is produced by a – constantly
reorganizing – group of young enthusiasts
in Moscow. The first issue was launched just a few years
ago, which is actually an incredible story about realizing the impossible saga. Before going into business,
hardly anyone in the team knew that much about news
design, which helped avoid any ‘old fashioned worries’.
Instead, they obviously didn’t care about such ‘futilities’
as know-how and experience from the publishing sphere.
They just went ahead and did the job! And this strategy
has evidently paid off well. At the 2009 Society of News
Designs annual award, Akzia was appointed World’s Best
Designed for the second year. Notwithstanding all the
achievements, Akzia is incessantly subject to shifting
redesigns. New team members constantly bring new
ideas on how to do the job, which means Akzia is always
dressed in new high fashion. Can these new wardrobes
cause any problems to the readership? No, I don’t think
the readers mind that much if you always give them a
better product. And I believe that Akzia, as well as other
newspapers, can redesign frequently as long as the teams
really are familiar with their audiences.
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Anni Friesinger

Das Eis ist
nicht genug
S P O R T, S . 2 4

Bundesliga

Kaffee und Koks

Sebastian Koch

W I R T S C H A F T, S . 4 2

FEUILLETON, S. 27

Doping
im Büro

Schalke - Berlin . . . . . . . . 1:0
Frankfurt - Bochum . . . . . 4:0
Karlsruhe - Bremen . . . . . 1:0
Cottbus - Stuttgart . . . . . .0:3
Bielefeld - Dortmund . . . .0:0
M’gladbach - Leverkusen . .1:3
S P O R T , S . 17 — 2 4

Mehr Mut
zum Risiko

Amerika hilft der
Autoindustrie
Deutsche Hersteller verlängern ihre Zwangspausen
F.A.S. Washington/Frankfurt.
Angesichts vieler arbeitsloser Menschen ist der amerikanische Kongress bereit, mit Milliarden Dollar
die heimische Automobilindustrie
zu unterstützen. Demokraten und
Republikaner stehen kurz vor der
Einigung auf ein Hilfsprogramm,
das in der kommenden Woche verabschiedet werden soll. Allein im
November gingen in den Vereinigten Staaten 533 000 Jobs verloren,
deutlich mehr als befürchtet.
Nach den Plänen könnten für
die Autobauer Nothilfen zur Existenzsicherung zwischen 15 und 17
Milliarden Dollar bereitgestellt werden. Das wäre deutlich weniger als
die 34 Milliarden Dollar, um welche die Chefs der drei großen Automobilunternehmen General Motors, Chrysler und Ford gebeten
hatten. Offenbar geht es erst einmal um eine kurzfristige Überbrückung, bis die neue amerikanische
Regierung im Januar im Amt ist.
Der Bankrott einer der drei großen
amerikanischen Autofirmen wäre
ein „wirtschaftliches Desaster“ , sagte der Vorsitzende des Finanzaus-

schusses im Repräsentantenhaus,
Barney Frank. Die bisher geführten Gespräche seien sehr konstruktiv gewesen, bestätigte ein Sprecher
des Weißen Hauses am Samstag.
Der künftige Präsident Barack
Obama hat zudem ein massives Programm zur Förderung der Infrastruktur des Landes angekündigt,
mit dem 2,5 Millionen Arbeitsplätze
neu geschaffen werden sollen. Das
wäre die größte Infrastrukturmaßnahme seit 50 Jahren. Schulen und
Krankenhäuser sollen renoviert,
Breitband-Internetverbindungen
ausgebaut und öffentliche Gebäude
energiesparend modernisiert werden. „In diesem Land, welches das
Internet erfunden hat, sollte jedes
Kind online gehen können“, sagte
Obama.
Auch in Deutschland reißt die
Debatte über Aktionen zur Stützung der Konjunktur nicht ab. Führende Manager großer deutscher
Unternehmen haben am Wochenende an die Bundesregierung appelliert, alles zu tun, um zu verhindern, dass die Wirtschaftskrise
„zum verheerenden Flächenbrand“

„Deutsch ins
Grundgesetz“

Handyfotos,
Hintertüren

hoi. Berlin. Brandenburgs Innenminister Jörg Schönbohm (CDU)
hat den Beschluss seiner Partei zur
Verankerung der deutschen Sprache im Grundgesetz verteidigt. „In
Deutschland gibt es eine Landessprache, und das ist die deutsche.
Die gegenwärtige Diskussion zeigt,
dass das nicht selbstverständlich so
von allen gesehen wird“, sagte
Schönbohm. Indirekt kritisierte er
das Verhalten der Parteivorsitzenden Angela Merkel, die sich auf
dem Parteitag gegen den Vorschlag
ausgesprochen hatte. Auf die Frage,
ob sie Stimmungen in der Partei
ignoriere, sagte Schönbohm dieser
Zeitung: „Wenn man Stimmungen
zu lange ignoriert, führt das zu einer Entfremdung. Es ist die Kunst
eines Parteichefs, die Delegierten
mitzunehmen.“
Siehe Seite 4

Streit über
Impfung
sks. Frankfurt. Der deutsche
Krebsforscher Harald zur Hausen,
der in diesem Jahr den MedizinNobelpreis erhält, verteidigt die
Impfung, die Gebärmutterhalskrebs verhindern soll. „Es ist wichtig, die Impfung durchzuführen“,
sagt er. Seit 2007 besteht eine entsprechende Empfehlung der Ständigen Impfkommission, doch Wissenschaftler fordern jetzt eine Neubewertung. Sie hegen Zweifel an der
Wirksamkeit der Impfung und kritisieren, die Entscheidung der Kommission beruhe auf einer unzureichenden Datenlage. Siehe Seite 71

eskaliert. Die Autoindustrie, die besonders stark betroffen ist, ruft
nach staatlicher Hilfe für in Not
geratene Zulieferer. Daimler und
BMW werden aufgrund der
eingebrochenen Nachfrage jetzt noch längere
Zwangspausen einlegen als bisher
bekannt. Mercedes weitet die
Pläne zur Kurzarbeit auf alle Werke aus; bisher war nur von vier
Standorten die Rede. Zehntausende Mitarbeiter sind davon betroffen. Auch am Sitz des Vorstandes
in Untertürkheim wird über Kurzarbeit verhandelt. BMW hat bereits
am Freitag die Arbeit in seinem
Stammwerk in München für dieses Jahr eingestellt. Der Konzern habe eine fünfwöchige
Weihnachtspause beschlossen,
bestätigte
ein
BMW-Sprecher dieser
Zeitung. „Kurzarbeit
ist nächstes Jahr so
wenig auszuschließen wie ein weiterer Stellenabbau.“
Siehe Seite 35

Vögel als Inspiration? Für den Komponisten
Olivier Messiaen war das keine Frage. Aber auch er
stand vor einem Riesenproblem: Wie soll man die
flüchtigen Töne festhalten? Wissenschaft, S. 74–75

Pannen-BND
Stolpert Präsident Uhrlau über die
Fehler in der Kosovo-Affäre?

Vorwürfe in der SPD
V.Z. Frankfurt. In Hessen wird
derzeit unter Sozial- wie Christdemokraten weiter über die Hintergründe der späten Entscheidung
drei der sogenannten „Abweichler“ gesprochen. Es heißt, dass die
Aussicht einer geheimen Abstimmung bei der geplanten Ministerpräsidentenwahl am 4. November
im Grunde nicht mehr bestanden
habe. Zwar hatte der Landtagspräsident eigens laminierte Stimmzettel drucken lassen, die mit einem
Dorn perforiert werden sollten,
um zu verhindern, dass Abgeordnete durch Markierungen als Abweichler identifiziert werden könnten. Mehrere sozialdemokratische
Abgeordnete haben jedoch dieser
Zeitung berichtet, dass sie von Kollegen mal „wohlwollend“, mal
„drängend“ aufgefordert worden
seien, mit einem Handyfoto zu beweisen, dass sie bei der bevorstehenden Ministerpräsidentenwahl
ihre Stimme Andrea Ypsilanti gegeben hätten.
In beiden Parteien wird auch
über Manipulationsvorwürfe gesprochen, die in den letzten Tagen
in der SPD erhoben worden sind.
Bei einem Treffen des linken Arbeitskreises der Frankfurter SPD
haben angeblich mehrere Jusos am
Abend des 25. November während
einer hitzigen Debatte beansprucht, die linke Mehrheit in Hessen, vor allem aber Andrea Ypsilan-

Der Punkrock-Kapitalist

Farin Urlaub spricht über Geld,
Moral und Staatsanleihen.
Wirtschaft, Seite 33

tis Spitzenkandidatur
„durch die Hintertür“
durchgesetzt
zu haben.
Das haben
zwei Teilnehmer
anschließend auf einer Ortsvereinssitzung
berichtet – und deshalb hat
der dortige Vorsitzende für den
9. Dezember zu einer Klärung der
Vorwürfe geladen, die gegenüber
dieser Zeitung bereits entschieden
bestritten wurden.
Andrea Ypsilanti war im Dezember 2006 auf einem Parteitag in Rotenburg in einer Stichwahl mit einem Vorsprung von zehn Stimmen gewählt worden. Beim Wahlgang zuvor hatten beide Kandidaten je 172 Stimmen erhalten; bei
der Stichwahl wurden insgesamt
weniger Stimmen abgegeben. Damals war auch aufgefallen, dass die
Auszählung hinter verschlossenen
Türen stattfand. Darüber wird nun
wieder geredet. Das gilt auch für
die Aufstellung der SPD-Landesliste zur Wahl im Januar 2008. Auf
der erwähnten Ortsvereinssitzung
hat der Frankfurter Abgeordnete
Michael Paris angesprochen, dass
bei der Entscheidung zwischen
ihm und seinem Konkurrenten
Turgut Yüksel im letzten Jahr etwa
zwanzig Stimmen mehr abgegeben
worden seien als bei den Wahlgängen unmittelbar davor und danach.

Illustration Julie Sodré

Nur ein Mausklick

Spendenportale im Internet
setzen den Hilfsorganisationen
zu. Gesellschaft, Seite 61

Vorbild und
Verrückter
Zum Abschied ein Rekord: Am Samstag hielt Oliver
Kahn zum achten Mal die Meisterschale in Händen.
Um den sportlich überragenden, in seiner Art
umstrittenen Torwart ranken sich viele Geschichten
und Gedanken. Einige Wegbegleiter erzählen.

Albert Ostermaiers
fünfte Ode an Kahn
„Das Spiel des Lebens sieht sich heiter an,
Wenn man den sicheren Schatz
Im Herzen trägt.“

sein herz ist zehnmal heiterer
als sein blick spröd und wild
wie ungezähmte falken hände
weit genug einen himmel
aufzuspannen darin ein stürzendes
zu fangen ein ich das verloren schien
zwischen den maschen als er nicht
mehr sein wollte der er war und
war ohne sich zu haben ein anderer
nicht gern wo er herkam nicht
gern wo er hinflog denn er wusste
nur wer alles hält ist ein held
und hielt alles und wollte doch
unhaltbar sein bevor das silberweiße
titan vollends sich ausdehnt im
sprungbereiten körper seine drähte
zieht die lider tief hinab ihm drückt
mit härte die augen zu versiegeln
aber er schlägt sie auf die kugel
zum horizont die pupillen offen der
welt und dem hellen lachen das
zurückkommt wie bei einem kind
wenn es das leder mit den kleinen
ausgestreckten fingern fängt und
den ball nicht mehr fallen lässt
er liegt verdreckt neben dem bett
und beim träumen streicht der
junge nachts über die nähte bis sie
leuchten und er sich nicht länger
fürchten muss vor den ungeheuern
den schatten und scherenschnitten
an der wand als das tor der giganten
sich schloss ging eine tür auf und
da war ein leuchten das von innen
nach draußen kam da war ein ich
das brauchte kein schweinwerferlicht
nur eine weite wiese und den mut
barfuß durch brennnesseln zu rennen
den zitronenfalter dort flattert er
im flug zu haschen er hält ihn
fest doch nach einem augenblick
öffnet er die fäuste und lässt ihn
aus der dunkelheit in die sonne gleiten

„Der letzte
Mohikaner“
Paul Sahner über den
Schlagzeilenlieferanten
Bei Kahn stimmte die Mischung. Er
war ein mündiger Sportler, der sich
nie hat verbiegen lassen. Und er hatte
auch ein turbulentes Privatleben, das
für viele Schlagzeilen gut war. Das
war natürlich Bingo für uns. Insgesamt eine spannende Figur, ein HartEi. Das hat auch zu tun mit dem Mythos vom Torwart als Einzelkämpfer,
als Verrückter. Früher gab’s Typen wie
Maier, Beckenbauer, Matthäus, Effenberg. Kahn ist der letzte Mohikaner.
Diese Sorte verdient Artenschutz,
sonst stirbt sie aus. Heute wird jede
Silbe vom eigenen Pressesprecher
zensiert. Kahn hat sich nie das Wort
verbieten lassen, er braucht Turbulenzen, aus denen speist er sich auch. Ich
vermisse ihn jetzt schon, aber er wird
uns nicht verlorengehen. Sein neues
Buch beweist es: Er hat das Zeug zum
Motivator, der Vorträge auf
Managementseminaren hält. Er bleibt
im Spiel.

„Er war nie zu stoppen“
Winfried Schäfer über seine Entdeckung
In Karlsruhe ist Olli schon in der
A-Jugend sofort aufgefallen. Er war
nie zu stoppen, er wollte nie aufhören. Bei den Profis war die Frage, wer
wird zweiter Torwart hinter Alexander Famulla: Olli oder Stefan Wimmer? Ich habe ein Schusstraining angesetzt, erst Wimmer, dann Olli. Es
lagen zehn Bälle da, und ich habe ihn
gefragt, wie viele hältst du? Alle, hat
er gesagt, aber wie die Trainer sind:
Der erste ging in den Winkel, und
ich habe gefragt: „Olli, was ist los, sollen wir aufhören?“ Ich dachte, er
kommt raus und schreit mich zusammen – er war 18 Jahre damals –, aber
er hat die Zähne zusammengebissen.
Nach einer halben Stunde haben mir
die Oberschenkel gebrannt, ich habe
gesagt: „Schluss!“ Und er hat geantwortet: „Wie, schon fertig?“ Er hatte
in den Augen, was die Gladbacher
Fohlen früher hatten: Gewinnen wollen! Arbeiten! Er war
das genaue Gegenteil des typischen badischen Spielers
von damals, der mit allem zufrieden war nach dem Motto:
Wenn wir absteigen, gut, dann
steigen wir halt wieder auf. Seine Willenskraft war sensationell.
Man musste ihn bremsen. Es
war nur eine Frage der Zeit,
bis er Famulla aus dem Tor
verdrängte. Aber er hat das

sportlich gemacht.
1990 im Heimspiel
gegen Bochum
habe ich ihn zur
Pause gebracht, Famulla hatte zwei
Fehler gemacht,
kurz nach der
Tomaten auf den Halbzeit lief ein
Augen, oder was? Gegner auf Olli
zu, es stand 2:1 für
Bochum, Olli
wehrte mit dem Oberschenkel ab, wir
gewannen das Spiel 3:2, und Olli war
Stammtorwart. Unsere ganzen Europapokalerfolge später, die waren auch
sein Verdienst, ich weiß noch, er hat
in Bordeaux einen Freistoß des jungen
Zidane gehalten, den konnte man
nicht halten, unmöglich. Oder gegen
Valencia, da hatten wir das Hinspiel
1:3 verloren. Am Morgen vor dem
Match in Karlsruhe habe ich meinen
Spielern ein Video vom Hinspiel gezeigt, ohne Ton, ohne die ganze einschüchternde Stimmung, in Schwarzweiß. Ohne Farbe und Ton war das
plötzlich ein Mistspiel, und da haute
der Olli auf den Tisch und brüllte:
„Und gegen diese Blinden sollen wir
ausscheiden?!“ Das war Oliver Kahn.
Und dann haben wir 7:0 gewonnen.

Die Aschenputtel-Masche

unbefriedigend“, sagte der FDPAbgeordnete Stadler dieser Zeitung.
Die Beamten waren nach einer
Intervention von Kanzleramtschef
Thomas de Maizière freigekom-

MIT RHEIN–MAIN–SEITEN
Bei Bildung SPD,
bei Wirtschaft CDU: Umfrage
zur Hessen-Wahl
12 Seiten Berichte aus der Region
men. Kritik gibt es am Verhalten
von Außenminister Frank-Walter
Steinmeier in der Affäre. „Es ist
beschämend, dass in einer solch
dramatischen Situation, in der ein
Staat Menschen herabwürdigt und
die Bundesrepublik demütigt, der
deutsche Außenminister sich aus
der Verantwortung stiehlt“, sagte
der Abgeordnete der Linkspartei,
Wolfgang Neskovic. Siehe Seite 5
Wetterlage Heute scheint
ab und zu die Sonne.
Der Regen lässt nach.
Es bleibt überwiegend trocken.
Am Dienstag setzt sich das trübe
Regenwetter fort.
Seite 60
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Ingrid Michaelson singt am
liebsten von Boys und Girls.
Feuilleton, Seite 31

„Fast brutale
Ausstrahlung“
Silke Rottenberg
über Gemeinsamkeiten

4<BUADPU=jaciaj>:s;l;p;Z;z

The old-style-novel-like illustrations and the polished
photography convey a sense of trendiness. It is apposite
to say that The Frankfurter Allgemeine Sonntagszeitung
pages are works of art that can equal the art displays found
in galleries in any cosmopolitan city.
Anyone who says that structured design is boring should
take a look at Frankfurter Allgemeine Sonntagszeitung.
There is something different, delightful and delicate in
the way its pages are put together. The paper might well
convert the skeptics one day.

Mit Oliver Kahn tritt ein Weltklassetorhüter des letzten Jahrzehnts ab. Er
war für mich ein großes Vorbild. Er
war ein Führungsspieler, nicht nur in
der Nationalmannschaft, sondern
auch im Verein. Ein Torhüter, der
sehr hart und intensiv sein Spiel und
seinen Sport gelebt hat. Ich habe ihn
persönlich nur flüchtig kennengelernt, dennoch glaube ich, dass wir
viele Gemeinsamkeiten haben: den
großen Willen, gesteckte Ziele zu erreichen und sich die Voraussetzungen
dafür eisern im Training zu erarbeiten. Die große Stärke von Kahn waren eindeutig seine unglaublich tollen
Reflexe auf der Linie. Meiner Meinung nach verfügt er über eine fast
schon brutale Ausstrahlung, die über
die Grenzen Deutschlands hinausgeht. Vor ihm haben viele Weltstars
aus dem In- und Ausland Respekt.
Ich glaube, dass seine Sprache auf
dem Fußballplatz immer verstanden
wurde. Solche Typen wie ihn gibt es
leider nicht viele. Ich werde ihn als
Sportler vermissen.

B

Sequoiadendron giganteum
Der Riesenmammutbaum aus
Nordwestamerika wächst in
Deutschland mancherorts
ziemlich gut, nicht nur auf der
Blumeninsel Mainau. Sein
Holz ist nicht ganz so beliebt.

„Er hat nur geknabbert“
hatte mir geraten, ab
und zu mal durchzulaufen, Kahn ein
bisschen anzurempeln, und das habe
ich dann auch geSo nahe kamen macht. Und er hat
sie sich nie mehr sich tatsächlich provozieren lassen. Er
wieder: Oliver
kam auf mich zu
Kahn und Heiko und drückte seine
Herrlich
Nase an meinen
Hals, gebissen hat er
mich nicht, nur geknabbert. Ich war
überrascht, aber auch zufrieden: Kahn
zeigte Schwäche, ich hatte mein Ziel
erreicht. Ich habe dann eine Geste gemacht, die andeuten sollte: Kahn, du
hast ja eine Fahne! Ich wollte ihn weiter reizen. Später ist er noch Chapuisat mit gestrecktem Bein entgegengesprungen. Ärgerlich: Wir haben trotz
Überzahl noch zwei Tore bekommen
und mussten uns mit einem 2:2 begnügen. Kahn hat in diesem Spiel einfach
einen Fehler gemacht und sich provozieren lassen. Das ändert nichts daran,
dass er schon damals ein Weltklassetorwart war.

„Nur positive
Macken“
Sepp Maier über den
Torhüter des Jahrhunderts

Theo Zwanziger über
Stärken und Schwächen

Man sieht sich, ganz
bestimmt: Oliver Kahn
verlässt das Tor und
sucht sich künftig eine
neue Bühne.

Ich habe 14 Jahre mit Oliver Kahn
zusammengearbeitet, und er hatte
die beste Einstellung mitgebracht,
die ich jemals bei einem FußballProfi erlebt habe. Olli wollte immer Erfolg haben, und dafür hat
er mit mir hart gearbeitet. Ich
bin mir sicher, dass er noch zwei,
drei Jahre auf höchstem Niveau
spielen könnte. Ich war Torhüter
des 20. Jahrhunderts, und ich bin
sicher, dass er der Torhüter des 21.
Jahrhunderts werden wird. Olli ist
ein Perfektionist, und deshalb wollte er auch immer ein perfekter Torhüter sein. Das habe ich ihm allerdings schnell versucht auszureden.
Denn perfekte Menschen gibt es
nicht. Jeder hat seine kleinen Macken,
und manchmal ist das ja auch etwas Positives. Und der Olli hat meiner Meinung nach nur positive Macken. Er
hat dann – Gott sei Dank – auf meine
Initiative hin 1996 mit dem Golfspielen begonnen, und in diesem Sport liegen Demut und Euphorie eng beieinander. Mit der Zeit hat er gelernt zu
akzeptieren, dass er nicht ganz perfekt
sein kann. So richtig gelassen wurde
er aber erst nach der WM 2006. Er
hat Größe gezeigt, als er sich als Nummer zwei auf die Bank gesetzt hat. Ich
hätte es jedenfalls nicht gemacht. Wir
haben eine schöne Zeit miteinander erlebt, sowohl auf dem Trainingsplatz
als auch auf dem Golfplatz.
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Weine nicht, wenn die Fichte fällt . . .

Heiko Herrlich über Kahns Ausraster
Kahn hatte eine lange Serie ohne Gegentor hinter sich. Mit jedem Spiel, in
dem er auf seiner Rekordjagd ohne
Gegentor blieb, wuchs meine Vorfreude und die meiner Kollegen von
Borussia Dortmund auf das Bayern-Spiel. Ich wollte unbedingt
treffen und die Serie beenden.
Und das gelang mir auch, nach
736 Minuten war Kahns Serie
zu Ende. Für uns ging es in diesem Spiel um die ChampionsLeague-Qualifikation, für die
Bayern um die Meisterschaft.
Die Stimmung war aufgeheizt.
Kahn ist ein Klasse-Torhüter,
und es gehört dazu, dass man
versucht, ihn aus dem Konzept
zu bringen. Kuffour hatte Rot
gesehen, und wir führten
durch meine beiden Tore 2:0.
Beim zweiten Treffer hatte
Kahn einen Weitschuss von
Nerlinger abprallen lassen,
und ich habe den Ball reingehauen. Vielleicht hat er
deshalb die Nerven verloren. Kurz darauf kam es
zu seiner Attacke.
Ich wusste, dass sich
Kahn bei hohen Bällen
leicht provozieren
lässt. Jürgen Kohler

„Vorbilder
sind nicht
Heilige“
Oliver ist eine Persönlichkeit, die sich
nicht verbiegen lässt. Gleichzeitig aber
ist er auch ausgesprochen bodenständig geblieben, hat unter anderem stets
in Deutschland gespielt, obwohl er ja
gute Angebote aus dem Ausland hatte.
Er hat Großartiges geleistet, nicht nur
sportlich. Woche für Woche musste
er sich hierzulande dem riesigen Medieninteresse stellen, wurde mitunter
ausgezogen bis auf die Socken, trotzdem hat er ein ungemein großes Ansehen unter den jungen Leuten. Bei der
WM 2006 hat er sich dann selbst die
Krone aufgesetzt, indem er sich auf
diese Bank gesetzt und die Trainerentscheidung akzeptiert hat. Das haben
viele nicht von ihm erwartet. Das
sind Botschaften, die wir im Sport
brauchen. Auch in einer solchen
schmerzhaften Situation, ein vorbildlicher und korrekter Mann zu
bleiben. Vorbilder sind ja in unserer
Gesellschaft nicht Heilige. Jeder
Mensch hat Stärken und Schwächen.
Und in den Stärken, die Oliver Kahn
ausmachen, ist er Vorbild. Dass er
auch Schwächen hat, ist klar. Aber deshalb ist er ein Mensch.

mwe. Berlin. Der Bundesnachrichtendienst
hat sich in der Affäre
um drei seiner Agenten, die widerrechtlich neun Tage im Kosovo im Gefängnis verbringen mussten, viele Pannen geleistet. So war BNDChef Uhrlau bis zur Verhaftung der Beamten am
19. November nicht über
die Vorgänge informiert,
obwohl einer der drei Beamten fünf Tage zuvor von der kosovarischen Polizei in Gewahrsam
genommen und erkennungsdienstlich behandelt worden war. Uhrlau
erfuhr erst durch die Mitteilung
des Auswärtigen Amtes, drei
BND-Beamte seien verhaftet worden, von den Vorgängen.
Zwar hatten die BND-Mitarbeiter unmittelbar nach dem Vorfall
am 14. November, einem Freitag,
eine verschlüsselte E-Mail an die
BND-Zentrale geschickt. Die wurde aber zumindest über das Wochenende nicht gelesen. Das Kanzleramt wurde erst am 20. November über die Ereignisse informiert.
Von der dramatischen Wende in
dem Fall, der Verurteilung
der drei Beamten zu 30 Tagen Untersuchungshaft am
Abend des 22. November, erfuhr das Kanzleramt am nächsten Tag aus den Medien.
Mitglieder des Parlamentarischen Kontrollgremiums verlangten vollständige Aufklärung. „Man
muss die Frage stellen, ob das Krisenmanagement ausreichend war.
Dass die BND-Mitarbeiter so lange in Haft waren, ist auf jeden Fall

Structured but far from boring, the Frankfurter
Allgemeine Sonntagszeitung is indeed a work
of the master. The paper uses white spaces and dominating visuals to make each page sing. The uniform design
gives the page an uncluttered and easy-to-read structure,
making it pleasing to the eye.
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Kahn ist
ein anderer

A World of Sophistication

Jetzt flöten wir mal
wie ein Rotkehlchen!

Picea sitchensis
Die Sitka-Fichte, benannt
nach einer Stadt in Alaska, ist
ein Baum, mit dem deutsche
Forstleute viel Erfahrung haben. Leider keine allzu guten:
Ihr setzt ein Hallimasch-Pilz
zu. Ihre Chancen als Wirtschaftsbaum für die Zukunft
sind klein.

Cryptomeria japonica
Die Sicheltanne aus Japan
und China wurde Mitte des
19. Jahrhunderts nach
Deutschland eingeführt. Sie
gedeiht etwa im Arboretum
Burgholz hervorragend,
liebt aber feuchte Standorte.
Als Kandidat für trockener
werdende Wälder kommt
sie damit kaum in Frage.

ei durchwachsenem Wetter schlurft eine kleine
Gruppe dezent grün gekleideter Herren durch
den Staatsforst Burgholz.
Der liegt zwischen Wuppertal und
Solingen, und hier stimmt es ausnahmsweise mal: Man sieht vor lauter Bäumen keinen Wald. Zwar stehen überall schlanke Stämme mit
Kronen voller saftig grüner Nadeln. Doch die 250 Hektar, derentwegen das Grüppchen hier ist, sind
eher so etwas wie ein botanischer
Garten. Im „Arboretum Burgholz“
wachsen seit mehr als fünfzig Jahren Gehölze aus drei Kontinenten.
In der Fachsprache werden sie
„Fremdländer“ genannt.
„Wir haben vitale Bestände von
Arten wie der Scheinzypresse, die
es laut Fachliteratur hier gar nicht
geben dürfte“, sagt der Leiter des
Burgholzer Forstbetriebes, Herbert Dautzenberg. Auch in anderen Testpflanzungen und Wäldern
wachsen fremde Baumarten mittlerweile so gut, dass manche Waldbesitzer sie lieber heute als morgen
einbürgern würden.
Die Befürworter der Greencard
für das exotische Grünzeug haben
vor allem ein Argument: den
Klimawandel. Der wird heimischen Gewächsen wie
Fichte, Buche, Kiefer
oder Eiche wahrscheinlich derart zusetzen,
dass das Land neue
Baumarten brauchen könnte. In
der Klimadiskussion ist häufig von
Bäumen die Rede,
weil sie Kohlendioxid
binden und damit als
CO2-Senker wirken könnten. Mehr
Wald, weniger Treibhausgas, so lautet die Gleichung. Doch die Bäume
müssten erst einmal wachsen. Und
das ist nicht selbstverständlich.
Die globale Erwärmung macht
sich in Europas Wäldern längst
bemerkbar. Dabei sind es weniger
die gestiegenen Temperaturen, die
sichtbare Veränderungen hervorrufen. Was Bäume und ihre Ökosysteme viel deutlicher spüren, sind die
veränderten Niederschlagsmuster
und -mengen. Im schweizerischen
Wallis beispielsweise sind nicht nur
die Höhengrenzen der Baumarten
die Berge hinaufgeklettert, sondern
vielerorts Kiefern von trockentoleranteren Flaumeichen verdrängt
worden. Längere Trockenperioden
im Frühjahr machen Fichten, etwa
im Harz, schon jetzt anfälliger für
den Borkenkäfer. Und anderswo,
wie etwa im südhessischen Lampertheim, nehmen Gemeinden die
erwarteten Folgen der globalen Erwärmung schon unfreiwillig vorweg: Sie senken den Grundwasserspiegel und setzen die Wälder damit unter das, was Pflanzenphysiologen „Trockenstress“ nennen.
Wolfgang Brüggemann ist Experte für solche Fragen. Selbst an einem regnerischen Oktobermorgen
behält er auf seinen Versuchsflächen im Botanischen Garten der
Goethe-Universität in Frankfurt
trockene Füße. Auf die Pflanzung,
die sein Doktorand Daniel Weber
angelegt hat, fällt kein Tropfen.
Ein Zeltdach schirmt den Nieder-

Abies procera
Die Edeltanne, ebenfalls eine Nordwestamerikanerin, gilt
neben der eng mit ihr
verwandten Küstentanne (A. grandis)
als eine der vielversprechenden Neophytenarten.

Der deutsche Wald ist
ernsthaft vom Klimawandel
bedroht. Doch Rettung
ist in Sicht: Exotische
Baumarten könnten
heimische bald ersetzen.
Von Richard Friebe

Gute Alternativen

Thuja plicata
Der Riesenlebensbaum
liefert ein hochwertiges Holz. Er neigt
zwar zur Rotfäule,
die sonst vor allem
Fichten droht, bei der
Thuja steigt sie allerdings nicht weit den
Stamm hinauf.

Sequoia sempervirens
Der Küstenmammutbaum hat in deutschen
Testpflanzungen
für Überraschungen
gesorgt. Er scheint
anpassungsfähiger
zu sein als erwartet,
ist schnellwüchsig
und liefert
wertvolles Holz.

Der Problembaum
verkündet Jahr für Jahr, dass es den deutschen Wäldern nicht gerade gutgeht. Eine Art bereitet den Forstleuten besonderes Kopfzerbrechen: Deutschlands wichtigster
Wirtschaftsbaum, die Fichte. Sie
ist schnellwüchsig, und die Sägewerke haben ihre Technik auf sie
abgestimmt. Doch Fichten sind besonders anfällig für Schädlinge
wie den Borkenkäfer. Und Stürmen
fallen reine Fichtenbestände besonders leicht zum Opfer.
werden mit einem
wärmeren Klima zunehmen. Denn
einerseits vermehren sich Borkenkäfer besonders gut, wenn es trocken ist und die Fichten sich
schlecht mit Harzfluss gegen den
Befall wehren können. Andererseits prognostizieren die meisten
Klimamodelle ebenfalls, dass Stürme in ihrer Häufigkeit und Stärke
zunehmen werden. Die Strategie
eines naturnahen Waldbaus setzt
darauf, die Fichten durch einheimische Hölzer abzulösen. Aber auch
andere Arten des Waldumbaus
sind denkbar (siehe „Gute Alternativen“ und „Schlechte Alternativen“).
rif

schlag ab, kontrolliert bewässert
wird nur so viel, wie in Toulouse
Regen fallen würde – oder in ein
paar Jahrzehnten auch in weiten
Teilen Süddeutschlands. Anders als
auf der Vergleichsfläche ohne Wetterschutz nebenan ist das Gras hier
vertrocknet. Doch ein paar junge
Bäumchen schlagen sich wacker.
Angepflanzt sind heimische Stieleichen, wie sie in Lampertheim derzeit leben und sterben, aber auch
nicht einheimische Eichenarten. Es
ist die Frühphase eines Versuchs,
der noch mindestens 15 Jahre dauern soll. Erste Ergebnisse zeichnen
sich bereits ab: Die alteingesessene
Art mickert, die Verwandten aus
dem Süden und zwei Hybridsorten
kommen deutlich besser klar.
Der deutsche Baum der Zukunft muss vor allem zweierlei können: Trockenheit gut überstehen
und frosthart sein. Minustemperaturen wird es hierzulande auch in
absehbarer Zukunft geben. Gerade die aber bereiten den meisten
Arten aus dem Süden Probleme.
Die Eichen, die bei Brüggemann
untersucht werden, kommen ganz
gut mit Frost zurecht. Der Öko-

Robinia pseudoacacia
Die Robinie gilt vor
allem in Brandenburg,
wo den Kiefern eine
schwere Zeit bevorsteht, als Baum mit
Zukunft. Bei ihr sollten
Forstleute besonders
auf die Herkunft
achten – manche
wachsen sehr gerade
und liefern auf diese
Weise begehrtes Holz.

in weiten Teilen
Deutschlands eine eher düstere
Zukunft hat, muss für diesen wichtigen Wirtschaftsbaum Ersatz her.
Eine nicht einheimische Art, die
sich bereits bewährt hat, ist die
Douglasie aus Nordamerika. Doch
auch mit ihr kann man Fehler machen. So müsse, sagt etwa der
langjährige Leiter des Arboretums
in Freiburg, Hubertus Nimsch, vor
dem Pflanzen auf die Herkunft der
Bäume geachtet werden. Deren Ahnen sollten im Inland und nicht an
den Küsten gewachsen sein, wenn
sie mit Trockenheit und Frösten zurechtkommen sollen. Eine andere
Alternative ist die Küstentanne.

Schlechte Alternativen

gelten Robinien als Favoriten. Sie besiedeln einerseits gerne problematische
Standorte wie etwa alte Müllkippen. Andererseits bilden einige Varianten dieser Art besonders gerade Stämme und liefern ein wetterbeständiges Holz, das sich beipielsweise gut für Fensterrahmen eignet. Auch Roteiche und Lindenblättrige Birke könnten in Zukunft
deutlich häufiger in deutschen Wäldern wachsen.
rif

physiologe aus Frankfurt ist ein
Vertreter eines Mittelweges für
den Waldbau der Zukunft. „Unser
Ansatz ist es, Arten zu verwenden,
die eh schon vor der Tür stehen.
Die Flaumeiche etwa, die wir erproben, wächst bereits am Kaiserstuhl. Da sind also keine großen
Probleme zu erwarten.“ Im kommenden Jahr soll in Lampertheim
ein großer forstwissenschaftlicher
Versuch beginnen. Aus dem Süden
Europas stammende Flaumeichen,
Steineichen und Ungarische Eichen können dann erstmals unter
echten Waldbedingungen mit den
bisher dort angebauten Arten verglichen werden.
Manche Forstökologen sehen im
Anbau nichtheimischer Arten unkalkulierbare Risiken. Die Angst,
sagt Brüggemann, ist nicht ganz unbegründet. Manche neuen Baumarten bringen Schädlinge mit.
Brüggemanns Arbeitsgruppe kooperiert deshalb mit Botanikern
und Zoologen, die die Begleitfauna und -flora der neuen Bäume
untersuchen. Noch unangenehmer
kann es werden, wenn ein „Neophyt“ – so nennen Botaniker das,
was bei Forstleuten „Fremdländer“
heißt – sich ungehemmt ausbreitet, ohne selber nennenswerten
Holzertrag zu liefern (siehe
„Schlechte Alternativen“).
Wer professionell über den
Wald der Zukunft nachdenkt, dem
brummt ohnehin öfter der Kopf.
Wald ist Ökologie, und Ökologie
ist schon in einer gleichbleibenden
Umwelt komplex genug. Aber
wenn sich Klima und Niederschläge auch noch ändern
und vielleicht noch neue
Arten
dazukommen,
wird alles noch einmal
um ein paar Dimensionen komplizierter. Ein
Problem dabei ist, „dass
wir eigentlich nichts
über unsere Baumarten
und deren physiologische
Amplitude, also ihre Fähigkeit
zur Anpassung an Veränderun-

gen, wissen“, sagt Ingolf Profft
von der Thüringer Landesanstalt
für Wald. Dem Aufwuchs von Eichen etwa muss derzeit im Kampf
mit der dominierenden Rotbuche
häufig noch nachgeholfen werden,
wenn es um die Entwicklung ausgewogener Laubmischwälder geht.
Doch wo das Wasser weniger wird,
könnten die deutschesten aller Bäume mit ihren langen Pfahlwurzeln
den Buchen bald überlegen sein.
Ähnlich werden sich ökologische Gleichgewichte und Chancen
anderer Baumarten verschieben.
In einer gerade veröffentlichten
Studie für die „Stiftung Wald Not“
kommen die Forstbotaniker Andreas Roloff und Britt Grundmann
von der TU Dresden zu dem
Schluss, dass die deutschen Wälder derzeit „unter einem bisher
nicht dagewesenen Anpassungsdruck“ stehen. Am meisten trifft es
eine Art, der ein besonders
„schlechtes Anpassungspotential“
attestiert wird. Es ist Deutschlands
wichtigster Wirtschaftsbaum, die
Fichte (siehe „Der Problembaum“). Auch Rotbuchen wachsen
in Deutschland bereits an Standorten, für die sie nicht optimal geeignet sind. Doch deren Aussichten
sind wegen ihrer großen genetischen Variabilität deutlich besser.
Diese Gene interessieren Andrea Polle. Bei der ForstbotanikProfessorin in Göttingen endet die
Wanderung, die im Wald begann,
in streng kontrollierten Laborexperimenten. Anders als im Frankfurter Freilandversuch, wo lediglich das Wasser reguliert wird, sind
in Polles 16-Quadratmeter-Klimakammern neben Boden- und Luftfeuchtigkeit auch Temperatur,
Nährstoffgehalt und Licht genau
einstellbar. Aus Bäumchen unter
Trockenstress wird hier häufiger

werden in privaten und botanischen
Gärten seit Hunderten von Jahren
angebaut. Doch die Erfahrungen
dort helfen nur bedingt dabei, mögliche Risiken in freier Wildbahn
oder Nachteile als Wirtschaftsbaum abzuschätzen. Dass es nicht
immer eine gute Idee ist, Baumarten zu pflanzen, die hierzulande
nicht heimisch sind, zeigt etwa die
hübsche Sitka-Fichte aus Nordamerika, die Hallimasch-Pilzen zum Opfer fällt. Auch die Weyhmouths-Kiefer, auch Strobe genannt, war
einst ein beliebter Gast, leidet
aber fatal an einem anderen Pilz
namens Blasenrost.
, ein
Laubbaum, macht noch ganz andere Schwierigkeiten. Sie wurde beispielsweise in den Niederlanden
lange Zeit als ideale Ergänzung
der einheimischen Forstwelt betrachtet. Inzwischen haben die Holländer Prunus serotina aber einen
neuen Namen gegeben: Baumpest. Die Traubenkirsche neigt
nämlich dazu, Flächen zu überwuchern und in Europa als Busch und
nicht als Baum zu wachsen.
rif

Castanea sativa
Die Esskastanie fühlt sich am
Rande des Schwarzwaldes schon
jetzt wohl und liefert leckere Maroni. Sie stammt aus dem Mittelmeerraum, liebt Wärme, ist
aber bei Trockenheit anfällig,
zum Beispiel für die Tintenkrankheit.

mal sehr kleines Kleinholz gemacht. Über Zentrifugen, Chromatographiesäulen und Elektrophorese-Gele kann es dann genetisch analysiert werden. „Manche
Buchen reagieren auf Trockenheit
damit, dass sie ihre Wurzeln tiefer
schicken, andere nicht. Das muss
an der Regulation von Genen liegen“, sagt Polle. Wer Buchen mit
den richtigen Genen hat, kann sie
im Idealfall weiterzüchten und
dort pflanzen, wo die Artgenossen
ihre Probleme bekommen dürften.
Ähnliche Versuche wie mit den
Buchen machen die Göttinger
auch mit einer Fremdländerart,
der Küstentanne (siehe „Gute Alternativen“). Bei ihr fällt es der
Professorin schwer, nicht vollkommen ins Schwärmen zu geraten.
Polle liebt sie unter anderem, weil
unter ihrem Schutz problemlos Buchen-Jungbestände heranwachsen.
So ließe sich mit der schnellwüchsigen fremdländischen Tanne kurzfristig Geld verdienen und langfristig doch wieder einheimisches
Holz produzieren.
„Dynamische Überführungsstrategien“ nennt der Dresdner Waldbau-Professor Sven Wagner solche
Maßnahmen. Am Ende stünde ein
Wald, der mit den veränderten Bedingungen zurechtkommt, ohne
dass seine Besitzer zwischenzeitlich verhungern. Große Teile des

Der Förster
und seine Enkel
Die Erfindung der Nachhaltigkeit

deutschen Waldes müssten so oder
ähnlich umgebaut werden. Ein
„Funktionsumbau“ etwa ziele darauf ab, dem bestehenden Wald
möglichst schnell Überlebenshilfen zu geben, indem Bäume herausgenommen und klimatolerantere
Arten nachgepflanzt werden. Ein
„Nachhaltigkeitsumbau“ dagegen
soll die Wälder langfristig artenund sortenreicher und damit „klimaelastischer“ machen.
Bei weitem nicht alle Forstleute
teilen diese Meinung. „Wir sollten
uns mehr auf die natürlichen Kräfte verlassen“, sagt etwa Hubertus
Schröter von der Arbeitsgemeinschaft Naturnaher Waldbau. Ein
gutes Beispiel sei der Nationalpark
Bayerischer Wald. Dort hätten
sich unter abgestorbenen Fichten
Buchenbestände entwickelt, „die
wir als Förster nie hingekriegt
hätten“. Wer sich aber doch für einen „klimaelastischen Umbau“ entscheidet, muss wissen, was ihn
in Zukunft erwartet. Denn
die globale Erwärmung wird
lokal je nach Bodenart, Höhen- und Hanglage, Baumartenmischung und Grundwasserverfügbarkeit
ganz unterschiedliche
Auswirkungen haben.
An solchen lokalen
Vorhersagen wird bereits gearbeitet. Am Forschungszentrum Waldökosysteme in Göttingen etwa koordiniert Gustav-Adolf Wiedey sieben Arbeitsgruppen mit Experten
für Pflanzenschädlinge, Waldbau,
Böden und vieles mehr. Am Ende
soll eine Internetplattform für
Waldbesitzer und Forstbetriebe stehen, die konkrete Empfehlungen
für konkrete Standorte ausspuckt.
Ein Prototyp sei, sagt Wiedey, so
gut wie fertig.
Ein paar Kilometer entfernt
vom Arboretum an der Wupper
liegt das Forstgut Heilenbecke.
Der Betrieb gehört Alexander Rocholl. Sein Waldbestand ist gezeichnet vom Orkan Kyrill, der
vor knapp zwei Jahren vor allem
Fichtenbestände zerstörte. Immer
mehr solcher Extremwetterereignisse gelten als zwangsläufige Folge des Klimawandels.
Rocholl hat schon vor Jahren
angefangen, das zu betreiben,
worüber andere jetzt erst nachzudenken beginnen: naturnahen,
artenreichen Waldbau mit einem
sichtbaren Anteil von
Fremdländern
und
Zuchtbäumen. So wachsen auf den unfreiwilligen
Kahlschlägen neben Fichten, Buchen und Eichen
heute unter anderem Hybridnüsse und Esskastanien, Mammutbäume,
Küstentannen, Nordmanntannen, Scheinzypressen, Lindenblättrige
Birken und noch einige
andere dem Sauerland
fremde Spezies. „Meine
Sturmversicherung“, sagt Rocholl. Für ihn rechnet sich der
Fremdländeranbau auch ökonomisch. Sein Forstgut macht einen
Großteil seines Umsatzes mit exotischem Schnittgrün. Rocholl liefert
es vor allem in der Vorweihnachtszeit in den nahen Ballungsraum
Ruhrgebiet. Weil dafür die Kronen
ordentlich ausgedünnt werden müssen, sehen seine Bäume teilweise
arg gerupft aus.
Aber sie wachsen weiter – was alles andere als selbstverständlich ist.
In der bisher einzigen detaillierten
Studie über eine Baumart im Klimawandel etwa modellierten der Amerikaner Gerald Rehfeld und der Russe Leonid Milyutin die Chancen
der Waldkiefer. Für manche Gebiete, wo sie heute noch dominiert,
sprechen die Vorhersagen eine eindeutige Sprache. Die Prognose für
die Höhe einer heute dort gepflanzten Kiefer gegen Ende des Jahrhunderts lautet: null Meter.

Abies grandis
Die Küstentanne aus
Nordamerika ist der
Fremdländerfavorit
vieler Forstbotaniker.
Sie ist trockentolerant, bringt sich gut
in heimische Ökosysteme ein, verbessert
häufig sogar den
Stoffkreislauf im
Wald – und sie
wächst schnell.

Quercus rubra
Die Roteiche aus dem östlichen Nordamerika wird
etwa für Brandenburg als klimaresistente Art propagiert.
Sie gilt als sehr konkurrenzfähig – zu konkurrenzfähig,
sagen die Skeptiker und mahnen zur Vorsicht.

In Deutschland ist man gerne
„weltweit führend“. Forstwirtschaft und -wissenschaft hierzulande nehmen eine solche globale Rolle noch immer für sich in Anspruch. Sie verweisen dabei auf die
Geschichte und einen Begriff, der
von Deutschlands Wäldern aus
Weltkarriere gemacht hat: Nachhaltigkeit.
Tatsächlich sind die ersten Forstordnungen mit entsprechenden Regeln über 500 Jahre alt. Den Begriff gibt es seit fast 300 Jahren, seine konkrete Definition ist über 200
Jahre alt – und sehr preußischdeutsch. Endgültig weltbekannt
wurde das Konzept als „Sustainability“ 1992 mit dem Umweltgipfel in
Rio de Janeiro. Die Idee, vom
Waldbau übertragen auf die gesamte Ökonomie und Ökologie, ist einfach: Nicht mehr entnehmen, als
nachwächst, so wirtschaften, dass
auch die nachfolgenden Generationen noch mindestens genauso viel
verbrauchen können wie die gegenwärtige.
Der deutsche Waldbau wird immer wieder als das Musterbeispiel
schlechthin ins Feld geführt, wie
das funktionieren kann. Doch die
Fassade des Fichten-Buchen-Eichen-Musterlandes beginnt zu bröckeln. „Die deutsche Forstwirtschaft ist heute längst nicht mehr
so anerkannt wie früher“, sagt Norbert Asche vom Landesbetrieb
Wald und Holz Nordrhein-Westfalen. Und das liegt nicht nur
daran, dass andere Länder wie
Schweden, Frankreich oder Brasilien aufgeholt haben.
Der promovierte Forstwissenschaftler Asche sieht den Einfluss
seiner Zunft schrumpfen, weil
längst andere die Meinungsführerschaft übernommen haben. „Dass
zum Beispiel Wälder nicht nur Natur und Erholungsraum, sondern
auch und vor allem Wirtschaftsunternehmen sind und dass sie anders gar nicht existieren könnten,
ist weiten Teilen der Öffentlichkeit
gar nicht mehr bewusst“, sagt
Asche. Es mangele an Forstleuten,
die eindeutig Position beziehen.
„Leider gilt auch bei Fragen rund
um den Wald heute das Prinzip Microsoft: Erst mal das Feld besetzen, egal wie gut man sich auskennt, korrigieren kann man ja später vielleicht noch.“ Im Klartext:
Die Diskussionen bestimmen
nicht die zurückhaltenden ForstFachleute, sondern selbsternannte
Experten von der Politik bis hin
zum Umweltschutz.
Das gilt offenbar auch für die
Diskussion um den Klimawandel.
„Die Forstleute müssen sich in dieser politischen Debatte stärker zu
Wort melden“, sagt Ingolf Profft
von der Thüringer Landesanstalt
für Wald, Jagd und Fischerei. Er
selbst etwa kam sich bei einem Seminar der Bundesregierung zur
Klimaproblematik ziemlich verloren vor. „Ich war dort der einzige
Vertreter für den Bereich der
Forstwirtschaft. Bei einer so

Betula maximowicziana
Die Lindenblättrige Birke stammt
aus Japan und heißt auch Kaiserbirke. Sie gilt als eine Art Geheimtipp, auch was das Holz angeht.
Aus ihrer Heimat jedenfalls, die
eigentlich ein Holzimporteur ist,
wird sie als „Cherry Birch“ in die
Vereinigten Staaten exportiert.

schwachen Präsenz müssen wir
uns nicht wundern, dass in den resultierenden Strategiepapieren alle
möglichen Interessen vertreten
sind, nur nicht die des Waldes.“
Die Zeiten haben sich geändert,
seit
Forstwissenschaftler
wie
Georg Ludwig Hartig und Wilhelm Pfeil Anfang des 19. Jahrhunderts Preußens Forstverwaltung reformierten – und mit ihren Nachhaltigkeitskonzepten den deutschen Wald vor dem finalen Kollaps bewahrten. Damals habe sich
angesichts der desolaten Situation
ein pragmatischer und zugleich wissenschaftlich untermauerter Ansatz durchgesetzt, sagt Asche. Und
letztlich profitierten davon Natur
und Wirtschaft.
Peter Spathelf ist Professor für
angewandten Waldbau an der Fachhochschule Eberswalde und damit
eine Art direkter Nachfolger der
Überväter Hartig und Pfeil. Beide

Georg Ludwig Hartig, ein Vater des
deutschen Forstwesens.
begründeten um 1830 die dortige
Höhere Forstlehranstalt. Spathelf
sieht die Interessen der deutschen
Forstwirtschaft angesichts von Globalisierung und Klimawandel auch
international nicht genügend vertreten. „Wir sind in den Gremien
und Organisationen, die die Richtung vorgeben, unterrepräsentiert“, sagt er. In Eberswalde versucht man diesem Defizit unter anderem mit einem neuen Studiengang namens „Global Change Management“ entgegenzuwirken.
Im Gegensatz zu Hartigs und
Pfeils Zeiten, als die deutschen
Wälder verwüstet waren, stehen
sie heute vergleichsweise prächtig
da. Doch die warnenden Stimmen
werden lauter. Auf gegenwärtigen
Holzvorräten und historischen Verdiensten auszuruhen – und anderen die Zukunftsentscheidungen
zu überlassen – könnte sich als
nicht nachhaltige Strategie erweisen.
Richard Friebe
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