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Introduction
By
Xavier Vidal-Folch, World Editors Forum President

Welcome to the sixth edition of Trends in Newsrooms, offering summary and

analysis of a fascinating year for the news industry. It has been a difficult time for
newspaper editors, many of whom have seen shrinking newsrooms and resources. It
has also, however, been a period of innovation and hope with new journalistic initiatives
and new news reading devices making an appearance.
One notable theme of the past year is cooperation among different players in the industry.
Former rivals have accepted that this crisis means that standing alone might not be an option
any more, and cooperation between different traditional outlets, between old and new media,
and even between news providers and their readers has been frequent.
Much of this is a result of the free nature of online news reading: people do not feel like they
have to make a choice between different news publications, but read as many as they want
to in one sitting, and jump effortlessly between them. The ‘link economy’ has started to break
down barriers between fervent rivals.
But could the arrival of multiple paid websites prompt a return to a time of forcing readers to
choose? Undoubtedly, newsrooms need to find a way to support their journalism and make
readers value their content and establishing loyal readers seems advantageous in many
ways. But will paywalls prove compatible with new reader habits online or will another more
flexible system emerge? As several major newspapers start the process adopting paywalls,
the next few months will be very telling.
As well as online, newspapers have a whole array of other devices on which they can offer
their content. Mobile phones which allow the easy consumption of media are becoming more
and more prevalent, e-readers are finding a market and tablet computers might well turn
out to be a game changer. With these new devices come an array of new challenges: how to
present news content? How to make money?
Financial questions aside, journalists have continued to use the resources available to them
to produce quality journalism, and technological advances have allowed it to be presented
in more interesting and effective ways.
And journalism is flourishing also outside of newspapers and news agencies, with keen
entrepreneurial reporters determined to fill whatever gaps they see in coverage. Online-only
start-ups providing different types of news – from hyperlocal to international – from long
investigative pieces to local information – have become common.
Trends in Newsrooms hopes to offer you information on all of these issues and more, based
on the work of the team of our daily publication www.editorsweblog.org. Please follow us
there for up to date information on all the latest media trends.

Xavier Vidal-Folch
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 summarise 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
Online (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)

Don’t let

your content crumble with the economy.

Contact us.
www.project-syndicate.org, info@project-syndicate.org, +420 221 507 666
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section 1: Another
tough year for
north American &
european newsprint

section 2: stately
intervention into the
newspaper industry
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section 3: Cutting
costs where you can
afford them

2009 was one of the blackest years yet for the newspaper industry in North America

and Europe. Despite sustained growth in other emerging markets, newspapers continued to
suffer from the decline in print ad revenues and from dwindling circulation numbers.
Amidst a flurry of cost cuts, layoffs and closures, several governments have decided to intervene
to subsidise the ailing industry. But will this be enough, and does government intervention
threaten the independence of journalism?
Fortunately, the outlook on 2010 seems rosier. But as newspapers migrate to the Web, how
can they ensure a successful transition while dealing with shrinking budgets?
Cutting costs where you can afford them:
Printing costs: many newspapers have chosen to trim down their editions, both in content
and size, in an effort to save money.
Partnerships: another effective way to produce more content or to reduce expenditure is by
forging partnerships with other newspapers, news agencies, or pure-players.
Layoffs: in many cases, massive waves of layoffs have proved detrimental to the newspaper
business. The short-term relief provided by these cost cuts often comes with a decrease in
readership trust and loyalty.

section: 1

Another tough year

for North American & European newsprint
us: a year of closures and layoffs
2009 offered little or no respite to newspapers across North America, amidst a national
and worldwide economic recession. see 09
T IN

2009 was the “bleakest” year yet for news
media, according to the Project for Excellence in Journalism’s State of the News
Media in the US report. The report found that
the migration to online news was accelerating, with traffic to the US’ top 50 news sites
rising 27% in 2008. However, according
to the report, the “news industry does not
know how to convert this more active online
audience into revenue.”
In March 2009, the Paper Cuts blog continued documenting newspaper woes across
the US, tallying both job cuts and newspaper
closures across the nation. Between January
and March 2009 alone, an estimated 3,359
newsroom jobs had been cut. In April, a
report by the American Society of News
Editors found that newsroom unemploy-

ment had hit a 30-year high, with 5,900
newsroom job cuts in 2008 – more than
double those in 2007. The ethnic diversity of newsrooms also suffered from this
evolution, with now just 13.4% of staffers
from minorities occupying traditional print
positions, and 19.6% at online news sites. In
April, WSJ.com produced a detailed interactive graphic, mapping the fates of the top
100 newspapers in the US over the last three
years. Only seven had not made layoffs.
Nearly every main US news publisher had
to proceed to drastic cost cuts. During the
summer, Gannett announced plans to suppress between 1,000 and 2,000 positions,
affecting the company’s 80 local dailies. In
2008, the company had already cut 4,600
jobs – 10% of its workforce. Its first-quarter
results showed a 60% drop in net income
and 34% decline in print ad revenue. Gannett’s flagship national title, USA Today, was
also hit. Its circulation had decreased by

more than 170,000 copies in the first months
of 2009, and the paper stopped printing its
international edition. McClatchy planned to
axe 1,600 positions, or 15% of its workforce.
Tribune Co. had to file for bankruptcy protection in December 2008, and its Baltimore Sun
cut a third of its staff in 2009. The Chicago
Tribune laid off 53 employees in April, leaving
the newsroom staff count at 430.
“Today we begin a reorganisation of the
Chicago Tribune newsroom that will focus
us more clearly on our core mission and
prepare us for the economic recovery when
it comes,” said Editor Gerould Kern in a
memo to staff.
In December 2009, the U.S. Federal Bureau
of Labor Statistics’ Employment Projections Summary projected that a quarter of
newspaper-related jobs would be lost within
the next ten years, down from an estimated
326,000 jobs to 245,000.

credit WSJ.com
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The Wall Street Journal produced a series of interactive maps detailing the woes of the
US newspaper industry.
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a wave of closures
In March 2009, Douglas A. McIntyre, a
partner of 24/7 Wall St industry analysts,
published an article on Time.com listing the
next ten major American newspapers likely
to collapse or end their print operations.
According to his findings, he estimated
that as many as eight of the largest 50
newspapers in the country could be forced
to go online-only, or cease publication altogether, by mid-2010. His list included titles
such as Heart’s Corporation’s San Francisco
Chronicle, The Philadelphia Daily News, the
Minneapolis Star Tribune, the Chicago Sun
Times and New York Daily News.
Just a month later, leaders of the Minnesota
Newspaper Guild launched a “Save the
Strib” campaign in order to raise community
awareness about the potential closure of
the Star Tribune. The campaign included a
Facebook page, a YouTube video with testimonials from readers, and a website called
www.savethestrib.com, which allowed
readers to sign a petition, submit ideas
and subscribe to the paper.
The Sun-Times Media Group Inc filed for
bankruptcy protection in April, mired in an
$800 million debt. Several of its daily suburban newspapers faced closure, including the

Gary Post-Tribune, Southtown Star, Naperville Sun, Beacon News, Elgin Courier News,
Herald News and Lake County News-Sun. In
addition to these closures, the Sun-Times
group was to proceed to cost cuts through
layoffs and pay cuts.
In October 2009, Chicago financier Jim
Tyree took over the Sun-Times Media
Group, becoming the owner of more than
50 suburban dailies. In heated negotiations,
employees finally accepted three years of
15% benefit cuts and the freezing of the

company’s pension plans.
The Gannett-owned Tucson Citizen was also
among the casualties when it was shuttered
in May. In a staff meeting with employees
back in January, Robert J. Dickey, President
of Gannett U.S. Community Publishing said:
“Dramatic changes in our industry combined
with the difficult economy - particularly in
this region - mean it is no longer viable for
our partnership with Lee Enterprises Incorporated to produce two daily newspapers
in Tucson.”

tips anD resources

EDITOR & PUBLISHER NEArLy sHuTs doWN AFTEr 125 yEArs
The venerable publication about the newspaper industry,
Editor & Publisher, was threatened with closure in December 2009, mirroring the grim fate of the industry it covered
for 125 years. In an article about its own demise, Editor &
Publisher remained hopeful for the future:
“The expressions of surprise and outpouring of strong
support for E&P that have followed across the Web – Editor
& Publisher has even hit No. 4 as a Twitter trending topic
– raise the notion that the publication might yet continue
in some form... As news spread of E&P’s fate, the staffers have been inundated with calls from members of the
industry it covers, and many others, expressing shock and hopes for a revival.”
Duncan McIntosh Co. Inc bought the magazine in mid-January from Nielsen Co, saying “such a critical information source for a newspaper industry so desperately in
need of help should not go away.”

Although India’s press market remains
one of the fastest-growing, executives
voice concerns over high dependence
of newspapers on advertising.

US President Barack
Obama says that “a
government without a
tough and vibrant media
is not an option.”
Los Angeles Times comes
under fire for publishing
front page ad disguised
as a news column.

JUL

British government launches crossparty committee investigation into
future of newspapers in the UK.

APR

JUN

French government launches
vast program to encourage
young people to read the
newspaper, offering them a
free one-year subscription.
OCT

MAY

2009

2010
DEC

The Paper Cuts blog
estimates that about
3,400 newsroom jobs
have been cut in the first
three months of 2009.

MAY

JUN
photo Natalie Behring

MAR

Maurice Levy, CEO of ad
giant Publicis Groupe,
says that “the traditional
model for print is broken.”

UK Press Association cuts costs by closing
West Midlands bureaus in Birmingham
and asking reporters to work from home.
SEP

Magna Global,
ZenithOptimedia and
GroupM all predict that
global Internet ad spend will
overtake print by 2015.

Amidst concerns over editorial independence,
news publishers and media analysts urge US
politicians to consider changes in antitrust
laws, in order to save newspapers.
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In July 2009, the Eagle Times in New Hampshire published its last issue, after parent
company Eagle Publications filed for Chapter 7 bankruptcy.
Other analysts have been even more pessimistic about the future of newspapers.
Michael Wolff, founder of online news
aggregator Newser, predicted in April 2009
that “About 18 months from now, 80 % of
newspapers will be gone.” Although this
may be well exaggerated, US newspapers
are unquestionably wading through dire
straits.
“Let’s face it. The traditional model for print
is broken,” said Maurice Levy, chairman and
Chief Executive of the advertising giant,
Publicis Groupe at the FIPP World Magazine
Congress in May.
“The end of the economic crisis will not be,
I’m sorry to say, the end of the crisis for analogue media,” Levy said. “You are facing a
deep and profound structural revolution and
have to be prepared for a new world.”

migrating to online-only
While a number of US newspapers had
to shut down altogether, several chose to
move to an online-only or online-mostly
format, carrying on their journalistic mission on the Web. 6
CHAP

In February, the Denver-based Rocky
Mountain News ceased operations, due to
a deteriorating financial situation. Despite
the numerous awards won by the Rocky
Mountain News, parent company Scripps
Co. had no other choice after suffering $18
million losses in 2008. But former staff from
the Mountain News decided to form an
online-only edition, dubbed InDenverTimes.
com, consisting of 30 former writers and
editors from the paper. Similarly, staffers
launched the site I Want My Rocky after
Scripps announced its decision to sell the
paper at the end of 2008.
In March, the San Francisco Chronicle’s
union failed to negotiate a life-saving
agreement with Hearst Corporation, as the
paper was threatened with closure. In the
weeks following the closure, journalists
launched online wikis to draft proposals to
create alternative organisations, both for the
Chronicle and Seattle Post-Intelligencer.

“Let’s face it.

The traditional model for print is broken.
broken.”
in Depth

BOSTON GLOBE FIGHTs For surVIVAL
Throughout 2009, staff members at the Boston Globe were engaged in a virulent battle
with its management and owner, the New York Times Co., which threatened the paper
with closure. The paper lost $50 million in 2008, and was predicted to lose $85 million
in 2009. NYT Co. itself had posted a first-quarter loss of $74.5 million and already
implemented across the board paycuts.
In April, a report in the Globe announced the
possible closure of the paper, should the
unions fail to agree to $20 million of savings
within a month. The Globe reported that all
of the union employees it interviewed would
be “willing to accept pay cuts and other
concessions to save New England’s largest
newspaper - as long as executives and
managers make the same sacrifices.”
Thus began the rocky process of negotiations between the paper’s largest union, the
Newspaper Guild, and the Globe’s owner. “Of all our properties, The Boston Globe has been
most dramatically affected by the secular and cyclical forces that are roiling the entire
media industry,” said NYT Co. Chairman Arthur Sulzberger. “More needs to be done to align
the Globe’s costs and revenues.”
Meanwhile, Globe publisher P. Steven Ainsley offered ideas to create new revenue
streams and save the endangered paper. In a staff memo, he described plans to expand
Boston.com’s hyperlocal sites, Your Towns, to increase online advertising, as well as
by “launching new digital services and consumer-pay programs that do not eat into
advertising revenues.”
The Globe’s crisis prompted Massachusetts Senator John Kerry to hold Senate hearings
to address the fate of the newspaper industry (see section 2). In May, after failing to
reach an agreement with the Newspaper Guild, NYT Co. threatened to file a 60-day
shutdown notice for the Globe, as required by federal law.
Again, the union rejected a proposed package of concessions, which included an 8.3%
wage cut, a five-day unpaid furlough, a freeze in pension contributions for many employees, an end to 401(k) matching contributions, and elimination of lifetime job guarantees
enjoyed by 190 Guild members. As promised, the NYT Co. then unilaterally imposed a
23% pay cut for all staff.
By June, NYT Co. released a statement declaring that it didn’t foresee closing the Boston
Globe “at this time,” but it had reportedly hired investment bank Goldman Sachs to
manage the possible sale of the paper, according to the Globe’s website Boston.com.
Negotiations continued and a package was eventually agreed in July, including pay cuts,
furloughs and unpaid vacation that add up to an earnings reduction of about 9%, reductions in health and retirement benefits and the elimination of lifetime job guarantees for
approximately 170 veteran employees. There was a turnout of about 80%.
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Dwell Editor Sarah Rich and Wired.com
reporter Alexis Madrigal launched the San
Francisco Post-Chronicle wiki on February
25 as a “space where people can hash out
what daily news might look like if we could
start over, start fresh, and build for a digital
world.” The wiki has over 80 members who
can use the forum to make suggestions
about distribution models, coverage plans,
distribution models, and design.
Similarly, journalist Chuck Taylor launched
the Seattle Post-Post-Intelligencer where its
40 members ponder content strategies and
business models. “The Seattle Post-Post-Intelligencer could be the beginning of a business plan for such a site, or it could merely
be a good place to mull the challenges and
solutions to promoting good professional and
amateur journalism in metropolitan Seattle.
It’s up to you,” says Taylor.

global trenDs

CommuNITy PAPErs ouTPErForm INdusTry
Data released by the National Newspaper Association in March 2009 showed that
local papers and community papers were doing better than regional and national
news titles. Community papers lost on average 6.6% of their ad revenues in 2008,
compared to the industry average of 21%.
According to New York Times journalist David Carr, local papers such as the Austin
Chronicle have benefited from their deeper involvement into community issues. “The
Chronicle is knit into civic and cultural life in Austin to a degree that may make other
newspapers nervous,” wrote Carr.
For example, the paper provides funding for local film projects and is also the brains
behind the South by Southwest music and media festival. 5
CHAP

Eventually, the Post-Intelligencer maintained an edition on the Web – a move which
cut costs by as much as 80%, according to
an estimate by the Poynter Institute’s Rick
Edmonds. Staff was reduced from 165 to
30, including only one photographer.

However, as more and more newspapers
try to reinvent themselves in an onlineonly format, uncertainties remain as to the
sustainability of their business models,
and many are considering adopting a
paid-for route. 2
CHAP

uK: the newspaper industry in jeopardy
the regional press in peril
The UK’s regional press is “in unprecedented
crisis and there is not one of the media organisations with interests in this sector that has
been immune to this catastrophic downturn
in the industry’s fortunes,” wrote Ian Burrel
of the Independent in March 2009.
The fate of many British papers came
under threat in 2009, especially in local
and regional markets. In 2008 alone, 11
Newsquest papers were closed in the northwest of the country. Johnston Press cut
more than 1,100 jobs and the Guardian
Media Group also cut about 245 jobs, as
well as all 22 editorial offices of its weekly
newspapers. Trinity Mirror was forced to
close 27 newspapers in 2008, and a further
eight in the first half of 2009.
An ominous report published by Enders
Media in June 2009 predicted that up to
half of the nation’s 1,300 local and regional
papers could be closed within the next five
years. The report projected a 52% decline
in regional newspaper ad revenue in the
period between 2007 and 2013, alongside
an 8% dip in circulation.
Even press executives such as Johnston

QuicK Facts

PrINT sTILL A Buy
Despite the economic crisis, an anonymous investor plunged millions into
10 print publications, including the
Star-Tribune, Pioneer Press, The Atlanta
Journal-Constitution, The Roanoke
Times, The Daytona Beach News-Journal, Palm Beach Post, Abilene Reporter
News, San Angelo Standard-Times.
Wichita Falls Times Record News, Corpus Christi Caller-Times and the Orlando
Sentinel.
“I’m not sold on the death of print quite yet,” he told the Silicon Valley Insider.

Press Chief Executive John Fry made some
alarming statements: “You’re naturally going
to get a consolidation down to a single
newspaper in a market – which means the
whole issue of competition is solved anyway
because there’ll only be one. The question
is: can you sustain that one?”
Chief Executive of the Guardian Media Group
Carolyn McCall also shared pessimistic views
about the evolution of advertising revenues: “I
don’t believe the prospects for recovery particularly in classified advertising are strong,”
she said. “I think to rely on any kind of recov-

ery for advertising will not really solve the
problems of the regional press. The structural
change is too profound and the economic
recession has just hammered it.”
In February, the critical situation prompted
seven chief executives of the UK’s top
regional newspapers to hold a secret
meeting with Communications Minister
Lord Carter, which resulted in the birth of
the Local Media Alliance (the story was
later uncovered by the Financial Times).
The meeting and alliance included chief
executives of Trinity Mirror, Johnston Press,
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Newsquest (Gannett), Northcliffe Media
(DMGT), Guardian Media Group, Archant
and DC Thomson – representing roughly
72% of the UK press.
Roger Parry, who stepped down as Chairman
of Johnston Press and was appointed Chairman of the Alliance, described this move as
“a way for the regional press to act quickly
and efficiently to provide information and
responses to government in a fast-moving
situation.”

the debate over
governmental action
The debate regarding the implementation
of State-funded subsidies for the press has
sparked controversy not only in the US, but
European countries too, including the UK
(see section 2). In March 2009, Culture Secretary Andy Burnham said “the government
does not have the funds to chuck around”
to save the press. However, following a
letter sent by the Society of Editors and
Newspapers to Burnham, the government
announced an upcoming summit to discuss
the future of regional media in the UK.
In the letter, the heads of the two newspaper
organisations expressed their concern over
the rise of online news aggregators such as
Google, and urged the government to implement solutions to either prevent aggregators
from accessing publishers’ content, or to
appropriately compensate publishers for
their content.

global trenDs

INTErNET oVErTAKEs TV As LArGEsT Ad sECTor
In September, the Internet Advertising Bureau in the UK reported that
Internet ad spend had weathered the recession and grown 4.6% in the
first half of 2009, overtaking television for the first time as the largest ad
sector – amidst a 16.6% decline in the entire
advertising industry over the same period.
Online ad spend represented 23.5% of total ad spend
in the UK, compared to 21.9% for TV. Online classified
ads grew by 10.6%, making up 22% of total online ad
spend. Online display ads, however, declined by 5.2%.
“We could absolutely see it grow to being a 30% medium [of share of ad
spent], to go past £4bn to even £5bn annually,” said Guy Phillipson, Chief
Executive of IAB. “Online display advertising has plenty of room for growth.”
Despite this strong growth, online advertising also suffered from the recession, with
its growth slowing down to a 1.1% year-on-year increase in the second quarter.
2009 UK ad market growth by sector

Total UK ad spend between 2001 and 2008

At about the same time, Conservative MPs
voiced a law proposal to loosen media
merger laws in order to help the press – a
policy contested by Labour party members
and the National Union of Journalists (NUJ),
who claimed this would lead to further editorial cuts.
In April, more than 100 MPs – mostly from
the Labour party – signed an early day
motion to support the government’s “commitment to high quality local journalism”,

credit Internet Advertising Bureau

Other proposals included discouraging
government publications and websites
that compete directly with local papers,
encouraging local and national government
to advertise jobs and services in their local
papers and websites, as well as investing
public funds for journalism training.

“You’re naturally going

to get a consolidation down to
a single newspaper in a market.”
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and against “propping up companies that
have already extracted millions of pounds
from their businesses whilst cutting investment in editorial resources.” In June, NUJ
urged Ben Bradshaw, the new Culture,
Media and Sport Minister, to take action in
the campaign to reinvigorate local journalism in the UK. In its Economic Stimulus Plan,
NUJ made the following suggestions:
• A hard and fast commitment to ring-fence
licence fee funding for the BBC.
• A levy introduced on commercial operators who benefit from quality public service
content – including local news – but do not
contribute to its production.
• Tax breaks for local media who meet
clearly defined public purposes.
• Tax credits for individuals who buy quality media.
• Direct support to help establish new genuinely local media organisations.
• Strategic use of central and local government advertising.
• Support for training opportunities that
open access to journalism.

UK Culture
Secretary Andy
Burnham said the
British governement couldn’t help
subsidise the press.

QuicK Facts

TAX CuTs For THE LoNG TErm: TrAINING
According to François Nel, founding Director of the Journalism Leaders
Programme at the University of Central Lancashire, the government should
offer tax breaks to newspapers so that they can fund staff training – a
long-term investment for the industry. According to Nel, “cost savings
help in the short-term” but are not viable in the long term.
“It’s not just an economic thing, there’s a great need for structural changes
and re-skilling of the industry if we’re going to survive going forward.”

tips anD resources

PRESS GAZETTE sAVEd IN EXTrEmIs
The Press Gazette, the long-standing publication about the
press industry, announced it faced closure in May 2009,
due to the economic downturn. Said Press Gazette Editor,
Dominic Ponsford, in a Media Guardian article:
“If journalism, of all professions, can’t support its own
trade magazine and site - what chance does the rest of
the industry have?”

The same month, the government launched
a cross-party committee investigation into
the future of newspapers in the UK, in collaboration with representatives of the press
industry.

Fortunately, like its American counter-part Editor & Publisher, the magazine was bought a few weeks after the
announcement by Progressive Media group, and continues
be published both in print and online.

state of the world press
asia
Generally speaking, the Asian market has
been much more favourable for newspapers
compared with Europe or North America. The
World Press Trends 2008 report by the World
Association of Newspapers found that eight
of the world’s top 10 daily newspapers with
the highest circulation are printed in Asia,
and the largest newspaper markets are
Japan, China, and India. According to Time
magazine, print dailies have also benefited
from low Internet penetration: consider that
only 12 million Indians accessed online
news in September 2008, compared with
180 million subscribers to newspapers.
But Asian newspapers have not been spared
from their share of difficulties: in August,

Indonesian daily Merdeka was forced to
publish its last issue. In September 2009,
Dow Jones was forced to shut its 63-yearold Hong Kong-based magazine, the Far
Eastern Economic Review.
“The decision to cease publication of the
Review is a difficult one made after a careful study of the magazine’s prospects in a
challenging business climate,” said Todd
Larsen, Chief Operating Officer at Dow Jones
Consumer Media Group.

india
The Indian newspaper market, which has
often been cited for its explosive growth,
may also be seeing the first signs of a slump.
“Newspaper sizes are coming down, staff

are being retrenched, marginal titles closed
and expansion plans put on hold,” reported
the Australian in April 2009. Advertising
profits at India’s leading English-language
paper, the Times of India, fell by 25% in the
beginning of the year.
Some industry observers have warned Indian
newspapers that they need to rapidly adapt
to the Web, as Internet access becomes
more widely democratised (currently the
Internet penetration rate is about 7%).
At the Indian Newspaper Congress held in
July 2009, speakers argued that (hyper)
local language papers had good potential
for growth, in a market dominated so far
by the English-language national press.
English-language papers capture up to
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60% of advertising revenue, despite the
fact that the majority of the population are
non-English readers.
At the end of the summer, publishers and
executives met at the 3rd INMA Annual
South Asia Newspaper conference to discuss the possibility of raising cover prices
across the industry. According to some,
despite increasing newspaper circulation,
the bubble may soon burst: current cover
prices don’t even cover the increasing cost
of newsprint. The high dependence of Indian
newspapers on advertising revenues (which
account for about 85% of total revenue) has
also led to controversial advertorial practices
and loss of public trust.
Managing Director of Mid-Day, Tariq Ansari,
said: “If we continue in this path, advertisers
will strip us of every last shred of credibility
and we can remain in this business only if
our credibility is intact.”
Nevertheless, India is still among the most
promising markets for newspapers, and
many foreign investors have already seized
the opportunity. A July comScore study
found that The Times of India Online is the
most visited newspaper website in the
world, with 159 million page views, ahead
of sun.co.uk and nytimes.com.
According to media expert and Head of
KPMG’s information, communication and
entertainment division, Rajesh Jain, “Print
media will grow by about 9 % a year to
reach annual revenues of about $7.7 billion by 2013.”

philippines
In the Philippines, newspaper readership
is also increasing, particularly among the
higher socio-economic classes. According to
a study by Synovate Media Atlas, newspapers still constituted one of the best media
offers for advertisers: 56% of respondents
preferred ads in print publications over other
forms of media.
“Online is still a small fraction of the advertising budget. Those who neglect mainstream media will lose share and even go
out of business. Mainstream media works,”
said Steve Garton, Global Executive Director
for media at Synovate.

in Depth

ToP 10 NEWs/INFormATIoN sITEs IN INdIA
Based on unique Visitors- october 2009 vs. october 2008
Total India Internet Audience*, Age 15+ - Home & Work Locations
Source: comScore World Metrix
Total Unique Visitors (000)
Oct-2008

Oct-2009

% Change

Total Internet : Total Audience

31,179

36,170

16

News/Information

11,529

15,838

37

Yahoo! News

3,312

4,169

26

New York Times Digital

2,306

3,854

67

The Times of India**

1,476

2,626

78

Oneindia.in

949

2,359

148

The Hindu Group

1,299

1,551

19

The Indian Express Group

925

1,244

35

HT Media Ltd

1,088

1,155

6

NDTV.com

848

1,104

30

BBC

777

992

28

The Economic Times**

769

820

7

*Excludes visits from public computers such as Internet cafes or access from
mobile phones or PDAs.
**The Times of India and Economic Times are both channels included in the Times
Internet Ltd property.

Kotaro
Akiyama,
President
of the Asahi
Shimbun.

japan
Thanks to very high newspaper subscription rates (subscriptions account for more
than 90% of total circulation), Japanese
press executives remained confident
despite the recession.
“From Wakkanai in the extreme north of
Hokkaido to Anami-Oshima [a small island
far to the south of Kyushu], we have more
than 2,600 distribution points employing
about 70,000 people. To the extent that we
have that base, I don’t think there will be any
sudden fall in circulation,” said Kotaro Akiyama, President of Asahi Shimbun, Japan’s
second-largest newspaper.
The Asahi Shimbun’s circulation was down
only 0.1% in the first half of 2009, with
a morning circulation topping 8 million
copies.

South Asian newspaper publishers
voiced concerns
over the press’
dependence on ad
revenue.
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australia
The Australian newspaper market, although
also confronted with declining circulations
and advertising revenues, fared better
than its British and American counterparts,
according to a report published in May 2009
on business intelligence website Report
Buyer. Online ad revenues were expected
to grow about 5.7% in 2009.
According to Newspaper Works, Melbourne’s Age and Herald Sun together
reached 70% of the population and Sydney’s Daily Telegraph and Sydney Morning
Herald reached 56%.
In fact, newspaper businesses also gained
traction in the stock market. Fairfax,
publisher of papers including The Sydney Morning Herald, The Age and The
Australian Financial Review, was trading
close to $1.80 in October, up from lows
of about 80c in March. Regional giant
APN was close to $2.50, compared with
95c in June.
According to Simon Davies, Head of Print
at media agency OMD, Australian newspapers may be in a better position than
headlines suggest: “A lot of the projections
here were based on what people were
seeing in the US and the UK...But here
you don’t have the financial pressures that
the US papers have and the competitive
pressures that the UK papers have.”

global trenDs

suNNy sKIEs For BrAZIL’s PrEss
Despite challenging times for US and European newspapers, Brazil’s newspapers and
tabloids are prospering. Total newspaper circulation increased 12% in 2007 and 5%
in 2008, fuelled by the sustained growth of tabloids.
In just five years, Brazilian tabloids have increased their combined circulation from
400,000 to 1.5 million. One tabloid, Super Noticia, outsold the top national broadsheet Folha de Sao Paulo in May, for the fourth time in two years. The sales of Extra,
another tabloid, have grown almost 18% in the past year alone, to nearly 285,000
copies daily.
Of course, the appearance of scantily clad girls
on the cover - in a similar vein to the Sun’s Page
Three girls – does nothing to hurt sales. Nor do
the various promotions the tabloids offer, such
as discounts on a book by a popular Brazilian
author.
In contrast, at some of Brazil’s leading broadsheets, such as Folha de Sao Paulo and Estado
de Sao Paulo, sales dropped year-on-year 5%
and 18% respectively.

QuicK Facts

NEWsPAPEr
As A GroCEry BAG
In Russia, The GazetaPacket,
launched in 2008, can be used both
as a grocery bag and a free daily
newspaper. The paper includes ads,
news items, crosswords and meal
recipes.

canada
Canadian newspapers also managed to
wade through the recession, thanks to the
73% of adult Canadians who read a printed
version of a daily paper at least once a week.
However this figure is contrasted with a
fairly low online readership, estimated at
20% of the adult population.

Melbourne’s Age
and Herald Sun
together reached
70% of the population in 2009.

section: 2

stately intervention
into the newspaper industry
newspapers: a long-standing pillar of democracy
“A government without newspapers, a
government without a tough and vibrant
media is not an option for the United States
of America.” In the past year, the words of
US President Barack Obama have been
widely echoed in some form or another
by the majority of newspaper insiders and
observers, in light of the serious challenges
the newspaper industry currently faces.
After the Cincinnati Post shut down on
December 31, 2007, economists Sam
Schulhofer-Wohl and Miguel Garrido ran a
study on how voting patterns were directly
affected by news coverage. The study found
that political involvement in the northern
Kentucky counties, where the Post dominated circulation, decreased since the paper
stopped the presses at the end of 2007.
“This paper offers a case study of the consequences of closing a newspaper,” wrote
the economists in the discussion paper of
the research project.
“Its absence appears to have made local elections less competitive along several dimensions: incumbent advantage, voter turnout
and the number of candidates for office.”

Indeed, newspapers serve not only to inform
the public, but also to hold public servants
accountable. Research at MIT concluded that
congressmen who feature regularly in the
press tend to work harder than those who can

hide in the background, and are more inclined
to represent the views of the constituents
in Congress rather than jump on the party
bandwagon. As the Tucson Citizen faced
closure, Editor Jennifer Boice described

in Depth

WHITE HousE PrEss TEAm TACKLEs NEW mEdIA
Although US President Barack Obama reaffirmed his belief in the necessity of a strong
traditional press, his press team has also tried to take advantage of new media and the
24-hour news cycle. According to White House Press Secretary Gibbs, it is harder for the
White House to hammer “a central narrative.” On the other hand, “stories that you think
are going to drive the day in a negative way maybe don’t have the impact” they would
have had in the past, due to the continuous news cycle.
In the past, the President and his team would be “held hostage to a very small number of
elite media outlets – the New York Times, the Washington Post, the networks,” said an
anonymous senior White House official. The Obama administration has been branching
out to new media, specifically targeting friendly publications and including outfits such as
the Huffington Post in press conferences. The team has also been bringing reporters from
local papers across the country to the White House for interviews with the President.
The White House has adopted the Web for its multimedia and interactive features:
for example by turning the weekly presidential address from a radio recording into a
YouTube product, and by inviting the public to ask the president questions via its website.

“A government without newspapers,
a government without a tough and
vibrant media is not an option.”

photo Barack Obama
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the situation as a failure for democracy:
“It’s a loss because what we do makes the
Star better, the Star makes us better, and
because of that, the community gets better
information.”
Serious reporting is “something that I think
is absolutely critical to the health of our
democracy,” Obama said. Despite this,
however, much discussion surrounding
a newspaper bailout in 2009, amounted
to very few concrete pieces of legislation
being adopted.

global trenDs

mEdIA summoNEd To rEsumE ITs roLE As WATCHdoG
In May 2009, an article in the Guardian by Eamonn O’Neil called on all media to
resume their role as a purveyor and defender of social justice. In light of cost cuts
across most news organisations, and the shrinking of budgets for investigative journalism, O’Neil reminded all editors about the necessity of their role as watchdogs.
His article coincided with the Guardian’s recent launch of a ‘Justice on Trial’ campaign, which aimed to highlight cases where there were major concerns of a miscarriage of justice. A week earlier, a New York Times article also described how the
diminishing resources had severely restricted journalists’ collaboration with lawyers
in legal cases, limiting the number of cases which are brought to the public domain.

taX breaKs, subsidies and stimulus pacKages
In March, Maryland Senator Bill Cardin
introduced the Newspaper Revitalisation
Act, a bill that would allow newspapers to
operate as tax-exempt non-profits. Those
who opposed Cardin’s bill feared that it could
threaten a newspaper’s freedom of speech,
with a provision that allowed editorialising
but prohibited a paper from endorsing political candidates.
In April, Massachusetts Senator John Kerry
held Senate Commerce Committee hearings
in Washington to address the newspaper
industry’s financial problems, following The
New York Times Co.’s announcement that
the Boston Globe could be shut down.
But in May 2009, White House Press Secretary Robert Gibbs made it clear that the
government wasn’t yet considering a widespread bailout for newspapers. “There’s a
certain concern and a certain sadness when
you see cities losing their newspapers or
regions of the country losing their newspapers. […] I don’t know what, in all honesty,
government can do about it.”
In May, Washington State Governor Chris Gregoire approved a proposal for a 40% break in
the state business tax for local newspapers.
The tax break was to cost the state an estimated $1.3 million in tax revenue.
In September, Democratic state Rep. Marlin Schneider followed suit by announcing
a plan to make press-related real estate
exempt from property taxes. The news
was met with a lukewarm response by
the Director of the Winsconsin Newspaper

Association, Peter Fox: “Newspapers aren’t
looking for any special privilege that would
put them above other parts of the Wisconsin
business community,” he said.
In November, the state of New Hampshire
backed 75% of a $250,000 loan taken out
by the Eagle Times, which resumed print
publication after a three-month hiatus.
Despite potential threats to editorial independence and coverage of state politics,
the loan enabled the Eagle Times to create
several jobs locally.
Throughout 2009, US legislators and newspaper industry insiders both showed reluctance
to make any significant plans to bailout newspapers. But in December, the Federal Trade
Commission announced that it would examine the possibility of state-subsidisation.
FTC Chairman Jon Leibowitz said that his
agency would consider whether the government should exempt news organisations
from antitrust laws, change copyright laws,
or allow them special tax treatment.
“We should be able to take action if necessary to preserve the news that is vital to
democracy,” he said.

reestablishing public trust
However, one of the main difficulties for
newspapers may come from their decreasing credibility, rather than because of online
competition and new business models.
According to Rupert Murdoch, “Our success
will still depend on the bond of trust between
readers and our content, not on how many
platforms we use.”
The problem is not “competition from new
technology, it is the complacency in our
industry among people who have enjoyed
monopolies, who have to compete for an
audience they once took for granted, who
don’t trust their audiences and who have
not responded constructively to challenges
from readers who no longer think editors are
omnipotent oracles,” said Murdoch.
But is it already too late for newspapers
to re-establish their credibility with their
readers? A survey by Pew Research in early
2009 found that a surprisingly low 43% of
respondents deemed civic life would be hurt
“a lot” by the closure of local newspapers.
And 23% considered this change would
have little or any effect.

QuicK Facts

CANAdA: 87% suPPorT PrINT BAILouT
A Canadian Press Harris-Decima survey found in October 2009 that a slight majority
of Canadians would support a government bailout of the newspaper industry, and
that 87% of those polled believe newsprint has an important role in the media.
Shortly after the poll, media publisher Canwest, which had been on the brink
of bankruptcy, received partial bankruptcy protection from the government.
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france: goVernment comes to the rescue
Although hardly striving, French newspapers
have fared better than their American or
British counterparts of late. An article in
Le Monde claimed that there had been
an increase of 1.5 million readers in 2008
compared to 2007, and that nearly 50%
of people aged 15 and above read at least
one daily publication. Even the circulation of
the regional press grew by 2.6%. A survey
by Audipresse also found that newspaper
readership remained stable in 2009, following slight growth in previous periods. But
among the national papers, only Le Figaro
managed to cling on to its readership.
However, these positive numbers have a lot
to owe to the government’s massive bailout of the press industry. The government
decided on a bailout plan for newspapers,
summing up a three-year €600 million
plan, in addition to previously implemented
subsidies. In 2008, an estimated €1.2 billion
had been given to newspapers – roughly
12% of the industry’s revenue.
For Frédéric Filloux, Editor for Schibsted
and co-author of the weekly media newsletter Monday Note, much of this allotted
money is going to waste for unnecessary
expenditure such as travel or expensive
technology upgrades.
There has been debate as to whether the
heavy subsidisation of newspapers is merely
“postponing their collapse,” argued by Cyril
Blanc in an article in the Guardian. According
to Blanc, the French press has neglected
to learn from the success of online-only
ventures such as Rue89, instead relying
on government help to adapt. In addition
to subsidies, one of the key components
of the plan was a free one-year subscription given to all 18 to 24 year-olds, for one
print publication once a week. The cost of
subscriptions was split between the government and publishers, with the government
covering the costs of distribution.
Despite controversy surrounding this policy, representatives of the papers who had
trialled such a scheme, reported positive
results from the pilot subscription operation,
with a 15% renewal rate.
Jeanne-Emmanuelle Hutin, Deputy Head of
the French presidential youth press commis-

sion, reminds that this successful renewal
rate also had a lot to do with specific efforts
made by her paper, Ouest-France, to cater
to that particular audience.
“Is it a good idea? Yes, as long as we don’t
disappoint the young and succeed in interesting them in the news, with relevant content and approaches, by investing in other
platforms and by strengthening links with
them,” said Hutin.
The operation was launched in October with
59 newspapers titles ranging from Le Monde
and Le Figaro, to more local publications, as
well as the Paris-based International Herald
Tribune, the global edition of The New York
Times, and even sports daily L’Équipe. However, the scheme is only for the first 200,000
to sign up, and there is a limit to how many
people can sign up for each paper.
In the first days following the launch, the
government said the program had already
generated incredible interest, with 30,000
people signing up for their newspapers via
a pre-registration program.

Whilst it is still too early to tell whether
these policies will have any long term effect
on newspaper readership, the first signs
are encouraging. Readership in France is
especially low among young people and
according to a government study, only 10%
of those aged 15 to 24 read a paid-for newspaper daily in 2007, down from 20% a
decade earlier.
The situation of the French press remains
critical, as it is one of the least profitable
across Europe. Its market is bound by limited sales points, strong unions, one of the
highest printing costs in Europe, as well as a
distribution monopoly. At the end of the year,
a number of newspapers called for a joint
strike to protest against job cuts. On October
28th, the majority of the country’s national
daily papers were absent from newsstands.
Interestingly, many of papers continued to
update their online editions on that day. In
December, editorial staff at Le Parisien and
Aujourd’hui en France also went on strike,
protesting against 35 planned job cuts (or
10% of the workforce).

global trenDs

dEBATE oVEr BAILouTs IN THE rEsT oF THE WorLd
Throughout 2009, many governments have had to aid struggling newspapers, but
the debate varies widely with geography. In South Korea, according to Sah Dongseok, the Deputy Managing Editor of the Korea Times, the left-wing media are
struggling, whereas the right-leaning mainstream media oppose a bailout because
they hope to push their liberal competitors out of business. Early 2009, a member
of the Korea Press Commission had proposed the creation of a $1.5 billion fund for
newspapers by next year.
In June, the European Commission warned the Swedish government to decrease
its subsidies to newspapers, lest a formal state aid inquiry should be launched. The
order was given following an initial investigation prompted by a series of complaints
by some who claim that Sweden’s generosity to large newspapers is stifling competition, although the EU has stressed that is has no intention of attacking the country’s
wider objective of promoting media pluralism.
In 2008, the Swedish government increased overall press subsidies by 10%.

in Depth

AGENCE FrANCE-PrEssE muLLs oVEr sTATE oWNErsHIP
The long-standing Agence France-Presse has also been threatened by the economic
crisis. In August, AFP entered discussions with the
government to change its corporate status – a change that
would involve the State becoming the sole shareholder,
along with the risks of such an ownership structure.
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should antitrust laws be changed for newspapers?
In September 2009, John Sturm, President
of the Newspaper Association of America,
reaffirmed in a committee hearing on The
Future of Newspapers that “The newspaper
industry is not seeking a financial ‘bailout’ or
any other kind of special subsidy.” According to Sturm, “direct government financial
assistance is not appropriate for an industry
whose core mission is news gathering,
analysis and dissemination.”
However, there has been much discussion
about making changes in antitrust regulations, which would allow newspapers to
consolidate their assets. In the US in March
2009, in response to Hearst’s intentions to
sell the San Francisco Chronicle, House
Speaker and San Francisco representative Nancy Pelosi urged the U.S. Justice
Department to consider changes in media
ownership and antitrust rules that could
help save the newspaper.
“We must ensure that our policies enable
our news organisations to survive and to
engage in the news-gathering and analysis
that the American people expect,” Pelosi
wrote to the Attorney General.
Brian P. Tierney, publisher of the Philadelphia
Inquirer and CEO of Philadelphia Newspapers L.L.C., was also in favour of loosening
antitrust laws, arguing that “Newspaper publishers will need the flexibility to explore new
approaches and innovative business models
without the delay, burdens and uncertainty
created by the competition laws.”
“The enforcement of the antitrust laws
has not yet caught up to current market
realities.”
Others, such as Simon and James Moroney,
the publisher and CEO of the Dallas Morning
News, argued that the relaxation of antitrust
laws might help news publishers to better
protect their copyrighted content from online
aggregators, and that it could help newspapers build a paid-for online model. According
to Moroney, under current antitrust laws,
publishers cannot even begin a conversation
about possibilities for pricing or charging
aggregators (this would be considered as
collusion and price-fixing). But for any successful improvement in monetising online
content, an industry-wide initiative is neces-

sary, they argued. U.S. Attorney General Eric
Holder responded to Pelosi saying he was
willing to consider changed in antitrust laws.
But in April the Justice Department declined
to make any policy changes.

the risk: layoffs, lack
of independence,
end of free market
Pelosi’s proposal, which was ultimately
rejected, was met with concern that newspapers might be bailed out at the cost of
their editorial independence. The Wall Street
Journal said in response to the idea that
“independent journalism is valuable, but
only if it is truly independent.”
In May, the US Senate Commerce Subcommittee on Communications, Technology, and
the Internet held a hearing to review the
plight of the newspaper industry, prompted
and presided by Massachusetts Senator
John Kerry. At the hearing, Representative
Lamar Smith of Texas opposed the changes
because of the risk of editorial bias: “When
one company, such as The New York Times
or the Tribune Company, owns papers in
multiple cities, there is a risk that the editorial biases of the big city papers will find
their ways into other markets.”
Other opponents of the idea in the blogosphere argued “It’s bad for competition,
bad for freedom of speech, and makes no
economic sense.”
For Bernie Lunzer, President of the Newspaper Guild, changing the antitrust laws might
have led to mergers solely to reduce costs
through layoffs. Huffington Post’s Arianna
Huffington was also opposed to changes
in antitrust legislation. “Journalism will not

John Sturm,
President of
the Newspaper
Association of
America

only survive, it will thrive,” said Huffington. According to her, the news industry is
changing structurally, and news organisations must reinvent themselves.
“The future is to be found elsewhere: it’s
a linked economy, it’s search engines, it’s
online advertising, it’s citizen journalism,
and the foundations supporting investigative journalism.”
In the wake of the hearing, it seemed
unlikely that changes would be made to
antitrust laws, instead perhaps preferring
the proposal by Maryland Senator Ben Cardin to let newspapers operate as tax-exempt
non-profit organisations.
But in late May, a “secret” meeting organised
by the Newspaper Association of America
between Chicago’s newspaper publishers rekindled the debate over antitrust
laws. During the meeting, titled “Models
to lawfully monetise content,” executives
discussed various ways to start charging
for online content and getting better compensation from aggregators. An antitrust
lawyer was also present.
Though no concrete changes were made to
legislation during 2009, the situation may
evolve, following the announcement by the
Federal Trade Commission in December 2009
that it would look into possible modifications
to antitrust laws for newspapers.

tips anD resources

LEssoNs From THE musIC INdusTry:
GETTING ArouNd ANTITrusT CoNCErNs
In June 2009, the Wall Street Journal proposed that news organisations implement a
system similar to that of the music industry, in order to dodge antitrust laws. In the
US, two main organisations control the public performance rights to compositions
and represent the writers of millions of songs: the American Society of Composers,
Authors and Publishers and Broadcast Music Incorporated. Any venue or media outlet
wishing to use a song must purchase a yearly licence from one of the organisations,
the revenues of which are then distributed amongst songwriters and music publishers.

section: 3

Cutting costs
where you can afford them
cutting costs, but which ones?
As newspapers adapt to decreasing circulations and dwindling ad revenues,
many have had to drastically cut their
costs. As mentioned in Section 1, many
have done so through massive layoffs,
and sometimes closures. But in the long
run, and sometimes even in the short
run, these cost cuts and staff reductions
can prove to be detrimental to business.
So in these troubled times, which costcutting strategies have fared better than
others?

saving on rent and
real estate
In June 2009, the Press Association in the
UK came up with an original way to cut
costs by closing its West Midlands bureau
in Birmingham – and asking its reporters
to work from home.
“Our West Midlands reporters often go for

days without visiting the Birmingham office.
They are out and about finding stories and
filing back to the newsdesk from just about
anywhere,” said PA Editor Jonathan Grun
about the change.

consolidation
In March 2009, Philadelphia Media Holdings,
the parent company of the Philadelphia
Inquirer and the Philadelphia Daily News,
that the Daily News would be published
as an edition of the Inquirer in an effort to
cut costs.
The move enabled the publications to save
on news wire fees, as well as to increase
advertising sales thanks to the combined
circulation figures.
“Nothing is going to change about our passionate voices, about how we do what we
do,” said Daily News Editor Michael Days.

The same month, Tribune-owned Los Angeles Times and Chicago Tribune announced
plans to combine their foreign reporting. The
joint operation runs mostly from Los Angeles
where the majority of editorial staff are
currently based, in consultation with editors
from the Chicago Tribune and other sister
newspapers. A month earlier, the Chicago
Tribune had announced the closure of its
news bureaus in Jerusalem and Rome.
In June, two Pennsylvania newspapers
owned by Lancaster Newspapers combined to publish a single morning edition.
The arrangement was unusual, since staff
from the New Era (previously an afternoon
paper) were used to work in the company
building in the morning, while the Intelligencer Journal team (a morning paper)
used it in the afternoon.
Editors from both papers were expected to
jointly decide on coverage and each have

“The real competition is

coming from every hand-held device,
every website ...”

photo webconferencingcouncil.com
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their own editorial page. It was expected that
the move would be accompanied by the loss
of an estimated 60 fulltime jobs.

content-sharing
agreements
As had been the case in 2008, a flurry of
newspapers entered content-sharing agreements in 2009, in order to save money.
see T IN
09

In March, Tennessee’s four largest newspapers, including Nashville’s Tennessean,
Memphis’ Commercial Appeal, the Chattanooga Times-Free Press and Knoxville’s
News Sentinel, announced a content-sharing agreement.
In an internal memo, Editor of the News
Sentinel Jack McElroy described how representatives of the four publications “all
agreed that readers would be best served
if the papers found ways to eliminate duplicate effort and share content of interest
throughout the state.” The four believe that
the collaboration will be particularly relevant
during the governor’s race in 2010.

According to Miami Herald Executive Editor
Anders Gyllenhaal, the “real competition is
coming from every hand-held device, every
Web site ... we can figure out ways of supplying one another so we can be around for
years to come.”
However, some commentators, such as Keith
Woods, Dean of Faculty at the Poynter Institute, fear that content-sharing agreements
may hinder the quality of journalism.
“The real loss is in the number of different

eyes watching the same thing,” said Woods.
“We can be sure in the grand scheme of
things that the ability of journalists to be
watchdogs is reduced.”

dealing with the
news agencies
The growth of content-sharing agreements
amongst newspapers is often correlated to
their lesser dependence on news agency
services. Since 2008, members of Ohio
newspaper cooperative called Ohio News

global trenDs

THE KEy Is PArTNErsHIPs
At the 2009 Guardian Changing Media Summit, one of the key buzzwords was
“partnerships,” reported Guardian Media. BBC Director Mark Thompson said in an
interview with the Guardian: “If we can share technologies, if we can share services
and ideas like the iPlayer with the rest of the sector, I think there’s a chance that the
whole of British media can continue to invest in and work on the digital future.”
Matt Brittin, Google’s Head of UK operations, said that Google has always cooperated
with companies like AOL in helping other media companies in the UK to monetise and
market their websites. “Partnerships are fundamental to what we do and I think partnerships will be fundamental to how
the media and technology industries
operate in going forward,” said Brittin.

Around the same time, there was talk
about content-sharing for members of
the Associated Press Sports Editors. Roy
Hewitt, Sports Editor at the Cleveland Plain
Dealer, sent an e-mail to the organisation’s
members asking them to respond to a
survey on the subject.
According to Hewitt, “Nationwide sharing
is one way we as members of APSE might
be able to help each other in these troubled
economic times.”
Other examples of content-sharing agreements, to name only a few, included the Tulsa
World and the Oklahoman, Washington Post
and the Baltimore Sun, Philadelphia Inquirer
and Pittsburgh Post-Gazette, Fort Worth StarTelegram and The Dallas Morning News, and
the “Northeast Consortium” (five papers in
the New Jersey and New York area),
The effects of content-sharing agreements
thus far appear beneficial for the newspapers involved. “We weighed the competitive
issues and concluded that it is not damaging, and actually enhances” coverage, said
Marcus Brauchli, Executive Editor of the
Washington Post.

QuicK Facts

CuTTING dIsTrIBuTIoN CosTs By GoING FrEE
In October 2009, The London Evening Standard dropped its 50 pence cover price to
become a free paper. In doing so, its circulation more than doubled, from 250,000
copies to approximately 600,000.
Evening Standard Editor Geordie Grieg revealed in November that the move had
helped the paper reduce its distribution costs from 30 pence per copy to 4 pence.
“If we had kept going with the old model,
there’s no way the paper would have been going
in a year’s time,” said Grieg.
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Organization (OHNO) entered a contentsharing agreement, dispensing themselves
of the Associated Press in the process.
see T IN
09

The members of OHNO include the Columbus Dispatch, Cleveland Plain Dealer,
Toledo Blade, Dayton Daily News, Akron
Beacon Journal, Cincinnati Enquirer,
Canton Repository and the Youngstown
Vindicator.
The papers share content through a secure
site and several OHNO members have given
their two-year notice to end their subscription with the AP – an AP membership can
cost up to $800,000 a year for a single
newspaper.
Beacon Journal Editor Bruce Winges said
about the agreement:
“Readers want good stories, and this is
another way to get good stories to readers. If you would have asked me several
years ago if we would have been doing
this, I probably would have said I don’t
think so, but it worked, and it’s worked
well for us I think.”
Metro US has also sought to end its AP
membership, along with the Los Angeles
Times and the Chicago Tribune, which sent
their two-year cancellation notices to AP. In
November 2009, Tribune Co. experimented
with a one-week trial reporting without
the aide of AP.
In an effort to keep its members, the Associated Press continued to price down its services. In April, the news agency announced
it would reduce its rates by approximately
$35 million by the beginning of 2010.
A ‘Limited’ version of the AP’s ‘Member Choice Complete’ service was also
launched for publications with minimal
world and national coverage needs. Members were given the option to cancel their
membership with a year’s notice period,
as opposed to two.
“We feel it is critical to help our members
during these extremely difficult times, and
these numbers show our deep commitment to doing that,” said AP Chairman
Dean Singleton.

The rate reductions proved effective: the
Associated Press announced in November
that some 50 newspapers that had previously given their notices of cancellation had
changed their minds and withdrawn those
notices in the last few months. In December,
the Minneapolis Star Tribune also rescinded
its cancellation notice, switching to a more
limited service.

Other press groups, such as Est Bourgogne
Rhone Alpes, which owns 10 dailies, managed to negotiate a 20% discount on the
AFP service.

cancelling staff’s
subscriptions to
other papers

In France, regional paper La Provence cancelled its subscription to the Agence FrancePresse in June, saving roughly €550,000
in the process.

Although not a newspaper, the National
Public Radio in the US tried to cut costs by
cancelling print newspaper subscriptions
for its staff in April 2009, encouraging its
employees to access news online.

“We are ready to make an effort for the
regional press, which we feel bound to
almost like a cooperative,” commented
AFP CEO Pierre Louette. In fact, six out of
the 15 members of AFP’s board are from
the regional press.

“As of April 1 NPR is cancelling all newspaper subscriptions. We are making some
arrangements to get the Wall Street Journal
either online or hard copy. You have until
tomorrow to appeal this if there is a solid
reason why you should be exempt. This is

in Depth

rEPLACING rEPorTErs WITH ProFEssors?
Jonathan Zimmerman, Professor of history and education at New York University,
offered his own solution to save newspapers, in an article published in the Christian
Science Monitor in March.
Zimmerman suggested that university professors take over newspaper reporting free
of charge, at a time when many newsrooms are proceeding to staff cuts.
Arguing that a century ago leading social science and humanities academics wrote
for the popular press, Zimmerman proposed that professors should, once again,
share their expertise with the layperson to save the newspaper.
According to him, most professors aren’t paid for their work in academic journals and
many would consider writing for free. Though they may lack experience in journalistic
writing, they will learn, he maintains, because professors “have a lot to teach, too,
about nearly every subject that a paper might cover.”
In a letter to Poynter Romenesko, journalist Betty Medsger was quick to criticise the
idea, finding it unreasonable to replace qualified journalists with unpaid professors in
need of journalistic training.
“It would be helpful for professors with unique expertise in economics, business and
technology to volunteer their expertise in an effort to create new economic models
so journalists can continue to be paid for their work,” wrote Medsger, “rather than be
replaced by professors who want to reconstitute journalism as volunteer work.”

Jonathan Zimmerman,
Professor of history and
education at New York
University
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a cost-saving measure company wide,”
stated a memo sent out to staff.

QuicK Facts

From TABLoId To BroAdsHEET
In an unusual move, leading Swiss paid
daily Blick reverted to its broadsheet
format, after switching to tabloid over
four years ago. Executives said the
move was aimed at better competing
with its free rivals, with free daily 20
Minutes overtaking Blick in terms of
readership.

However, Hartford Courant columnist Rick
Green criticised NPR’s decision, claiming it
had no right to get for free the news content
it should be paying for. WNPR News Director
and host John Dankosky acknowledged this
was a matter of contention:

By switching back to broadsheet, Blick
hopes to differentiate itself from the
free press market, including its own
free daily Blick am Abend.

“Back to the main question posed by Rick
Green’s blog: If NPR says it’s okay not to
pay for news they can get online, how can
we ask people to pay for the news they get
on the radio?”

trimming the
paper: content
For a long time, traditional cost-cutting
measures have involved downsizing the
paper, and many newspapers have gone
down that path.
In March, the Washington Post announced
plans to cut its business section six days out
of the week, instead moving its important
business stories to the A section.
“The A section gets more readers than the
Business section, so we’ll have more readers for our business coverage. We aren’t
changing the size of the staff” said Marcus
Brauchli, Executive Editor of The Post and
former editor of The Wall Street Journal.
Yet in 2008, the Post had already cut the
Sunday Source section and Book World in
addition to combining the Sunday Arts and
Styles sections.
Around the same time, the Atlanta JournalConstitution also cut its stand-alone business section, while the Los Angeles Times
merged its California section into the main
news section.
In April, the New York Times decided to axe
its standalone City section, as well as eliminate and combine several weekly sections,
merging the Friday ‘Escapes’ section into
the Weekend section, as well as trimming
down the Sunday regional section.
“Taken together, these moves will save
millions of dollars – savings that would
otherwise have to come out of payroll,”
wrote Times Executive Editor Bill Keller.

To make up for decreased regional coverage
in the newspaper, stories were to be posted
on the Times’ recently launched hyperlocal
news site, The Local, which covers five communities in New Jersey and Brooklyn.
The company was also mulling over the
closure of regional weeklies in New Jersey,
Long Island, Westchester and Connecticut.

trimming the paper: size
An increasing number of broadsheets downsized to a tabloid format through 2009,
such as the Honolulu Star-Bulletin in April,
or the Chicago Tribune in January. Although
traditionally seen as a cost-cutting measure,
for some the change was motivated by
changes in the readership’s consumption
of the daily print product.
In the UK, the 236 year-old Reading Chronicle, owned by the Berkshire Media Group,
and the 162 year-old Newsquest-owned
Stockton Times switched to tabloid in
March 2009.
According to Chronicle Editor Sally Stevens,
the decision wasn’t solely motivated by
reduced costs, but instead was in response
to reader opinion. “The compact size of
the paper is a more modern format which
complements our modern town”.
Later in March, the Belfast Telegraph also
chose to switch to tabloid, for both its morning and afternoon editions.

Said Michael Brophy, CEO of Independent
News & Media, which publishes the paper:
“The adoption of a wholly compact format is
a natural development for the company and
it is a move which has been fully endorsed
by our readership, as evidenced in extensive
research carried out over the last year.”
Since the new editions are printed in full
colour, the paper was unlikely to make savings on its print costs.

pay cuts
Although arguably amongst the most
unpleasant cost-cutting measures for staffers, many newspapers have had to implement pay cuts – to reduce layoffs.
In April, the New York Times introduced 5%
pay cuts for all staff for a period of nine
months, in addition to 100 employees on
the business side being laid off. According
to Executive Editor Bill Keller, the 5% pay
cut would save 60 to 70 jobs.
In return for the pay cut, staffers received
10 days extra holidays in 2009: so in effect,
the move represented two weeks of unpaid
leave for staffers.
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the threats to editorial Quality
Faced with tightened budgets and increased
pressure to create revenues, several newspapers have engaged in sometimes controversial editorial practices.

The Los Angeles
Times faced criticism
for running a frontpage ad disguised as
a news column.

In April, The Los Angeles Times faced criticism for running a front-page ad disguised
as a news column. The advertisement for
NBC’s news show “Southland” was printed
in the lower left column under the headline
“Southland’s Rookie Hero.”
Though the top of the column was labelled
“Advertisement,” the paper had never
before printed a front-page ad, and the
mock news story aspect of the ad generated controversy.
Staffers at the LA Times were among the first
to criticise the decision. “The NBC ad may
have provided some quick cash, but it has
caused incalculable damage to this institution,” said a petition drafted by staffers.

QuicK Facts

EmPLoyEEs TAKE oWNErsHIP oF PAPEr
One way to safeguard a paper from the pressures of shareholders is for employees
to take ownership of it. In November 2009, the ten employees at the West Highland
Free Press in the UK officially became shareholders in the trust that owns the paper,
making the Free Press the first newspaper in Britain to be owned by its employees,
reported the Guardian.
Despite a slight decline in subscribers, the new owners were confident the paper
would soon make a recovery, thanks to low competition from online sources in rural
Scotland. In fact, the paper simply offers samples and headlines from its paper on its
web site rather than complete new stories.
This move by the Free Press was an
interesting take on the changing face
of the newspaper business, raising
the question as to whether it is still
essential to have a traditionally structured newsroom.

“This action violates a 128-year pact
with our readers that the front page is
reserved for the most meaningful stories
of the day. Placing a fake news article on
A-1 makes a mockery of our integrity and
our journalistic standards.”
In an article for All Things Digital, Peter Kafka
defended the LA Times, arguing that frontpage ads were no longer controversial considering the newspaper industry’s financial
troubles. Many newspapers, including the
Wall Street Journal, USA Today, and the New
York Times, have already resorted to frontpage ads in an effort to attract advertisers.
“Now it’s just inevitable,” wrote Kafka,
“especially given that Tribune Co., the
LAT’s corporate parent has already filed
for Chapter 11.”
In November 2009, questions were raised
over the journalistic integrity of the Detroit
Free Press after the paper published stories
at the request of its advertisers.

global trenDs

CosT oF PrINT KEEPs rIsING
An analysis of the cover prices of UK’s national newspapers by paidContent:UK
showed that all but the Sun and the Daily Star had repeatedly raised their cover price
over the past eight years.
In the US, The New York Times upped its price twice in one year, and the Washington
Post and Boston Globe made similar adjustments. Even Indian newspapers, which are
still experiencing a relative boom, have discussed the idea of increasing their cover
prices to prepare for the eventual stagnation of advertising money.
As paidContent’s Patrick Smith pointed out, newspapers have been hesitant to protect their Web content with paywalls but have no qualms about upping the cost of
their print product. Smith suggested that charging for online content could lead readers back to buying the print edition, as was the case with the Newport Daily News.
CHAP

2

“Where we can find the connections

that make sense for marketing purposes,
that’s something that we need to be open to.”
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In its Sunday edition, the Detroit Free
Press printed a series of stories about
Medicare’s open enrolment period. The
Wall Street Journal later revealed that
these stories had been written based on
the suggestion of an advertiser, health
insurer Humana, which then bought ad
space next to the article.
Paul Anger, Editor and Publisher of the Free
Press, defended the paper’s decision: “Editorial content needs to remain, and does
remain, with the newsroom... But where we
can find the connections that make sense
for marketing purposes, that’s something
that we need to be open to.”

Although there was no indication that
Humana influenced the story further than
asking whether or not it would be covered,
Free Press’ decision jeopardised its relation
of trust with readers.

But others, such as Post’s writer Howard
Kurtz, criticised the move as “the clearest sign yet of the newspaper’s shrinking horizons in an era of diminished
resources.”

The same month, in an effort to cut costs,
the Washington Post said it would close
its remaining domestic bureaus in New
York, Los Angeles and Chicago. The six
correspondents were reassigned to positions in Washington.
“The fact is we can effectively cover the
rest of the country from Washington,” said
Executive Editor Marcus Brauchli.

the necessity for a worKing online business model
Amidst the general decline in print advertising revenues, few editors remain doubtful
that the future salvation of newspapers
must be found on the Web. So far, however,
despite their explosive growth, online ad
revenues have far from compensatied for
losses in print revenue.
In December, three media industry analysts, Magna Global, ZenithOptimedia and
GroupM, predicted that global online ad
spend would overtake print by 2015.
All other sectors besides the Internet and
TV were predicted to be stagnant or in
slow decline. Newspapers currently enjoy
a 10.9% lead in ad spending over the Web.
By 2012, the gap will be only 3.8% with
16.2% of all advertising spending predicted
to be online. Magna Global envisioned even
quicker growth for online ads, expecting
them to rise to $60 billion by 2010 – or
21% of all ad spend.
Television

Magna Global,
ZenithOptimedia and
GroupM, predicted that
global online ad spend would
overtake print by 2015, and
would rise to 21% of all ad
spend by 2010.

Newspapers

Magazines
Internet
Radio
Outdoor
Cinema
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“The downturn has accelerated the structural shift of budgets from traditional media
to the internet; in a time when marketing
departments have to justify every dollar they
spend, the rapid and clear returns offered
by internet advertising are more attractive than the longer-term brand-building
benefits offered by other media,” said the
Zenith report.
According to GroupM, Brazil, Russia, India
and China were listed as the top four countries that would fuel the advertising recovery,
compared to an 8% drop in the US in 2009
and an expected 4.3% decline in 2010.
2009 has been, at least in the US and European newspaper markets, one of the toughest years yet. With the burden of an economic recession added to deep structural
changes within the industry, many news
organisations have had to suffer drastic
cost cuts. (repetition of info offered earlier
on perhaps?)
But as it becomes more urgent for newspapers to create a successful online business model, the question remains: how can
they produce quality journalism as long
as their business model is based on free
content supported by advertising? Perhaps
the answer lies in paid-for content, but it
may be difficult to establish such a scheme
without an industry-wide effort.

“The downturn
has accelerated
the structural shift
of budgets from
traditional media
to the internet.”

in Depth

2010 ouTLooK oN Ad rEVENuE
In December 2009, Kubas Consultants released the results of a survey of
over 530 US and Canadian newspaper executives, polling their expectations
for ad revenues in 2010 and the strategies they intend to implement.
According to the survey, Preview 2010, the ad market should
improve for newspapers across all categories of advertising – that
is, the decline in ad revenue should slow down.
The top strategic initiatives predicted for 2010 were all in the online sector, such
as making improvements in tracking website visitors and growing web-based ad
sales. Executives also said cost cuts are likely to continue, albeit at a reduced pace.
Interestingly, executives said they didn’t consider outsourcing advertising and
printing operations, or reducing the number of publications per week.
Polled Executives predicted that across all categories, ad revenues would
decline a mere 0.2%, compared to 9% in 2009, thanks to a 15% increase
in online ad revenue (other categories such as retail display, real estate
classifieds and automotive display were predicted to decrease slightly).
According to the survey, 2010 could well be the year that the ad market
bottoms out for newspapers, before beginning its recovery in 2011.

chApter

To CHArGe
or noT To CHArGe?
section 1:
The early adopters
of paid content

section 2:
will readers pay?
The great debate

2

section 3:
Alternatives to
pure paid content

Throughout 2009 the question of whether to charge for online content was high on

the agenda of newspaper publishers across the English-speaking world and elsewhere, and
2010 will be the “year of the paywall” according to the Economist.
And indeed, after a lot of talk and little action in 2009, 2010 has already seen some significant
commitments to paid online content and it seems that by the end of the year many publishers
will be making a more focused attempt to make money from their online readers.
Undoubtedly, publishers need to find a way to make more money online if they are to continue
to produce quality journalism. The majority of many newspapers’ revenue still comes from
print, even as their online audiences continue to grow. But is charging readers directly the best
way? Will they pay? Will it bring in enough revenue to support the journalism that newspapers
hope to offer? Or would it be better to seek new business models based on pushing their
content free to users as far and as wide as possible?
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section: 1

The early adopters
of paid content
news corp leads the paywall reVolution
Rupert Murdoch, CEO of media giant News
Corporation, has been extremely vocal regarding his intentions to charge readers for online
content. His motivation seems to be largely
financial but is also principled: news is valuable and therefore should not be free.
In August 2009, as News Corp reported a
$3.4bn net loss in the last financial year,
Murdoch announced that the goal was to
start charging online at all News Corpowned newspapers within the next financial
year, ending in June 2010. He declared
himself willing to take the risk to lead the
industry in switching to a paid model, the
Guardian reported at the time, and said that
he believes others will follow. He suggested
that WSJ.com will serve as a model for
charging on the other news sites.

expressed his enthusiasm for capitalising
on the popularity of the latter, reported the
Guardian. In the US, the New York Post and
other Dow Jones-properties will presumably
become paid-for online, and in Australia,
many papers including the Australian, the
Daily Telegraph and the Herald Sun are
under the News Corp umbrella.

Despite his ample enthusiasm to get started,
Murdoch has admitted delays to his plans
and it is still unclear exactly what course of
action News Corp will take. In November, he
said “I wouldn’t promise that we’re going
to meet that date.” He added, “It’s a work
in progress and there’s a huge amount of
work going on.”

News Corp. CEO Rupert
Murdoch has been adamant
about charging readers for
online content.

In the UK, such a paid-for model would
affect the Times, the Sunday Times, the
Sun and the News of the World. Murdoch

UK’s Racing Post
starts to charge for
an enhanced online
service, with different
membership levels
New York Times
surveys its readers on
how much they would
be prepared to pay for
online content

Murdoch first throws
his weight behind
charging online, at The
Cable Show in DC.
APR

APR

APR

The Pittsburgh PostGazette introduces
a paid member-only
website called PG+,
offering new content
SEP

JUL

NYTimes.com introduces a
‘metered model’: readers can
access a certain number of
articles free per month, then
they will be asked to pay
JAN

2009

2010
APR

FEB

AUG

Journalism Online announces its mission to
facilitate charging online

Schenectady’s Daily
Gazette puts much of its
website behind a paywall
MAY

MediaNews Group
establishes a new
strategy which
includes not giving
all content away
online for nothing

OCT

The Economist
extends its paywall
to offer only content
from the past 90 days
free of charge (rather
than 12 months)

Le Figaro starts to
charge for the ability
to ask questions to
journalists and create
a social network
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“We are going to rewrite the economics
of the newspaper, newsgathering
and delivery business.”
Moves have been made at several News
Corp publications, however.

uK: Times of london to
spearhead change?
It was reported in June 2009 that the Sunday
Times was planning to launch a standalone
website featuring paid content.
James Harding, Editor of the Times of
London, said at the UK Society of Editors
conference in November that his paper
is to start charging online during the first
half of 2010. The Times and Sunday Times
were likely to be the first News International
papers to start charging.

in Depth

murdoCH oN THE NEEd For PAyWALLs:
“People reading news for free on the Web, that’s got to change,” – April 09
“That it is possible to charge for content on the web is obvious
from the Wall Street Journal’s experience,” – May 09
“Quality journalism is not cheap and an industry that gives away its content
is simply cannibalising its ability to produce good reporting.” – August 09
“We intend to charge for our news websites. The Wall Street Journal‘s WSJ.com
is the world’s most successful paid news site and we will be using our
profitable experience there and the resulting unique skills throughout News
Corp. to increase our revenues from all our content.” – August 09
“In the new business model, we will be charging consumers for the news we
provide on our Internet sites. The critics say people won’t pay. I believe they will,
but only if we give them something of good and useful value. Our customers are
smart enough to know that you don’t get something for nothing,” – December 09

QuicK Facts

The Times will charge for 24-hour access
to the website, alongside subscription models, he added. Micropayments will not be
implemented, however, amidst fears that
these could lead to “writing a lot more about
Britney Spears and a lot less about Tamils
in northern Sri Lanka.”
The move will be accompanied by a redesign
of the website, paidContent reported, also
confirming that a standalone Sunday Times
website will indeed be launched.
Harding said that newspapers were undervalued and that “we are going to rewrite the
economics of the newspaper, newsgathering and delivery business.” He stressed the
expense of quality journalism, saying that
it cost the Times £1.5m to run a Baghdad
bureau during the Iraq war and £10,000 to
send a correspondent to report on violence
in northern Sri Lanka.

FrEEsHEET THE LoNdoN PAPEr CLosEs
News Corp-owned evening freesheet The London Paper closed in September 2009.
News Corp had recently announced a substantial decline in profits, and even
Rupert Murdoch himself had taken a 40% salary cut (taking home $18 million this
last year compared to around $30 million the year before.) The decision to close
the paper, which lost £12.9 million pre-tax
in the year to 29 June 2008, was therefore
not surprising.
Considering Murdoch’s conviction that
news should not be free, and his promise
that all News Corp newspapers will charge
online within a year, it would seem clearly
contradictory to insist that consumers pay
for news online while giving it away free in
print form. News International’s new CEO
Rebekah Brooks (formerly Wade) is also not
a fan of free newspapers, according to the
Guardian.

australia follows the lead
In September, a memo from Richard
Freudenstein, CEO of News Digital Media
(the online arm of News Corp’s Australian
subsidiary News Limited), leaked to the
Sydney Morning Herald, reported that the
‘second phase’ of development for online
content in Australia was under way, and
that the corporation was confident of
its plans.

Richard Freudenstein, CEO
of News Digital Media in
Australia, is spearheading
the development of online
paid-for services.
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“News has conducted some audience
research here in Australia and in the UK
and US, which gives us confidence that, if
we get the product and delivery system right,
people will happily pay for news content
online, on their computer, mobile, e-reader
or other device,” claimed Freudenstein,
careful to add the nuances of proper delivery
and product.

us: first properties
to charge
A Massachusetts newspaper owned by
the Dow Jones Local Media Group began
charging readers for online news in January 2010. The Standard-Times of New
Bedford, Massachusetts, now charges
readers a fee to access articles from its
website SouthCoastToday.com. Registered
users are able to access 10 articles a month
for free, after which only a short excerpt
is displayed with a prompt to log in or
subscribe. Rates vary, starting at $3.37
per week for new subscribers, with print
subscribers having to pay an additional
$0.39 per week for full online access.

The Wall Street Journal Professional Edition
costs $49 a month, although businesses
that buy subscriptions for multiple users
could pay less for each, according to the
Journal. Targeted users include businesses
and individuals who need more specialised
information than is available in a newspaper
but might not prepared to pay for a service as costly as Dow Jones Newswires or
Bloomberg L.P. As a comparison, Bloomberg
Professional costs about $1,600 a month,
and has been consistently adding to its
offering in order to retain customers.
WSJ Professional allows users to set up
custom feeds of news and alerts for their preferred markets. The site makes considerable
use of Dow Jones-owned Factiva, offering
access to Factiva’s 17,000 sources. Six sections are continuously edited: pharmaceuticals, healthcare, energy, media & marketing,
telecommunications and technology.
The service is targeted at corporate executives and other business professionals, the
WSJ’s specialised focus on financial content
leaving it well placed to fight against the
proliferation of free news online.

bundling several
news outlets?
News Corp Chief Digital Officer Jonathan Miller
has said the company is looking into bundling
its online content when it adopts a new online
business model, according to the Hollywood
Reporter. He also expressed his belief that paid
online news is the future and indicated that the
media conglomerate is willing to spearhead
the industry-wide change.
Miller, speaking at the Hollywood Reporter’s
Digital Power event in New York, explained
that “we want to see a model established”
for charging online, adding that “what works
for consumers, I think – and this has to be
tested – are bundles.”
He suggested that News Corp’s various
papers or various New York media outlets
could be bundled. It is an idea that has proved
successful for cable TV channels and which
many believe could also work for online news,
as an alternative to individual subscriptions
to general news sites, which largely failed.
It is one of the options proposed by start-up
company Journalism Online (see below).

Interestingly, an online-only subscription
costs more than a print-only subscription,
the justification being that the online-only
subscription includes an electronic replica
of the daily print product.
Some articles will remain free however,
including weather reports and national and
international news. But local news, obituaries, photo galleries, high school sports
scores and archives will be available by
subscription only. “No other local news
source has the ability to bring you the depth
of coverage of news in your neighborhood,”
the site tells its readers.

a step further for wsj
In October 2009, The Wall Street Journal
and Dow Jones announced the launch of an
online venture called the Wall Street Journal
Professional Edition, seen by some as a
potential competitor to the financial news
and data service Bloomberg, publisher of
Bloomberg Markets, a monthly magazine
aimed at financial experts and professionals
The new venture planned to combine the
WSJ’s website with Dow Jones’s businessto-business news service and databases,
reported the Wall Street Journal.

WSJ pro (left)
Factiva (right)

QuicK Facts

TrIBuNE Co’s sAm ZELL:
WAITING For murdoCH To mAKE THE FIrsT moVE
Sam Zell, owner of Tribune Co. which includes titles the Chicago Tribune and the Los
Angeles Times, welcomed Rupert Murdoch’s commitment to charge for online content, saying he is more than happy for the News Corp CEO to “take the first sword” in
the battle.
“I’m more than willing to let Rupert take the
first sword,” said Zell at the beginning of
December as part of a round-table discussion
on CNBC’s Squawk Box. “And if it works, then
I think everybody’s going to follow him, and
should have in the first place.”
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NEW YORK TIMES eXperiments with metered paywall
In mid-January, following months of deliberation, the New York Times announced that
it was to go forward with charging online,
with a plan to implement a metered system
in 2011. It is the biggest newspaper yet
to define its paywall plans, and the move
is undoubtedly highly significant for the
newspaper industry as it struggles with a
failing business model.
Given the paper’s financial situation, it is
hardly surprising that the paper is looking
at changing its business model. Despite its
impressive reputation and high number of
website visitors, financial constraints have
still forced the New York Times to cut jobs
and salaries. Mexican billionaire Carlos Slim
came to the publisher’s aid last year with a
$250 million loan.
The New York Times had been contemplating paid online content for the best part of
a year, with a decision initially expected
much earlier. It was first suggested that
the NYT was looking at a metered system
for paid content back in May 2009, along
with reports that the paper was considering
some kind of membership scheme – an
idea abandoned by the autumn. The Times
decided against partnering with start-up
Journalism Online, the New York Magazine
reported, and against working in conjunction
with News Corp, after the two companies’
chief digital officers met in the autumn.
Janet Robinson, President and Chief Executive of the NYT, and Martin A. Nisenholtz,
Senior Vice President for digital operations,
seemed to believe that the time is right
to launch a paid content venture. While
answering readers’ questions about the
upcoming paywall, they mentioned that
“services like iTunes have paved the way
for users to pay for digital content,” echoing
many previous paid online content supporters’ call for an ‘iTunes for news.’ “The tools
and technologies that enable frictionless
commerce have improved dramatically and
fallen in price,” they said.

in Depth

WHAT WE KNoW ABouT THE PAymENT sysTEm so FAr:
• Similar to that used by the Financial Times, a metered payment system would
allow readers to access a certain number of articles free per month, and then request
payment for more: a flat fee for unlimited access.
• Print subscribers will continue to have free access, even those who subscribe to just
the Sunday paper.
• Web-only subscriptions are for individuals, not individual computer addresses, and
home delivery subscriptions allow for multiple accounts within one household.
• There will be no student discount (although there is one on a print subscription.)
• An online subscription will also cover access via smartphones, but is unlikely to
include the Kindle e-reader.
• Crossword subscriptions are likely to be kept separate, but a discount for bundling
this with a web subscription is being considered.
• The ‘First Click Free’ from Google policy, used by the WSJ, will also apply.
• If a subscriber posts an article to Facebook or another social media site, then their
friends who click on the link will be able to view this article free.
• Personalisation will be a feature of a paid account.
in Depth

WHAT THE NyT dECIdEd NoT To do
Reports that the New York Times was investigating charging online stem back to
February 2009. In May, the paper was considering a tiered membership scheme:
subscribers were surveyed in the summer to see if they would be willing to pay for
online news or other services, and Gawker published information from one of the
user surveys on proposed Silver and Gold membership programs.
Both of the suggested schemes included BackStory and FirstLook: access to videos
of reporters telling “the story behind the story” and access to some stories before
they are published, as well as a personalised weekly email with links to “our best
online content,” TimesWire, a news feed of all NYT content as it is published, and
TimesMachine, allowing members to access digital images of the actual pages of the
newspaper from any day in the Times’ history.
The additional benefits of the Gold program, which were to be offered for an extra
$100 on top of the $50 proposed price of Silver membership, were TimesEvents and
TimesInsider. TimesEvents was to offer members the chance to attend events with
NYT journalists, or go on tours or attend members only programs “around the country.” TimesInsider planned to provide “insider’s access to the people who bring you
your Times everyday,” including a tour of the Times headquarters.
Notably, neither of the offers mentioned premium news products and it seemed possible that the membership scheme could be in addition to paid online content.

will it work?

The Financial Times, which welcomed the
New York Times’ decision when it was
announced, also has a metered paywall.
For the FT, it seems to be working: in 2009,
its content revenue was greater than its
advertising revenue for the first time, having
raised cover prices and increased its pool
of online subscribers.

Details such as pricing have not been
released yet, and it is therefore hard to
predict any financial gain that the paper
will make.

The FT now has 121,000 subscribers, paying between €186 and €363 per year
(depending on whether they choose a
standard or premium subscription). Work-

ing on the assumption that about half of
subscribers pay for each (and that the FT
is not counting joint print-online subscribers in this figure), that would mean that the
paper could be bringing in something in
the region of €33 million from its paywall.
And the Wall Street Journal, which offers a
different kind of paywall, has an estimated
one million paying online subscribers. This
figure is encouragingly high, but the FT and
WSJ specialise in financial news, an area
which subscribers might more willing to
pay for online.
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more about metres
A metered system rather than a more fixed
paywall has the advantage of enabling the
casual reader to visit the site free on occasion, and not angering journalists by blocking off specific articles (an issue with the
Times’ previous attempt at charging online,
TimesSelect). “It allows NYTimes.com to
remain a vibrant part of the search-driven
Web,” reads the Times’ memo sent to staff
by Arthur Sulzberger and Janet Robinson.
The New York Times plans
to implement a metered
payment system.

photo Omar Chatriwala

It does have flaws, however. Before the
NYT’s announcement, Reuter’s writer Felix
Salmon criticized the way that the FT’s flat
fee system does not actually work like a
metre, suggesting that instead the New
York Times should implement a payment
process under which readers are charged
depending on how much content they
consume. And presumably those who are
determined not to pay will manage to find
ways around the paywall, using multiple
accounts, for example.

advertising revenue
The New York Times’ upcoming online payment system may be an effort to improve
ad rates rather than to gain subscription
revenue, suggested Editor & Publisher.
“It’s unlikely the Times is going to convert
enough grazers to subscribers to realise
serious revenue,” says E&P, quoting a corporate lawyer on how people are not going
to be willing to pay for information they
could get elsewhere. However, the reader
data provided by registering for the site
could significantly increase the paper’s
advertising revenue.
Despite less than positive responses from
the public when asked if they would pay
for online news in general (see Section 2),
the New York Times does seem to have
a better shot at making paid-for online
content work, compared to other US general interest newspapers. For a start, it is
generally extremely well regarded with a
relatively unique position in the US as a
national daily. It has always made a greater
proportion of its revenue from content than
most newspapers do, receiving 55-60% of
its income from advertising compared to a
typical figure of 80-85%. The current price
for a print subscription is high, at between
$550 and $770 a year, depending on loca-

tion and offers, but many people are still
prepared to pay this.

reactions
Poynter writer Rick Edmonds maintains that
the NYT’s decision to charge “makes business sense.” He believes that the Times will
not “lose any meaningful number of unique
visitors,” and agrees with Ken Doctor that
paying users represent a significant targeting advertising opportunity. The Times’
memo sent to employees said that executives expect that “digital advertising will
continue to be the major contributor to our
success on the Web.”
Many seem pleased that somebody has
finally made a specific commitment to
charge online. In an interview with News-

week, Journalism Online founder Steve Brill
noted “the overall impetus that this gives this
movement to reclaim the value of journalism.” Greg Mitchell, former Editor of Editor
& Publisher, told The Wrap that “I will predict
that the Times’ experiment will do “better”
than many predict – but whether it’s “a little”
or “a lot” better will be crucial.”
However, Slate Editor Jack Shafter is critical
of the NYT’s strategy, judging it “too easy
for freeloaders to game their way around it”
and “a waste of the gargantuan audience
they’ve attracted.” He suggests that looking
into improving web advertising would be a
better way to go forward.
Reuters’ Felix Salmon heard that NYT executives expect the payment plan to be “revenue neutral,” meaning that the amount
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of money brought in from subscriptions is
expected to equal the amount of money lost
in advertising revenue. So why bother?, he
asks. Diversification of revenue streams is
one motivation, said Salmon. “If the online
ad market gets worse rather than better,
the subscription base will help to cushion
the blow,” he writes.
One of the advantages of a metered paywall
is flexibility: the number of free articles
available could be increased if advertising
revenue falls too much and people are not
subscribing.
“What’s sad,” said Salmon, “is that the NYT
has given up its dream of winning the other

lottery: becoming such a popular and highvalue global news source that it will be able
to make a very large amount of money from
a free website,” and that “the NYT is happy
to risk losing its paper-of-record status
online for the sake of making this bet.”
Salmon also suggested that the move might
be “an attempt to shore up – and maybe
even increase – the print subscriber base.”
A weekday or weekend subscription costs
considerably less than the full subscription –
something in the range of $320-$390 – and
still includes an online pass, so depending on
the cost of an online-only subscription, this
could be an option that US customers might
consider. Having to pay for the paper online

would seem a definite deterrent to someone
considering abandoning their subscription (while offering the content free online
appears to be a significant incentive.)
With the New York Times on board, efforts
to charge online are likely to speed up.
Not everybody agrees, however, and Editor
of the UK’s paper with the most popular
website, and Alan Rusbridger, Editor of the
Guardian (which has one of the most popular websites) has said that his paper will
remain free. Others will undoubtedly stick
to a similar course of action and provide
free alternatives, making it harder for those
who do charge. Which business model will
eventually prove more successful?

local news forays into paywalls
Those who arguably have a greater chance
of success at charging online are the publications that can offer some kind of unique
content to their readers, such as local newspapers. 5
CHAP

schenectady Daily
Gazette: restoring
value to local content
In August 2009, the Schenectady Daily
Gazette in New York State put much of its
website’s content behind a paywall, making
full website access subscription-only to
coincide with the launch of its new site.
Readers with home delivery subscriptions
do not pay any extra, the cost remaining at
$4 a week. Online-only subscriptions are
available for $2.95 a week. Limited breaking news, blogs, TV schedules and photo
galleries remain free to view, while local
stories, reviews, obituaries and columns
are subscription-only, as is the ability to
comment on articles.
Editor Judy Patrick explained the decision
in a posting on the site’s blog. “Our news
content has a value that we need to protect
in order to safeguard our business and,
ultimately, our ability to do what we do,”
she wrote. “We understand that there has
to be an effective business model in place
to enable us to keep doing what we in the
newsroom do,” she added. The paper had

hoped that online advertising “would generate a significant amount of new revenue,”
but “it has not.”

Valley Morning Star
In July, the Valley Morning Star, which covers the city of Harlingen, became the first
of the 75 papers owned by the California-based Freedom Communications to
impose charges for viewing its Internet
edition. If successful, however, the group’s
other papers will most likely follow suit.
According to the Star’s Editor, Tyler Patten,
the Star “certainly won’t be the last” to

charge for online content.
The paper charges readers 75 cents a day,
or a $3.95 monthly subscription to view its
Internet content. Those who currently have
a 7-day subscription to the print edition are
offered free online access. Regular subscribers to the weekend and Sunday editions will
be charged a reduced rate.
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“Some people obviously prefer

to read their local papers on their computers.”

The subscription allows access to all of
the paper’s online content, which includes
breaking news, local stories, video and
other online-only features that the paper
has “pioneered” for Freedom Communications. Such innovation has, according to the
website, “resulted several times in a million
or more online page views per month”.
“It will allow greater value to our many
loyal print-edition subscribers by not giving away the news to non-subscribers,”
Patton said. “The days of giving content
away, which costs money to create and
for which we charge our print subscribers,
I think, are just over.”

medianews group: using
journalism online
MediaNews Group announced in February
2010 that it would be building paywalls
around two of its newspaper sites in May.
They will be partial paywalls because, according to MediaNews Group CEO and Vice-Chair,
William Dean Singleton, “We don’t think
putting everything behind a pay wall works,
but we think putting some things behind a pay
wall works... We have to condition readers
that everything is not free.”
The Enterprise-Record in Chico, California,
and the York Daily Record of York County,
Pennsylvania were chosen as test sites
for their middle of the road size and traffic
figures: to ensure that there was enough
Internet traffic to begin with, in order for a
change in usage to be noticeable, as well
as to avoid a large metropolitan area where
it would be impossible to recover from a
failed experiment.
Most content will remain free, and users
will be offered access to up to 25 ‘premium’
articles a month, after which they will be
required to pay a fee. Print subscriptions
will include access to the website. The
newspapers themselves will decide what
is premium content : this may include some
columns and investigative reporting, as
well as coupons and puzzles, MediaNews
President Joseph Lodovic said.

MediaNews will use Press+, developed by
Journalism Online LLC, a start-up which
facilitates payments for online news, to
process the payments for its sites. This
will enable the group to establish the
paywall faster than if it were to build its
own service.

and in lancaster…
The Intelligencer Journal-Lancaster New Era
intends to start using Journalism Online’s
payment system in the next few months,
reported the New York Times in early February 2010. Ernest J. Schreiber, Editor of the
Lancaster paper’s website, LancasterOnline.com, told the NYT that the site has been
using and adapting the Press+ software
for a some time and that the payment plan
would go into effect in a month or two.
“We’re starting small, so if this really turns
people off, we’re not playing with a huge
chunk of our readership,” Schreiber told
the Times, reflecting a commonly-held
fear among publishers of scaring away
readers and losing advertising revenue.
This small start will only involve charging
readers outside the local area and only for
reading obituaries, as these are unique to
the paper, Schreiber said, adding that local
sports might be the next area targeted.
A green “Press+” logo will appear next to
each obituary headline, and after reading a certain amount of such articles, a

MediaNews Group CEO,
William Dean Singleton, has
established partial paywalls
with the help of Journalism
Online LLC.

user will be prompted to pay a flat fee
to continue.

johnston press: testing
readers’ reactions
The UK’s Johnston Press announced in
November 2009 that it would trial paywalls at six of the company’s websites
in order to test the consumer reaction to
charging online.
Six newspapers, including the Worksop
Guardian, the Ripley & Heanor News,
the Whitby Gazette, the Northumberland
Gazette, the Carrick Gazette and the Southern Reporter, took part in the experiment
which required readers to sign up to pay £5
for a three-month subscription.
Johnson Press’ Scotsman.com already
charges users to access its ‘premium content’ and the system used for this website
was to be the model introduced to the participating newspapers during the trial period.
The results of the attempts to charge for the
websites will be used to make a wider decision over whether or not paywalls should be
rolled out across all Johnston Press newspaper websites, with executives reportedly
looking closely at the impact the change has
on advertising income and print sales.
In an interview with Press Gazette, Lori Cun-
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ningham, Johnston Press Digital Strategy
Director, said there were no immediate plans
to start charging for web access on its flagship titles, the Scotsman and the Yorkshire
Post, saying: “Our intention is to just get
an understanding of what the customer
dynamic is around paid-for content… At
this stage it’s just a trial for us to understand
what is happening.”

Using PageSuite,
Tindle Newspapers
has managed to
convert many
online readers into
loyal subscribers.

tindle: pagesuite
trials successful

turning software PageSuite and using Paypal to secure subscriptions.

with most coming from foreign parts,” said
the group’s Managing Director, Brian Doel.

The Tindle Newspapers Group, which publishes over 200 local and regional papers
in the UK, decided in December that following the success of its various paid content
experiments, it would install paywalls at
40 of its titles.

Tindle said the trial had been so successful
that the cash generated from subscriptions soon exceeded expectations and the
Paypal facilities had to be expanded. Due
to this success the group wants to try it out
on a wider range of titles, using the same
PageSuite system and Paypal.

“In fact many of our subscriptions, worth
thousands of pounds, came from local subscribers. Some people obviously prefer to
read their local papers on their computers.
Many of our papers have survived technology changes for 150 years or more.
This online move will help guarantee their
survival for another 150.”

Over the summer, Tindle began a subscription trial on six of its titles - three free papers
and three paid-for titles - using online page-

“We originally expected a few paid online
subscriptions in our core circulation areas,

niche publications: well positioned for paid-for content
Niche publications, which produce relatively
unique content for a group of specialised
readers, have also made steps to charge
online. 5
CHAP

The Economist
The Economist decided to extend its paywall in October 2009: all archived material
older than 90 days is now only available
to subscribers, rather than the 12-month
period previously offered for free.
Another major change was the subscriberonly access to the ‘This week’s print edition’
feature, where online users (now only those
who pay) can browse through the current
issue as it appears in print.
“We consider this to be a premium reading
experience and plan to develop the online
edition of our magazine for our most loyal
and engaged readers: subscribers,” said
Ben Edwards, the Publisher of the Economist’s website.
Currently an online subscription costs
£50 a year, while a print subscription
costs £127.

The Spectator
UK current affairs weekly the Spectator
started charging for online content that also
appears in the print magazine in September,
leaving online-only content, such as the
site’s Coffee House blog, free.
The Spectator is currently offering an
annual subscription to the digital editions
of the magazine online for £67.50, just
over half the price of a print subscription
at £124. The Spectator also offers its US
readers a Kindle subscription for $4.99 a
month. Like the Economist, it allows one-off
delivery orders.
Spectator Chairman and Editor-in-Chief
Andrew Neil said in a press release that
“the idea of a magazine or newspaper
giving away its content for free over the
internet was never particularly logical, but
the industry was feeling its way in a new
market. The Spectator has now agreed a
clear business model, online and offline…
Our website is profitable within its own
right, through advertisers and sponsors,
and its bespoke online content will remain
free. But the magazine is a distinct entity

and has to be paid for; we are asking those
who want to read its superb content to pay
for it and we have come up with a variety
of ways in which they can do so.”
The print circulation of the magazine
dropped 2.4% in the first half of this 2009;
presumably the move to charge online is an
attempt to protect the print product while
increasing online revenue.

30

PAGe

“We plan to develop the online edition
of our magazine for our most loyal
and engaged readers: subscribers”

It was reported in November that the magazine had not lost as much traffic and ad
revenue as expected following the switch
to paid-for content. Before implementing
the paywall, The Spectator received a good
portion of its weekly traffic immediately after
printed content became free online. Ben
Greenish, Managing Director of Spectator
parent Press Holdings Media Group, said
of the traffic flux, “We looked at that traffic spike and thought, ‘do you know what,
we’re about to write off 50 % of that lot’.
But potentially we’ve only lost about two
or three %.”

The Spectator and the
Racing Post have both
ramped up their online
paywalls.

It is because of the Spectator’s niche
quality that Greenish doesn’t think that
its model (or paid content in general)
will work for everyone, newspapers in
particular. “We don’t have to appeal to the
general reader as they have to...Newspapers have a completely different problem,
one of volume” that requires a different
approach, he said.

The Racing Post
In July 2009, Racing Post online launched a
tiered paid online content service, starting
at £7.50 a month for an enhanced online
offering. £9.50 a month permits access to a
premium tipping service, and the “Ultimate
Membership” for £199.95 a year, had been
joined by over a quarter of subscribers by
September. The print version costs £1.60 a
day, rising to £1.80 on Saturdays.
Alan Byrne, the Racing Post’s Chief Executive, insists this is not a move towards
exclusivity but rather an effort to establish
an online base that “will contain more and
better free content than anybody else’s
site,” as well as creating a huge database
containing the records of every race and
horse ever run.
In September, Byrne told the Independent
that there had been no evidence that the
launch of the specialised online subscription
service was cannibalising the print sales:
keeping the various offerings distinct is a
key factor in this.

Byrne also attributed the Racing Post’s
success in charging online to the nature
of its niche content:
“If you can bet on it, we report it and
analyse it and would attempt to provide
statistical basis for that analysis,” thus
drawing parallels between the niche role
of the publication with that of financial
papers, commenting; “rather like the FT
we are analysing data and focusing on a

series of markets. In our case they happen
to be horse races, the Premiership or even
The X Factor.”

section: 2

will readers pay?
The great debate
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what do the readers thinK? the numbers
Newspaper readers have undeniably been
fortunate to have a fantastic range of free
news content available to them for the
past few years. Evidently this has become
something that they take for granted and
making them pay will therefore be quite a
challenge.
Numerous surveys conducted towards the
end of 2009 suggested a definite unwillingness to pay for newspaper content, but
looked at together, results are far from conclusive. It must also be noted that most of
the sites intending to put up paywalls are
only targeting these at a small percentage
of their readers.

A FEW EXAmPLEs oF surVEys From THE uK ANd us:
In september, a paidContent:uK/Harris Interactive poll found that:
• only 5% of online news readers would pay for what they read
• those that would pay prefer an annual subscription plan rather than controversial
micropayments or daily payments,
• for such annual subscriptions 72% polled would not pay more than £10.
• However, if content was bundled with a discounted or free print subscription, a
total 48% of respondents would be willing to pay.
meanwhile Lightspeed research found in october that out of 2,000 uK Internet users
polled,
• 91% ‘would never pay’ for online news,
• around 50% would pay for music online.
A us study carried out in october by Ipsos mendelsohn and PHd found that:
• 55.5% of survey respondents would be very or extremely unlikely to pay for online
newspaper or magazine content.
• On the other hand, only 16.5% agreed that they were extremely, very or even a little
likely to pay for content.
A study carried out by Continental research in the uK in November, found
that the best way to get consumers to pay for online news is via single article
micropayments:
• 5% said they would not pay for subscriptions but 21% said they would be happy to
pay a small individual fee for each article they wanted to read,
• 11% willing to pay slightly more to get access to the whole publication
Also in November, Forrester research found that:
• 80% of its US respondents would not bother to access paid-for online news,
and Olswang reported that:
• 60% of those polled in the UK would not be prepared to pay for any sort of digital
newspaper articles.

PriceWaterhouseCoopers told the
World Newspaper Congress in
December that consumers said they
would pay 62% of the price of a traditional paper if no free alternatives
were available.

An International Gfk survey
commissioned by the Wall Street
Journal Europe reported in December
that 13% of Internet users with private
access were willing to pay for ‘online
information.’

Outside the English-speaking world,
where paid online content is not so
unusual, the situation is a little different,
however. A study carried out by the
Boston Consulting Group in November
found that in several Western
European countries, more than 60%
would pay for online news content.
Britain and the US tied for the lowest
figure, where 48% of regular Internet
users said they would be prepared
to pay. The average monthly amount
that readers would be prepared to pay
ranged from $3 in the US to $7 in Italy.
The types of news that consumers
seemed most prepared to pay for were
local news or specialised coverage or
a continual news alert service.
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13% of 16-34
would pay
to continue reading
Shaping the Future of the Newspaper
report “9.2 New Revenue Models for
Newspaper Companies,” February 2010
Sources:
(previous page) BCG Multi-Country
Survey on Online Paid Content, BCG
analysis, November 2009
(right) The Harris Poll Global Omnibus
J7460S1 September Pan Euro 2009,
Harris Interactive

problems with persuading readers to pay
According to Google CEO Eric Schmidt in
September, responding to News Corp CEO
Rupert Murdoch’s plans to start charging, on
the Web; online publishers of general news
will find it hard to charge for their online
content given the abundance of free news
available, reported Reuters.
“In general these models have not worked
for general public consumption because
there are enough free sources that the marginal value of paying is not justified based on
the incremental value of quantity,” Reuters
quoted him as saying. “So my guess is for
niche and specialist markets ... it will be
possible to do it but I think it is unlikely that
you will be able to do it for all news.”

be open, not closed
Biz Stone, Co-Founder of Twitter, said
in November that he would “love to see
what happens” if Rupert Murdoch goes
ahead with his plans to block News International titles from Google’s search index
and implement his proposed paywall.
Speaking at an event organised by the
National Endowment for Science, Technology and the Arts (Nesta) in London, Stone
described the media mogul’s schemes as
futile and likened them to an attempt at
putting “the genie back in the bottle.”

In light of Murdoch’s recent accusations
that Google and other Web companies are
“stealing” content from his titles, Stone
responded that the news chief should
instead be “looking at it as an opportunity
to do something radically different and find
out how to make a ton of money out of being
radically open rather than some money by
being ridiculously closed”.
Stone added that the rapid speed at which
technology is changing meant that Murdoch’s plan was likely to “fail fast”. Reid
Hoffman, Co-Founder of networking site
LinkedIn, shared Stone’s sentiments: “I am
sure that during the transition from horses
to automobiles there were some people
bemoaning the loss of horse transport.”

free alternatives
Media commentator Jeff Jarvis believes that
the main effect of Murdoch’s papers charging
online would be to clear the path for competitors. Some specialist papers can charge, he
wrote in the Guardian, but “for most, pinning
hopes for the survival of news on charging
for it is not only futile but possibly suicidal.”
He stresses that charging online reduces
a paper’s audience and subsequently the
advertising, and cuts content off from search
and links. Jarvis is a firm believer in the ‘link
economy.’ Thus, if traditional news sources
start charging, they “open the door for free
competitors, who can now enter the content
business with virtually no barrier to entry.”
And indeed, there will always be free alternative sources of news. In addition to blogs and
online sources, there are media such as the

Twitter co-founder Biz Stone
believes it will be difficult to
establish paywalls on news
sites.
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BBC, which was described by Guardian Editor Rusbridger as “almost certainly the best
news organisation in the world – the most
serious, comprehensive, ethical, accurate,
international, wide-ranging, fair and impartial:” definitely a force to be reckoned with.
The BBC announced in November that it will
not charge for online news, despite accusations from James Murdoch, son of media
mogul Rupert Murdoch, that it is “throttling”
the market and preventing competitors from
expanding online.
Sir Michael Lyons, the BBC Trust chairman, said the corporation has “no intention
of diluting BBC commitment to universal
access to free news online.”
In October, Australian Broadcasting Corporation’s Managing director, Mark Scott, also
said that the Australian national news service wouldn’t charge for its online content.
Scott said that a fully paid online content
model for media organisations was doomed
to fail and that the ABC would not bow to
pressure from commercial media outlets to
go down this path.
“The public pays for the ABC to deliver
distinctive, quality content to them – and if
it is content we are creating and packaging
for them now, they are entitled to view that
content free of charge,” he said.

in Depth

CoNVENIENCE – WouLd rEAdErs PAy For THIs?
It is extremely unlikely that free content will disappear altogether from the web,
even if a few major publishers do start charging. Publishers therefore have to offer
content that would make it worthwhile for the less devoted reader to pay for.
In April 2009, New York Times’ journalists Richard Perez-Pena and Tim Arango asked
the million-dollar question: how do you get consumers to pay for something they
have grown used to getting for free? They cited several examples from industries
that have pulled it off: Coca-Cola successfully sells filtered tap water under the name
Dasani, people subscribe to premium television services such as TiVo, airlines have
introduced charges for luggage and meals, and iTunes has got at least some people
to pay for music.
So what can newspapers learn from this? “All of these success stories offered the
consumer something extra, even if it was just convenience,” concluded Perez-Pena
and Arango. Thus news organisations have been trying to persuade their readers that
they can provide something more valuable than an aggregator or blog could, by adding features such as e-mail alert services, high quality video or discussion forums.
Most of these services have so far been added for free, but maybe there is potential
for creating a premium paid-for service that has a focus on convenience rather than
extra content (although it could obviously still include that). So which is the better
way to convince readers to pay online – extra content or convenience?

tips anD resources

THE LANGuAGE oF PAId oNLINE CoNTENT:
doN’T CALL IT A PAyWALL…
The term ‘paywall’ to describe paid online content has been used with decreasing
frequency, presumably because it is a term that publishers fear will put off consumers as it sounds inflexible and hostile. As pointed out by Nieman Lab’s Zachery M.
Seward in November, Steve Brill toned down his language when talking about his
proposed payment system, abandoning use of the word ‘paywall’ altogether.
The New York Times announced and continues to describe its paid online content
system as a “metered model,” rather than a paywall, even though, as Nicolas Carr
pointed out in his blog Rough Type, it is in fact a delayed paywall.

the GUARDIAN: to remain free
Of course, not all newspapers are likely
to start charging at once, and some will
resist the trend, one such major publication
being the Guardian, largely for reasons
mentioned above. The Guardian has a vast
number of online readers, reaching a record
of 37 million unique visitors in the month
of December. Introducing a paywall would
undoubtedly reduce this number.
Editor Alan Rusbridger has been quite clear
about why he does not think a paywall
is the best solution for the Guardian. The
paper’s commercial team has looked at
least six different paywall proposals and
has not found any of them convincing, he
said. Rusbridger said that making people
universally pay for your content might be
the right direction in “business terms” but

in “editorial terms” it reduces your audience
and influence. He believes that in order to
fully take advantage of the benefits offered
by the Internet, news needs to be free. “As
an editor, I worry about how a universal
paywall would change the way we do our
journalism,” he said.
“Journalists have never before been able to
tell stories so effectively, bouncing off each
other, linking to each other (as the most
generous and open-minded do), linking
out, citing sources, allowing response –
harnessing the best qualities of text, print,
data, sound and visual media. If ever there
was a route to building audience, trust and
relevance, it is by embracing all the capabilities of this new world, not walling yourself
away from them.”

Guardian Editor Alan
Rusbridger argued
that online news
should remain free.
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He explained how different it would be when
reporting a big scoop such as the Guardian’s
revelation that Google was about to drop
censorship in China if instead of bouncing
around the world in seconds via Twitter and
other social media, the story had been stuck
behind a paywall. (Although obviously some
paywalls, such as the one planned by the New
York Times, would include a “first click free”
option, meaning that the first click into the
site was free and therefore a link to a story
could still be passed around the Web.)
He also discussed the paid-for versus free
question in terms of ‘authority’ versus

‘involvement’: previously, journalists were
in a unique position to deliver content and
information, whereas now, readers can and
want to be able to contribute, to create their
own content and interact with their peers.
“People may also be less interested to receive
journalism in an inert context,” he said.
The ubiquity of blogs, social networks and
of other sites, focused on the arts or books,
for example, that freely invite contributions
from the public as well as their own writers,
means that it is “hard to sustain” the idea
that “journalists are uniquely knowledgeable
and insightful,” said Rusbridger.

Rusbridger also believes that digital advertising may well pick up again: “To dismiss
the potential growth of digital right now – on
the basis of the worst economic crisis since
1929 – may be a little premature.” He
pointed out that the Guardian made £25m
from digital advertising last year, and said
that his “commercial colleagues believe
we would earn a fraction of that from any
known paywall model.”
He does, however, see potential in reader
revenue from mobile and e-reader models.
CHAP

3

different types of walls to build
Once a publication has decided to charge
online, there is then the question of how
to go about doing it. Different possibilities include:
Pure subscription: make some/all content
only available to those who pay a monthly/
yearly subscription for it. Block access to
those who don’t pay. This is what the Wall
Street Journal does, although allowing a
selection of articles to be read by all each
day. The Economist allows material to be
read free by all on its site for 90 days, but
older archives are subscription only.
metered – rather than putting a specific
section of content behind a paywall, a
metered approach allows readers to access
a certain number of articles free, and
prompts them to pay after they exceed their
quota. The Financial Times uses a metered
system, allowing registered users ten free
articles per month, and then demanding
payment. It is also the system that the New
York Times plans to adopt in 2011, and
MediaNews Group at two of its local papers
in May 2010 (see section 1).
micropayments: these are yet to be implemented on a large scale. President and CEO
of the Aspen Institute Walter Isaacson put
them back on the agenda in February 2009,
sparking huge debate. Much thinking seems
to have been inspired by what has become
known as the ‘iTunes model:’ Apple’s payment system has made it normal for consumers to purchase one song at a time, despite

in Depth

GooGLE’s suGGEsTIoN
After the Newspaper Association of America put out a call for proposals for paid
online content payment systems, it received nine responses. Google submitted an
eight-page document proposing to adapt Google’s current e-commerce system,
CheckOut, for use by newspapers. The proposal included:
• Single sign-on capability for users to access content and manage subscriptions.
• Ability for publishers to combine subscriptions from different titles together for
one price.
• Ability for publishers to create multiple payment options and easily include/exclude
content behind a paywall.
• Multiple tiers of access to search including 1) snippets only with”subscription”
label, 2) access to preview pages and 3) “first click free” access.
• Advertising systems that offer highly relevant ads for users.
The document states that “we believe the increased advertising opportunities will
likely exceed total revenue from subscriptions.” Google News could also license and
host further content from interested publishers, as it already does for various news
agencies without a destination website. It also proposes helping distribute content
more widely via repackaging and syndication.
Google’s proposal is particularly interesting because the company’s unquestionable
dominance of the search market and its existing relationship with many Web-users
through services such as Gmail gives it a significant advantage. Plus, it already has a
news search engine, Google News.
One drawback for Google would be the fact that many publishers, due to copyright conflict particularly over Google News, see the company as an enemy rather than an ally.

the fact that it is relatively easy to illegally
download them for nothing. The advantage
of iTunes is that it is easy to use, and the
importance of carrying over this principle to
any micropayment system for news cannot
be underestimated. Micropayments are probably the most controversial of these options;
the main disadvantage being that consumers
are often unwilling to part with money on a
regular basis. However, if one communal pay-

ment system could be adopted, that stores
users’ credit card details and passwords,
this could facilitate this process.
The idea might also be unpopular among
editorial staff however: if articles are
directly bringing in individual revenue,
this could lead to judgement of articles
based on how profitable they are, rather
than on editorial quality.
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journalism online
Start-up company Journalism Online LLC
(JO) was launched in April 2009. Its founders Steven Brill (founder of The American
Lawyer and Court TV), Gordon Crovitz (former
publisher of the Wall Street Journal) and Leo
Hindery (a private equity fund manager)
proposed to facilitate payment for online
news, making it simple for publications to
offer joint subscriptions as well as articles
on a single basis via micropayments. They
also offered to negotiate on behalf of their
members for licensing fees from search
engines and other websites.

in Depth

PAyWALL!
Nieman Lab’s Jonathan Stray created a ‘paywall calculator’ dubbed Paywall!, which
aims to juggle the different factors that could go into building a paywall and find the
best combination that could generate maximum revenue.
“The key to paywall revenue projections is to understand how different portions of
the audience are affected differently,” said Stray, and his model breaks the audience
into five groups based on their number of page views per month: fly-by, occasional,
weekly, daily, loyal. Depending on how many articles are offered free, it is unlikely
that a huge number of visitors will be affected by a paywall, Stray points out, but the
ones that will be are the loyal readers.
According to Stray’s tests using
different scenarios fed into the calculator, “a tuned paywall can make
money for a large free site, but
the details matter greatly. Reader
reaction is key; small variations in
response have big effects on net
revenue.”

JO pledged to offer consumers the chance
to purchase “annual or monthly subscriptions, day passes, and single articles from
multiple publishers” all through one website.
Brill told PaidContent that the service would
have “a fair amount of complexity, including,
for example, publishers who want to make
sure their print subscribers get a discount
or don’t pay for the online subscription.”
Publishers can decide pricing of the content
protected by the paywall from a choice of
16 different payment options. JO will take
a 20% cut of revenue.
Steve Brill said that he was inspired by the
iTunes model: both involve the intervention
of an unrelated third party into an industry
struggling to make consumers pay for their
work. One lesson from iTunes is its “ease of
use, which is something we always have to
keep our eye on.” Another encouraging point
is that iTunes managed to bring together
many different contributing producers of
music and entertainment: just as JO hopes
to do with publishers.

progress so far
Most of the publishers who are already
integrating the software are using “some
version of the metered model,” a JO memo
said, “though all are deploying their own
variations.” Examples are given: “one is
combining the metered approach with the
segmenting option; another is combining
the out-of-market targeting with the meter;
and a non-profit affiliate will combine the
meter with a support campaign.”
Brill told MinOnline in January 2010 that
in almost all cases, publishers will start by
giving visitors access to 10 or 15 articles

Any publisher can enter their figures
and see if a paywall might work for
them. Using “generous assumptions” for the NYT, Stray estimated
that if 60% of loyal readers would
subscribe at $10 a month and no
readers would be lost, a paywall
allowing 50 free page views per
month would net about $500,000
per month in extra revenue. Stray
stressed that this number is very
fragile, however, with small fluctuations sending it into the red.

QuicK Facts

THE PoTENTIAL PErILs oF BuNdLING
One of Journalism Online’s initial promises was to offer bundles of content from
multiple publications. For the consumer, this seems like an ideal proposition, but
as veteran media executive Alan Mutter pointed out, there are many practical
problems for the publishers. As he suggested, it could be difficult to equate the
value of different types of content: could a 10,000 word article from the New York
Times be awarded with the same compensation as a two line item on a sports
score? Mutter believes publications producing more expensive content would be
unsatisfied with the small amount of revenue they would receive in exchange.

for free before asking them to pay. He said
that he would expect only 10% to 15% of
readers to sign up for the paywall.
During a presentation at the National Newspaper Association meeting in Chicago in May
2009, Brill suggested charging $50-60 a
year and $5-6 a month for online access at
small to large city papers, but he stressed
that this was an arbitrary choice and clearly
the price would depend on how much content the publisher put behind the paywall.
He had previously suggested $15 a month
for an all-you-can-read subscription.

will it work?
Will JO’s payment system help to make paid
online content the norm among Englishlanguage newspapers? Providing publishers
with a ready-made system that requires
little of their own development does make
sense, particularly for those who are less
committed to charging online, but want to
experiment. The fact that a major publisher
like the New York Times has decided to
develop its own payment scheme could be
a setback, however, and might inspire other
smaller publishers to do the same.

36

section: 3

PAGe

Alternatives to
pure paid content
pg+: offering niche content plus benefits at a low cost
As well as offering pure paid online content,
some news outlets have been looking at
other ways to make money for their readers
that provide something slightly different. The
idea of starting a membership club seems to
be increasingly appealing to many publishers. Several newspapers already have wine
clubs, for example, but an increasing number
are looking at the idea of clubs more closely
connected to the paper’s editorial content.
In August 2009, The Pittsburgh Post-Gazette
launched PG+, a members-only section site
containing new, premium content coupled
with a variety of special offers for members.
Jeff Jarvis suggested that the club is merely
an attempt “to cloak a pay wall,” but while
that may be true, the initiative does seem to
offer something extra. The content included
is all new and intended to be more interactive than the main site. Mary Leonard, the
Post-Gazette’s Deputy Managing Editor who
has been very involved in developing PG+,
said in an interview in October that the new
site has a multimedia focus. “We’re doing a
lot of video, some additional chats and we’re
doing blogs, which promote interactivity.”
The additional content is exclusive to PG+
subscribers and does not appear in the
paper’s print edition. After much consideration, Leonard said, the paper decided to
make PG+ an entirely separate initiative
and print subscribers will receive no discount. The site looks very different from the
main site, and has been built on a different
platform. “We didn’t want this to look like
a twin of our primarily breaking news site,”
Leonard explained. The colours are more
muted and the pages are very contentfocused – designed for readers who know
what they want. There is no advertising on
the site, which many must appreciate.
Users can interact with each other on the
site – they can create profiles, add an avatar,
and they can ‘friend’ each other and communicate. “There’s a whole user menu of
opportunities for commenting and interactivity,” Leonard said. They can even create
their own blogs within the site.

As well as the extra editorial content, PG+
offers a series of ‘perks’ to its members,
clearly taking the initiative beyond just paid
content. “There’s a whole menu of benefits
and discounts and free things that you can
access with a membership card,” Leonard
pointed out. Most of these perks are chosen
and arranged by the paper’s marketing
department, but some involve journalists.
For example, one of the first perks offered
was the chance to attend an evening of
questions and answers with Ed Bouchette,
the paper’s sports writer who covers local
football team the Pittsburgh Steelers, at a
restaurant downtown.

but what actually makes
people pay extra?
So what is the main motivation for subscribers? Is it to have access to the premium
content, or to the perks? Or is it to support
a paper they respect?
Leonard said that based on the market
research that the paper carried out prior to
launching the product, all three factors were
important to different people. “We found that
there was a small market for people who
would want to support the Post-Gazette
as a community news organisation,” she
clarified. Others who answered the paper’s
survey said that they would be particularly
interested in the benefits and discounts
offered. Those whose motivation to sign up
is the extra editorial content are frequently

sports fans, she pointed out: “what we’re
starting to see is that it’s the sports content
that is primarily driving the users of the
editorial traffic on plus.”
Part of the reason for this is that the paper’s
sports writing is built up around the personalities of the sports writers, many of whom
tend to do television slots, both video for
the Post-Gazette’s site and for local TV stations. Hence, they have become well-known
names, and PG+ offers readers a chance
to see more of their writing, and have the
chance for more contact, via chats or events
such as that described above. “We hope that
these personalities will be a sort of magnet
for readers who follow these guys already,
and we believe that they can give readers
a little more insight and inside info into the
teams and the players.”

tips anD resources

oTHEr IdEAs For PrEmIum sErVICEs
Other local US papers have taken their sports content as a basis for charging online
and offering additional services. For example, the Milwaukee Journal Sentinel created
a section of its site called Packer Insider and the Minnesota Star Tribune came up
with Access Vikings Premium. Both are paid-for daily services covering the life of the
teams and their athletes, with exclusive commentary and interactive modules. Subscribers are given the chance to chat online with journalists.
The Packer Insider is available for $44.95 a year, and Access Vikings Premium for
$19.95 a year. The Packer insider has had 8000 subscribers and brought in an estimated $750,000 in revenue from fees and advertising. Access to Vikings Premium
has brought in $100,000 in five months, and only cost $10,000 to develop.
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is it going to make a
difference financially?
Clearly the new site has created new costs
for the paper: “It adds work in the newsroom
and it adds work in the marketing department,” said Leonard. Although the paper
has not hired any new staff specifically for
PG+, some restructuring has taken place to
devote the appropriate attention to the new
service. But employees have been enthusi-

astic, said Leonard, and “there’s a feeling
that we need to come up with innovative
solutions for the revenue shortfalls that are
threatening the industry.”
The membership price is relatively low,
at $36 for a year. A committee was put
together to decide a pricing strategy, opting
for a price that gave value to content while
remaining affordable.

The paper is not yet releasing information
on metrics, but Leonard commented that
“growth has been steady” and “we think it
has been good.” Obviously, without knowing
the figures, it is impossible to say whether
the site could be bringing in significant revenue, and at such a low price it would need
a considerable number of members to do so.
However, what it offers would definitely be
worth investing in for a Pittsburgh sports fan,
or anyone involved in the community.

times+: a whole range of offers, but no added content
The Times has started a different kind of
club, which does not provide any extra
editorial content, but gives its members
the chance to take advantage of a range
of offers. These include free gifts, opportunities to save money and members-only
competitions.
The initiative is an expansion of the membership only Culture+, a venture launched
in September 2008 and limited to print
subscribers, which attracted over 90,000
active members. The Times decided that
more could be done with this, and Suzi
Watford, who had headed Culture+, was
put in charge of the more general-interest
programme Times+.
Watford said that there were no specific
plans to introduce extra editorial content in
the future, but it was not an option that had
been ruled out. It is no secret that the Times’
parent company News Corp, headed by
Rupert Murdoch, has plans to put paywalls
around at least some online content at all its
papers in the near future, but Watford gave
no indication that there is a possibility that
this might be linked to Times+.
Unlike PG+, the Times’ offering is clearly an
attempt to enhance the value of the print
product, as membership is complimentary to
print subscribers. “It’s still first and foremost
linked into subscription,” Watford said.
There is a general section of Times+, as
well as two more focused packs - Travel+
and Culture+, which offer extra awards.
Each membership to Times+ includes one
of these packs and the other can be bought
at £25 for print subscribers and £50 for

non-subscribers. The Travel+ pack includes
the Sunday Times travel magazine once a
month, and travel-focused offers, such as
room upgrades. The Culture+ pack offers
members a regular choice of free gifts,
often a book, CD or DVD, and others such
as a free glass of champagne at the Royal
Albert Hall.
Currently, Times+ seems likely to appeal
more to Londoners than those living in other
parts of the country, as many of the offers
are London-based. “That is definitely not
intentional,” said Watford, however, “and
it’s something we want to change.”
Some of the offers are invitations to events
that give members an opportunity to meet
with the editorial staff. For example, at the
Cheltenham Literature Festival, Times+
members were invited to the Times Café

where they could have free tea or coffee
and meet journalists. Times cartoonist Peter
Brookes gave a talk at a small gallery in
London for another event.
When choosing which offers to provide, “we
work very closely with editorial,” said Watford, “particularly on the arts events that are
coming up. We run past the editorial team the
partners whom we are going to be working
with and pay close attention to the ones that
they think are going to be useful.”
Currently, the site itself offers little potential
for interaction, simply a ‘wall’ where members can post comments in the ‘newsroom’
area of the site. Here, members have the
chance to leave their feedback about what
they like and dislike about the site. Watford
also feels that the members have a chance
to network in person: “Whilst the site doesn’t
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have a community aspect, we find that at the
events that we do - the readers enjoy meeting each other, as well as the writers.”

will it bring in
significant revenue?
For a start, Times+ will generate income
from anybody who chooses to sign up. It
seems very possible, however, that the
package will be viewed just as much as
an extra benefit of subscription than as a
stand-alone item of value.
“We are obviously keen to push subscriptions
and Times+ is both a fantastic retention tool
and reward for those people but also a great
acquisition tool,” said Watford. “If people are
passionate about travel or culture then they
should subscribe to the newspaper.”

Another potential revenue stream, one which
PG+ is also likely to benefit from, are the
commissions made when readers take up
the offers that are promoted.
As well as bringing in new revenue, Times+
offers the paper a less tangible but no
less valuable benefit that is the chance
to enhance its core, loyal community of
readers. “We know that our readers and
customers are passionate about the editorial
content in the paper. And this just provides
more ways for them to enjoy that content
and more ways for them to engage with
it,” said Watford.
The idea of being more connected to the
paper is a significant aspect of membership
clubs. Both Times+ and PG+ offer their
members this less concrete but impor-

tant benefit: the Times, a national, quality
newspaper seems to be trying to give its
readers the chance to be part of something
a little exclusive, sophisticated, while the
Pittsburgh Post-Gazette, a city paper with
clout, is allowing readers to have a more
personal newspaper experience.
Many feel that charging outright for online
content will not work, and there is a strong
likelihood that unless a paper is offering
content that nobody else is giving away,
its online audience may well decide it is
not worth paying. Since recent polls show
reluctance amongst UK and US readers
to pay for online content, a membership
scheme that also offers readers something
that makes them feel they are getting their
money’s worth while tying them closer to
the paper, might well work better.

globalpost: premium serVices with passport
GlobalPost, an international news service
launched in January 2009, focused on
getting the context behind the headlines
and hoping to combat diminishing foreign
reporting in the US, receives a portion of its
revenue from a subscription, or membership
scheme called Passport.

For $49.99 a year (recently lowered from
$99), readers can access conference calls
with GlobalPost reporters, the chance to
suggest stories, global and country briefs
and newsletters. There is also the option
to commission custom research projects,
something GlobalPost’s Chief Executive
and President Philip Balboni said in an
interview in January 2010 he was “very
excited about.”
One client, for example, has ordered a series
of ten reports for the coming year. “It takes
careful shepherding but it’s very interesting and I think it could scale up to be a
meaningful part of our Passport financial
strategy,” he said.
“I am very bullish on the membership
aspect,” Balboni said, “I think it’s the hardest one but if you want to point to one thing
that could be a potential salvation for quality
journalism then it’s that.” He always wanted
to encourage a subscription or membership

scheme, but explained that as a new littleknown media brand it would have been
foolish to put up a paywall immediately.
Passport does not offer pure paid online content, rather additional editorial services. “My
hope and my expectation is that GlobalPost
will remain free and open to all but we need
to find more effective ways to get all of the
people who are most engaged to help support our mission,” he said, specifying that

GlobalPost was likely to continue to ask for,
rather than require, reader contributions.
He does think, however, that it would be

Philip
Balboni,
founder of
GlobalPost
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“entirely fair” for a news organisation to
demand payment.
As of January 2010, Passport had 450 - 500
members: “just not enough,” according to
Balboni. He said that he hoped to increase
this number by making “a strategic shift

in how we market our membership” and
by using some new technology in order to
help the membership base and subsequent
revenue to grow.
GlobalPost announced in February 2010
that it was to take advantage of Journalism

Online’s Press+ software to urge users to
become paid members of the site. Now
there will be levels of membership with
different prices, Balboni told the New York
Times, and the offer will also include premium content. He expects to implement
the system by the end of March.

Kachingle
Might people voluntarily pay to read news
that they could easily read for free? Cynthia
Typaldos, founder of Kachingle, is convinced
that they will. Kachingle proposes a novel
solution to the news industry’s revenue problems: encourage people to donate money to
their favourite sites, whether these are major
news outlets or small-time blogs.

she believes is “very important” to people
as their online existence becomes more and
more complex. Essentially, “there’s a very
powerful peer pressure recognition element
to Kachingle” which is what she thinks will
drive people to become involved, she feels
that users will be “getting something back”
in the form of social recognition. The more

altruistic wish to help support news would
come second to this, she believes.
Kachingle’s European general manager
and director Yves Huin stressed that using
Kachingle is not necessarily an alternative
to directly charging for content, but could
be a complementary system. “I think that

how it works
Kachingle users, who the company are calling Kachinglers, need to sign up once to set
up their subscription, which, via PayPal, will
charge them $5 a month. When they go to a
news site that is participating in the venture,
it will display a Kachingle ‘medallion’, which
the user can click on to indicate their support
for that site. The reader can choose to highlight as many or as few news sites as they
wish, and Kachingle will track the number of
times that they visit that site in a month. At
the end of a month their $5 will be divided
and distributed proportionally between the
sites which they have flagged, according to
the amount of times visited (with a 15% cut
going to Kachingle and 5% to PayPal.) “The
algorithm is meant to be a proxy for value
received the consumer,” Typaldos explained
in an interview in May 2009.

why will people pay?
The main reason Typaldos thinks people will
be prepared to offer this $5 is not because
they necessarily have a strong desire to help
save newspapers but because of the social
advantages of using Kachingle. Contributors
create a profile that shows which sites they
are supporting, which they can post to their
Facebook profiles or send on Twitter, Typaldos suggested. There will even be a Facebook application. “It becomes a very real
view of the things I value, part of my online
persona,” she explained: something which

global trenDs

AsKING rEAdErs To doNATE
The Miami Herald came up with an innovative way of generating that elusive online
revenue in the weeks leading up to Christmas 2009. No, they didn’t plan to increase
advertising or to put up paywalls. Their plan wasn’t even a paid mobile application.
Instead, they asked readers of their online edition for donations.
And according to Executive Editor Anders Gyllenhaal in January, early signs indicated
that it was working. “The first few days of this experiment have elicited an encouraging steam of gifts, ranging from $2 to $55,” he wrote in an article. “They’ve also
provoked an array of reactions, here and across the country, since this has drawn
attention as the first effort of its kind.”
In fact, the initiative was started after a loyal reader called the newspaper and asked
if he could make a donation to support one of the paper’s investigative projects, Gyllenhaal said.
“Some readers say they see this as a logical step, while others have made fun of the
move,” he added. “Some think that including the form with stories is an awkward
step, while others think we’re being too low-key about it and should come on stronger with the appeal.”
In February, however, the Herald ended the donation scheme, offering no explanation
or details on how much income had been brought in.
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papers will offer both,” he said. “There will
be content that people will be prepared to
pay for via a subscription.” A paper which
decided to put some premium content
behind a paywall could also use Kachingle
to help support its blogs, for example.
When the content provider charges, they
set the price, but Kachingle aims to put
payment value into the hands of the reader,
who essentially chooses how big a share
of their donation each of their favourite
publications receives.
With Kachingle, the exchange is not solely
economic, but is about a reader’s relationship with the content, Huin pointed out. “It’s
the analysis and viewpoint that people are
likely to support,” he said: “something you
have a personal connection with.” Kachingle
users can connect their account to their
Facebook or Twitter account so they can
show their friends what news publications
they are supporting, via an application or
status update.
Another reason Typaldos gave for why Kachingle will work is simply how easy it is: a
crucial factor for such a venture. Registering
involves providing just basic details, and
thereafter, a Kachingler’s job is straightforward, marking the sites, without having
to consider how much they would like to
contribute to it. “There just can’t be any
mental transaction costs,” as Typaldos put
it. And the system still allows people to move
freely around different publications without
encountering pay walls, which Typaldos is
firmly against. “Paywalls are just the kiss of
death for newspapers,” she claims, “we just
think it’s the wrong economic approach.”
Those who are trying to implement them
“are trying to take the old business model
and stick it on the Internet,” which she
believes is a doomed approach.
To start with, anyone who registers as a
Kachingler will make a $5 a month payment. It is fixed thus because Typaldos
did not want the decision of how much
to contribute to be a barrier for users. The
company plans, however, to allow people
to give larger amounts in the future, and
to encourage them to do so by suggesting
amounts based on how many sites they
have chosen to support. Typaldos hopes
that the typical amount given will rise to
about $20 a month. Unsurprisingly, content

providers would like people to contribute
more money, she said.
For news organisations, the benefits
are clear, and the medallion button is
extremely easy to install: a simple Java
script widget which “you can put on your
site in three minutes.”
Kachingle was launched in private beta in
November 2009, and interested publishers
and individuals were invited to become
part of a test group. It officially opened in
February 2010 and by March 95 sites were

taking part.

will it work?

incompatible with the idea that news readers should be able to jump around as they
please online. It is also compatible with an
advertising model. Typaldos described it as
“not like tipping, not like micropayments,
but we have taken the best elements of
both.” The fact that readers can choose
what they think its worth paying for is likely
to appeal to many, and the cost is sufficiently low to not be a deterrent. It does
seem that quite a substantial marketing
campaign will have to be carried out to
spread the word and persuade people that it
is worth making the effort to sign up: social
pressure alone might not be enough. Once
they do so, however, they will probably
appreciate the service.

So how much could Kachingle actually raise
for newspapers? Could it make a difference?
“I think that we will bring enough revenue to
sites that are very high quality with original
content,” Typaldos asserted. She is not under
any illusions that such an effort could save
a major newspaper that has “debt, so many
overheads, print, a huge staff,” but she is
confident that Kachingle could have a highly
significant impact on smaller publications
such as MinnPost, which has low overheads
but respected journalists. “We will be very
powerful for them,” she added.
The idea manages to combine the notion
that people should and can pay for news,
without putting up paywalls that would
block off sections of newspapers and seem

“Paywalls are

just the kiss of death
for newspapers.”

Cynthia Typaldos,
founder of Kachingle
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could increasing ad reVenue be a better solution?
At the ‘secret’ meeting organised by the
Newspaper Association of America in May,
which considered different ideas for monetising online content, two proposals were
made with a greater focus on increasing
traffic and advertising revenue rather than
direct paid online content. These strategies have yet to be implemented widely,
but they provide an alternative to paid-for
online content.

Viewpass: increasing
cpms through
targeted ads

CircLabs founder martin
Langeveld (left) and ViewPass
founder Alan mutter (right)
offered ideas to boost newspapers’ online revenues by
generating traffic and increasing CPms.

One was ViewPass, created by veteran
media exectutive Alan Mutter and investor Ridgely Evers. The idea behind it is
essentially to boost the value of page views
by making advertising more effective and
lucrative.
Rather than directly charging consumers for
online content, Mutter believes that increasing the revenue from advertising would be
the best and most efficient way for publishers to increase their overall revenue.
The idea, he said, is that the consumer will in
fact pay for content “but there are different
ways you can pay.” The most appropriate
way to get the consumer to indirectly pay
would be by providing information that could
allow for highly targeted advertising, in the
same way that niche publications yield high
ad revenue.
The consumers would both supply demographic details and allow their reading habits to be tracked throughout websites that
support ViewPass so as to offer a rich picture
of what they are interested in and which
ads they might pay attention to. ViewPass
is not aimed solely at newspaper publishers, but at anybody who puts content on
the web, including bloggers. This would
help publishers and advertisers really learn
what people are interested in and provide
more targeted ads.
Mutter would have ideally liked ViewPass
to be an industry-owned initiative and said
“we’re working really hard to enable that.”
Evidently, this would be an advantage to the
industry as it would then be able to share
in profits from the business itself.

circulate: boosting traffic
The CircLabs team, funded by the University
of Missouri, decided to look for a user-centric
solution to monetise online content through
improving the users’ news experience, as
opposed to what founder Martin Langeveld
sees as publisher-centric solutions that
focus on how to charge users for content.
Circulate’s main aim is to increase traffic
to newspaper websites. Langeveld pointed
out that his team’s research shows that in
the US, web users spend only about 1.2%
of their time online on newspaper websites,
and traffic to newspaper sites accounts for
only 1% of page views. “That really is the
challenge for newspapers, to increase that
percentage,” said Langeveld.
As the consumer would see it, Circulate
would consist of a narrow strip that will
appear within the user’s browser window
and will be branded and recommend journalistic content throughout the user’s time
online. The bar would appear along the top of
the window and would generally be narrow
enough to include one line of type (with the
ability to expand when necessary).
When the user installs Circulate, the software
asks some questions about their interests
and preferences. The user is not obliged to
enter any information, but the more that they

do, “the better Circulate can bring content
to you,” Langeveld explained. He added
that his team understands how important
privacy is to consumers and stressed that
Circulate will be very clear with regards to
the amount of information it stores about
its users and will give them an easy option
to access or delete this information.
The software would also track users’ movements online and make recommendations
for content based on these and the information users provide. Article suggestions will
appear as links in the Circulate strip, and it
might expand to offer the user three or so
recommendations on a specific topic, or to
ask or answer a user’s question.
So Circulate hopes to increase traffic and
subsequent advertising revenue by “constantly recommending journalistic content
from newspapers and other news outlets the
other 99% of that time.” The possibility for
the papers acting as ‘homebases’ to brand
the strip also “has value” for local papers,
according to Langeveld, as it means that
their brand travels round the web with the
user whenever they are online, thus constantly reminding them of their relationship
with the paper.
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is paid online content
going to work?
opinions on what will and will not work when it comes to paid online content are highly diverse and varied. Two media executives addressed some of the key questions.
Alan mutter now teaches entrepreneurial journalism at Berkeley’s Graduate school of Journalism and writes the popular media
blog reflections of a Newsosaur. He also develops seminars and training programmes for publishers, and is a consultant
specializing in corporate initiatives and new media ventures.
Gordon Crovitz is co-founder of Journalism online LLC, which has started the payment service for online news called Press+.
He is a former publisher of the Wall Street Journal and former executive vice-president of dow Jones, and is now an advisor
to several technology-based media companies in California and New york.

What percentage of newspapers do you think will start
charging online in 2010?
Gordon Crovitz: In the past year, we’ve seen the debate over
paid content shift from ‘whether’ to charge for some online
access to ‘how’ and ‘when’ to do so. However, we expect
the shift will be incremental – so it’s difficult to predict how
many publishers will launch paid models in the short term.
What we do know, beyond any doubt, is that there is strong
interest – across the industry – in experimenting with new
models for online access.
Alan mutter: I have no idea – I don’t know because I’m not
sure that the majority of publishers themselves know what
they want to do.
do you see paid online content as being a major revenue
stream for newspapers in the near future?
GC: The current situation is unsustainable. As publishers
have offered their content entirely free online, readers have
shifted online. Print circulations are plummeting as Web
traffic skyrockets, yet online ad sales are not sufficient
to replace falling print revenue for most publishers. More
readers are reading more news than ever, yet publishers
are losing money. By finding the right mix between free and
paid access to their websites, publishers will sell their most
valued content to the 10, 15 or 20 % most engaged online
readers – while still offering enough free access to keep
most of their page views and advertising revenue.
Am: No I don’t see it as a major revenue stream for most
general interest newspapers. The Financial Times and the
Wall Street Journal have pretty strong revenue flows from
selling online content, and I believe it might be possible to
sell online content more readily outside of the US – the China
Morning Post, for example, has a very high uptake rate for its
paid service. However, we haven’t seen any general interest
newspapers in the US succeed.
And even as ‘successful’ as the FT’s and WSJ’s revenues are,
these pale in comparison to their print revenues. If you think

about the whole picture and look at the revenue streams for
those businesses, the sale of online content is still a very
small percentage. I would be fairly surprised if they even had
10% of their revenues from that. Obviously anything over
nothing is significant, but if you look at it in the context of the
complete revenue picture for a business, not even the best of
the best have turned this into a major revenue stream.
do you think that readers will value online content more
if they are forced to pay for it?
GC: I think it’s true that readers face a confusing value
proposition when asked to pay in print for the same content
they can read free online. But the truth is that publishers will
have a tough time selling mediocre content on any platform
and in any medium – including print.
Our model is not premised on the idea that charging for
content will make people want it more. Instead, it’s premised
on the idea that readers already value a lot of the online
content they read for free every day. That’s why we focus
on converting the most engaged readers – those who value
the content most – into paid subscribers. Done right, a paid
content model will convert those readers while allowing
casual and infrequent visitors – the ones who would not pay
anyway – to continue visiting the site for free.
What type of content, if any, do you think people might
be willing to pay for?
GC: Publishers will probably have the easiest time
selling content that is unique, engaging and important to
their readers. But a lot of that depends on the readers’
preferences. Some content might be downright addictive
to one reader but simply boring to another. That’s why
approaches like metered access make so much sense.
Rather than arbitrarily setting certain content as paid and
other content as free, the metered model assumes that all
content is valuable to some segment of the audience and
that the users who read it most often are the ones publishers
should ask to pay something for it.

conclusion
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Am: Most newspaper content isn’t sufficiently unique and
compelling. Premier magazines, however, simply don’t put
their stuff online for free. The New Yorker can’t be read for
free on the web, but I can pay for it - I can’t get that article
any other way. That’s why Consumer Reports is successful.
It’s established as an Independent ratings agency, ad free.
You know who they are, you know what they do, and you
have to buy the magazine because you’ll never get that info
any other way.
But you can’t charge for ‘commotiditised’ news, for the
weather report, sports scores, national news or stock quotes.
Most of the stuff that is going onto the web today is not
unique and exclusive the way that New Yorker or Consumer
Reports are.
Basically, what works is business to business or business
to consumer. We know that B2B works – that’s exactly what
the FT, WSJ and other sites providing financial information
are doing. Any information that is timely, unique and that
helps you make money or prevents you from losing money is
very saleable. On the consumer side, information that helps
people shop or is uniquely entertaining - that sells. There has
to be something that empowers the consumer in some way.
The consumer sites that are most successful include things
like dating sites dieting sites, or those that offer ratings on
services such as dentists or house painters. I believe there
There is certain other content that I believe publishers can
create and charge for just because that content is special.
For example, the Milwaukee Journal created a premium
package for the Green Bay Packers football team. In this tiny
little town in Milwaukee where these people are such fanatic
fans – they paint their bodies green in sub zero weather and
they wear Styrofoam cheese wedges on their heads – the MJ
has a premium product with everything you need to know
about this team and they charge for it online and in print.
Print outsells online five to one, but they have a nice little
side business of selling this content. Newspapers should be
thinking a lot about creating those kinds of special products.
Could paying for extra content be substituted by
paying for a premium experience (convenience, better
presentation, ad free, etc)?
GC: Yes – the key is simply to find some type of content
or access that will be valuable to readers. It might be a
particular section, frequency of access, or enhanced features
like the ones you mentioned. The Press+ platform enables
publishers to experiment with all of these approaches and
more.
Am: Yes. Here’s a great example: the New York Times has
created a very nice and usable iPhone app and it’s terrific.
It’s very convenient – it makes me wonder why I am actually
buying the paper. This is a true convenience – it’s a true new
platform for me to be able to easily acquire their content
in the moment when I need it. It’s the same content but

it’s being delivered in a convenient, portable, always-on
platform. I should have to pay for that, for the convenience of
it, even if it’s identical to what goes out on the web. And yet
the paper puts it out for free!
I also think that charging to early access to information could
work. If I were running the NYT website I would have a paid
and a free app – the difference would be that the free app
would put up stories say, 6 hours later. I would be paying for
the time difference, for the early access.
What type of paywall model (metered, subscription,
micropayments) do you see as being the most
successful?
GC: The most popular among our early launchers is some
form of metering. That makes sense to us because it is
the easiest to test and control. For instance, a publisher
who’s worried about losing page views might start with an
incredibly high threshold of free content – maybe 30 articles
per month – and slowly turn the dial down to find the optimal
conversion rate.
That said, we expect publishers to try a wide range of
models, and our platform is built to offer near-infinite
flexibility and unlimited testing. Some will charge for
enhanced features such as frequent updates. Others will
charge only out-of-market readers and some will offer lower
rates or special features to their print readers.
Am: Nobody has definitively proved that one will work more
than others, and nobody has proved that any one will work at
all. If they want to charge for general access to their website,
one way might be a metered approach.
And I do believe that it will work for the New York Times –
the NYT isn’t financial but it’s the newspaper for the power
elite in the US, for leaders and the intellectual community. It
has the same kind of importance, cache as the FT and the
WSJ. However, I don’t think you could say the same for the
Miami Herald, or the Cincinnati Enquirer, or the Denver Post,
for example…
do you intend to pursue the idea of ‘bundling’ content
from different news outlets?
GC: Yes. Publishers will be able to opt in to topic-packages of
content across multiple publications and split the revenues.
You might imagine, for instance, a set of newspapers,
broadcasters and others from different cities with teams in
the same sports league. Few readers would be willing to pay
for full subscriptions to all of those newspapers – but some
sports fans might be willing to pay for a bundled subscription
to all of their sports sections. This approach will help readers
discover new content they might not have read otherwise –
and for publishers, it will expand their audience and serve as
a key marketing opportunity.

Maybe your paper
is covering a few
areas too many.

Your newspaper is falling apart – and you’re not
alone. The good news is that you can stitch it. It
will not only make it last longer. It will also make
it a lot easier to read. Your readers and advertisers
will love you for that – and the environment too.
Stitch for happy readers!

www.tolerans.com
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offer to newspapers?
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section 3:
Tablets: will they lead
the way to a new future
for newspapers?

2009 and early 2010 have seen major developments in terms of new ways to access

the news. Multiple new e-readers have been launched to rival Amazon’s Kindle, Android operated phones have hit the market to add to the multitude of smartphones available, and the
highly anticipated Apple tablet computer was finally released in January 2010.
All of these devices have different implications for news outlets:
• E-readers attempts to re-create a print experience using a screen that aims to be as
close to paper as a screen can be. It is primarily, as the name suggests, a reading device: for
books and documents as well as newspapers and other publications. It may be overstating
the obvious, but people buy it to read.
• smart phone purchases are made for very different reasons. Mobile phones are becoming
an increasingly ubiquitous accessory and many consumers purchase new phones every two
years or so, some even more frequently. Reading is likely to be a secondary consideration at
best, for all those aside from the most avid news readers.
• Tablet computers occupy a new space: in terms of news reading they are somewhere
between a computer, an e-reader and a phone. They have many capabilities similar to a
computer, but are portable and can be used for reading on the go, as an e-reader or smart
phone can. Like a phone, reading is likely to be a secondary consideration for a buyer.
So with these three devices, different audience considerations exist. E-readers are a niche
product for people who are into reading. Tablet computers are a niche product for those
who want an advanced mobile browsing and consuming experience (and have the means to
purchase a second computer). Phones, however, are commonly used products and though
smart phones lie at the upper end of the market with regards to price, the technology is swiftly
becoming more sophisticated and the devices more affordable.
News publishers are being presented with this array of different options for presenting their
digital content – what are the various considerations for each?
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section: 1

mobile: new audiences
and new revenue?
as smartphones become more popular, news outlets get on board
Vendors shipped a record 54.5 million
smartphones in the fourth quarter of 2009,
39% more than the 39.2 million shipped
in the same quarter in 2008, according to
International Data Corporation (IDC) information on PC World released in February
2010. IDC expects that increased demand
for smartphones will lead to new shipment
records in 2010.
According to a comScore report released
in December 2009, iPhone and Androidoperated phone users consume the most
media, with 80% of those surveyed accessing news via their phones, compared with
65% on other smartphones and 14% on
non-smartphones.
A recent survey conducted in the US produced promising results for newspapers
focusing on their mobile ventures. According
to a report on mobile activity during December 2009 released by mobile audience media
company JiWire, 55% of US mobile users
access news and current events information from their phones. News and current
events was the top category among mobile
users, followed by search engines (accessed
by 50% of people) and social networking
(accessed by 47%). Among the top 10
websites accessed by mobile audiences in
December 2009, CNN came in fourth, and
the New York Times was seventh (behind
Google, Facebook and Yahoo which took the
top three spots.)
JiWire’s reports are based on data from
approximately 289,000 public Wi-Fi locations, as well as continuously surveying
over 2,000 randomly-selected customers
who used JiWire’s Wi-Fi media channel,
which is comprised of over 30,000 public
Wi-Fi locations. The latest report also noted
a 21.9% growth in worldwide public Wi-Fi
locations, with the US, China, the UK, France
and Germany boasting the most.
56% of those surveyed said that they had
used a mobile device to stay connected
in the last quarter of 2009. Measured by
volume of ad requests, Apple’s iPod touch

and iPhone are far ahead of the competitors
in terms of Wi-Fi use, with 51.2% and 43.3%
respectively. The fact that the iPod touch
can only access the Internet via Wi-Fi, as
opposed to via a phone’s 3G network, may
partly account for this large share.

websites or applications?
A survey released by the US Audit Bureau
of Circulations (ABC) in September 2009
found that print publishers are focusing on
developing smartphone mobile applications as a way to expand their brands and
generate revenue.
More than 80% of newspaper and magazine
respondents believed that people would
rely more heavily on mobile devices as a
primary source of information over the next
three years. Results can already be seen
by 44% of respondents who track mobile’s
impact on their website traffic and said the
devices had increased visits by up to 10%,
the survey revealed.

planned to develop a mobile application over
the next year adding to the 17% that already
have one. The ABC surveyed 375 people in
the US and Canada via the Web.
When looking at mobile news, publishers
have two main options. They can create a
mobile-friendly version of their website that
anybody with an Internet-enabled phone can
access, and/or create applications for specific smartphones that users can download.
Applications can be developed for a wide
variety of smartphones, but most newspapers have started with Apple’s iPhone, presumably because owners of the device tend
to be enthusiastic consumers of media and
app-purchasers. App purchases are linked
to the user’s iTunes account, and just require
the user to enter his/her password.

“The results demonstrate that publishers
recognise the growing importance of mobile
devices in consumers’ daily lives and are
actively embracing mobile as a new way to
extend their brands,” said Michael Lavery,
ABC President and Managing Director.
Picking up on the trend, 56% of senior
executive respondents said their publication
QuicK Facts

iPod TouCH: NoT A PHoNE, BuT ALLoWs For mEdIA
CoNsumPTIoN
Nearly all applications developed for the iPhone also work on the iPod touch,
which is essentially an iPhone without phone capabilities – it can be used on
Wi-Fi networks and is popular among those who want more than just a music
device, but one that can be used to play games, access
the Internet and consume all sorts of media.
Offline reading is a particularly important
feature for owners of the iPod touch, as
they do not have access to a 3G network
and therefore can only get online when
there is an available Wi-Fi network.
Will other companies look at similar devices?
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is a mobile app necessary?
Developing an application for a specific
smartphone is an expensive process,
particularly if done in-house. However, it
undoubtedly offers advantages to both the
publisher and the reader.
Given the small size of a mobile phone screen,
news publishers can enhance the reading
experience of users with apps that:
• allow the reader to change the size of text,
choose which sections appear on the front
page, or to mark articles as favourites.
• provide offline reading so that users can
catch up on news even when they do not
have sufficient network coverage.
• offer slideshows of photos that are specifically adapted for the device used, which
readers can scroll through with a finger.
• give their customers precise geographically-relevant information thanks to geotagging
technology.
• include push-notifications: users can
choose to set story alerts which appear on
their home screen.
For a publisher, an app offers an opportunity
to create a more branded experience, and
crucially the chance to increase revenue,
either by charging for the download of the
application or by requiring a subscription
for access, or via advertising, which can be
targeted via location (see below for more
on revenue streams).

outsourcing apps
For smaller news outlets that lack the
resources or time to build their own app,
there are companies such as Hong Kongbased Kanchoo that offer to develop apps.
Kanchoo launched in a beta version in March
2009, offering its basic service package
for a start-up price of $88, and a $28 per
month charge for bandwidth and hosting: Cofounder and Director Michael Logan commented that such a low start-up cost meant
that newspapers could test the application’s
effectiveness rather than having to make a
huge commitment upfront. Having someone
else operate the app also means that “newspapers can just focus on producing content,”
and not have to worry about keeping up to
date with technological developments, as the
service will do that for them, he said.

Mobile phone news apps should be targeted
at everybody, and very much at people on
the move: they should be simple to use,
appealing to look at in terms of colour and
pictures, and quick to navigate. As many
phones double as MP3 players, supplying
audio content also makes sense. 8
CHAP

Notable recent examples include:

Under the terms of the service, Verve would
handle the setup and launch of a publisher’s
branded app, providing opportunities for
media companies to deliver relevant local
news to mobile users through a highly customisable interface supported by existing
and in-network advertisers. Verve takes a
cut from any ad revenue, and the apps will
require a minimum of ad revenue to be
maintained.

The Associated Press and Verve Wireless
have also teamed up to provide a ‘white
label’ mobile app builder for publishers,
it was reported in November 2009. The
service would allow publishers to create a
customised mobile platform for their products, based on the AP mobile app.
The offer is aimed at smaller publications
that don’t have the resources to develop
their own mobile application. Jeff Litvack,
AP’s general manager of mobile and emerg-

who’s doing what? the iphone’s domination
The iPhone has clearly been the first choice
for newspapers creating mobile applications.
People choose phones based on a variety of
functionalities, and the iPhone has managed
to become a must-have product with tens of
thousands applications created for it.

ing products, said: “Building an app from
scratch is time consuming and costly, there
are numerous things to consider, and we
want AP member news outlets to leverage
what we’ve learned from our experiences
with AP Mobile, freeing them to focus on
creating compelling editorial content as well
as developing new means for advertisers
to reach readers.”

• The New York Times, whose free application has proved very successful: 3 million
people downloaded it between June 2008
and February 2010.
• The Independent launched a free app in
August 2009, which allows users to read
the paper’s articles both on and offline: once
the application has been installed, all of the
content is automatically downloaded on the
phone. Readers can access 12 different
categories of articles.
• The UK’s Kent News launched an iPhone
app in December 2009 that allows the user
to read a page-by-page digital edition of each
publication. Editions can be downloaded and

Jeff Litvack, Associated Press General
Manager of mobile and emerging
products
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read offline. The free app also offers recent
news in an iPhone-friendly format, and provides job, property and motor searches.

BBC roLLs ouT moBILE APPs

• In France, Libération and Le Figaro
launched iPhone apps in the autumn of
2009. By February 2010 they had been
downloaded 400,000 and 600,000 times
respectively. Figures for Le Monde are even
higher: it launched its app in November 2008
and had reached 1.3 million unique downloads by February 2010, attracting between
200,000 and 250,000 hits a day.

The BBC’s announcement was immediately met with protest from representative
body the Newspaper Publishers Association, which claimed that the BBC was thus
trampling on its rivals in the mobile market.

in Depth

The BBC confirmed in February 2010 that it was planning to launch three free iPhone
apps in April and May: the news app will offer correspondent blogs and audio and
video content as well as news articles. The sports app will be released in time for the
World Cup and will initially focus on football, the BBC said. An international version of
the apps will be released, supported by advertising.

The BBC has already encountered substantial criticism from independent news
organisations, which believe that the publicly-funded corporation is stifling competition in the online arena. Is venturing into mobile a step too far?
The NPA’s director Director David Newell wrote in
a statement to paidContent:UK:

• In January 2010, Agence France-Presse
became the latest news organisation to
launch an iPhone app, costing $1.99 from
the Apple store, giving access to the news
agency’s multimedia content in English,
Spanish, Portuguese and German. The application also allows clients of the news agency
to adapt it for their own use. Customers can
then use it to distribute their content under
their own masthead. French news organisation La Dépêche du Midi also launched a free
app which contains its own news articles
as well as video from AFP.

“The impact of the BBC’s existing online presence
is well known. However, this is a very different
and particular case. The market for iPhone news
apps is a unique and narrow commercial space,
which means that the potential for market distortion by the BBC is much greater. This is not, as
the BBC argues, an extension of its existing online
service, but an intrusion into a very tightly defined,
separate market.
“The development of apps for a niche market
does not sit comfortably with the BBC’s mission to
broadcast its content to a wide, general audience.”
The BBC insists that online service licence,
granted by the BBC Trust, allows it repurpose its
online content for consumption on mobile devices.

android: google’s foray
into the mobile market
Google’s operating system for mobile
phones, called Android, first appeared in
September 2008 in direct competition with
Apple’s iPhone, offering its users a welladapted platform for media consumption.
As of yet, the iPhone is still far ahead in terms
of reach, but Android-operated phones are
expected to become more and more popular,
with Motorola and Sony Ericsson embracing
the technology, in addition to HTC, which
built the first Android-operated phones.
Google’s own branded phone, the Nexus
One, was launched in early 2010.
Newspapers have so far been slow to move
onto the devices, but a few have launched
apps. The Telegraph released its application in October 2008, the first UK publisher
to do so. In May 2009, USA Today launched
a free application for Android. The paper,
like many others, already offered an iPhone
application and was one of the first to
embrace the newer Android platform. The
application includes headlines, a photo
slideshow of the day’s best images, interactive polls, sports scores and weather
forecasts, tailored to a user’s exact location

global trenDs

APPLE Vs ANdroId?
As yet, the Apple device is far ahead of the opposition in terms of numbers of
users. But it is generally agreed that the Android operating system has definite
potential to overtake the iPhone. For a start, it is open-source technology,
meaning that any mobile phone manufacturer can use it on their device.
Developers have to pay to access Apple’s developer kit, and iPhone applications must
be approved by Apple before they will be made available, while Android’s technology
allows any developer to create an app
and put it in the Android Market.
Currently, there are tens of thousands
of applications available for the iPhone/
iPod Touch and thousands available
on Android. Is this set to change?

via GPS. Articles can be shared via email,
text or Twitter.
Also in May 2009, Spanish daily ABC.es
became the country’s first media network
to launch an application compatible with
Google’s Android phone. Users were able to
access either the national or Sevilla edition
of the site, consult the latest news stories

and consult the markets index, as well as a
variety of opinion pages and other features
currently offered on the ABC.es site.Interestingly, ABC was also first off the mark in
Spain to create a Web version of its site for
the iPhone. Others soon followed.
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can mobile bring in reVenue where online has failed?
While advertising is one possible way to generate mobile revenue, it seems to be limited
by the size of the screen to small banners or
full screen ads before a story, which could
irritate readers. Geolocation does, however,
allow for ads targeted by location.

charging users:
download fees
Apple’s 3.0 iPhone operating system,
released in June 2009, introduced the ability to charge within applications; meaning that newspapers could now introduce
subscription-based applications. There has
been a general feeling that consumers might
be prepared to pay for news on mobile even
if they are not online.
However, as media analyst Steve Outing
pointed out in September, people are more
readily prepared to pay for mobile applications than for digital news. They like the idea
of buying an app: it is something you buy to
keep, with a one-off payment. “A phone app
may not be a physical thing, but it’s there
on your phone every time you turn it on. It’s
‘yours,’ even though it’s just digital bits.”
If this is the case, then it is not great news for
newspaper publishers. Charging for an application is definitely a good way to start, but
how much money can these one-off charges
bring in? A steady stream of subscriptionbased income is surely preferable.

global trenDs

NEW YORK TIMES oFFErs NEWs FrEE BuT CHArGEs For
EXTrAs
The New York Times’ iPhone app has been downloaded an impressive 3 million times:
has it missed out on key revenue by not putting a price tag on the product? Obviously
it is unlikely that such a number of people would have bought the app if they had
had to pay, but arguably a significantly large
number would have still paid a few dollars.
Although the NYT’s main news app is free,
there is a paid Crossword app, at $1.99 a
month or $16.99 a year, as well as a Blackberry Crossword app and Sudoku app which
both cost $2.99 a month. A “Learning English
with The New York Times” iPhone app is
priced at $5.99 and includes “12 English lesson plans based on famous or historical articles from the New York Times.”
Other newspapers, such as the Daily Telegraph
in the UK, also offer specific paid crossword
apps in addition to their news apps.

As The Guardian noted: “We are committing
to offering a core level of service for the
one-off charge but that doesn’t rule out the
possibility of charging for extra functionality
at some point in the future.”
CNN also has a very popular iPhone app, for
which it charges a one-off $2 fee. The app
has constantly updated headlines, sharing,
and alerts, with a few innovations. CNN

articles can be downloaded and saved to be
read again later on when a user is offline. It
also enables users to watch live streaming
from its broadcast arm, CNN Live.

subscription revenue
The Wall Street Journal announced in September 2009 that it planned to start charging
for mobile content.

Income from a one-off download charge
does help, though. The Guardian’s eagerly
anticipated paid iPhone application was
released in December 2009: within two
days it had sold 9,000 units, within a month
almost 70,000 and within two months it
topped 100,000 downloads. At £2.39, that
is approximately £239,000 (bearing in mind
that in the US the app is priced at $3.99
and in Europe at $2.99): minus the 30%
that goes to Apple it is £167,300. If the app
continues to be so popular it could well bring
in half a million for the Guardian in a year:
not insignificant income.

“A phone app may not be a physical thing,

but it’s there on your phone every time you turn it on.
It’s ‘yours,’ even though it’s just digital bits.”
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Prices on the iPhone are set at $2 a week
(with a special offer of $1.50 available at
the time of writing) or $4.96 a week (or a
special new subscriber offer of $2.69 a
week) for a bundled subscription to mobile
and WSJ.com.

Italian daily La Repubblica launched a new
paid version of its previously-free iPhone
application in February, providing new content and services. In the eight months following the launch of the original app, it had
been downloaded by 150,000 users.

The Financial Times also adopted a subscription model: it operates the same metre
model as it does on its website, allowing readers to only read a set number
of articles free and making full access
subscription-only. The paper’s app had
been downloaded 200,000 times by January 2010. It plans to introduce Blackberry
and Android applications.

New offerings include editorials and indepth articles from La Repubblica’s top
journalists, and “the best from the print
paper on the debates and analysis surrounding the news.”
The new version provides push notifications,
alerting the user about breaking news even
if the application is closed, or sending them

messages when their selected football team
scores a goal. Using key words of a reader’s
choice, the application collects and saves
relevant articles that it finds to create a kind
of press review.
There is also a geolocation function, offering
information on weather, cinema and local
happenings in the user’s surroundings.
The app is free to download and the
homepage, article previews and some
sections of the site are freely available.
For full access (after a 14-day trial period)
subscriptions are available at €4.99 per
month, or €44.99 a year.

TELEGRAPH: ahead of the pacK
The Telegraph in the UK has been pro-active
with its mobile strategy, being one of the first
to develop an application for Android phones.
Apps were built in the mobile division of the
Telegraph’s research and development Lab,
which was set up in 2008 and is sponsored
by Apple, Google and Adobe.
“The idea was to set up an area where
we could take Telegraph content and the
Telegraph brand and drive it into new innovative areas online, utilising new technology
to create new ways of looking at content,”
said Maani Safa, Head of Mobile. “It’s completely open to the company,” he continued,
“anybody can come into the Lab with an
idea, and if it’s a good idea we will set about
building it.”
The presence of the Lab has been vital to
the Telegraph’s mobile strategy, Safa said.
Mobile requires “thinking outside the box and
in a new and completely innovative way and
the lab has definitely been pivotal to that.”

apps vs websites: the
best of both worlds
The Telegraph has a mobile-optimised website which is available across any mobile
platform, providing “pretty much the same
experience across different phones,” Safa
added. Apps are an important part of the
paper’s mobile strategy, however, offering
improved functionality. Video, for example,
is available on the mobile website but is

much faster to load on mobile applications. Geolocation on the apps allows the
Telegraph to provide local weather news.
Another key factor differentiating the apps
from the website is the app’s offline reading capability.

are ordered editorially, following the same
setup as in the newspaper and the website.
The Telegraph is considering developing
versions of apps that would give readers
the option to see all stories in the order in
which they are published, Safa said.

Offline reading is one of the most useful
functions for the reader, Safa believes. As
soon as the app is launched, all the latest stories are downloaded and can be
read offline at the user’s convenience. For
someone whose commute to work involves
an underground journey with no phone
signal, or for an iPod Touch owner, this is
crucial. Safa stressed that the Telegraph’s
app downloads stories fast and loads faster
than other news applications. “That was one
of our core goals when building the app.”

The iPhone app takes advantage of the
phone’s user interface and its development
kit to enrich the reading experience and tailor it towards what iPhone owners are used
to. The paper is working on an Android app
that similarly uses the Android UI.

From a marketing perspective, another
advantage of having an app is that it appears
in an app store, giving it further visibility.
Telegraph mobile applications have been
downloaded more than 400,000 times.
The paper has created apps for Blackberry
and Nokia phones, but Safa said that over
the next year he and his team will be purely
focused on iPhone and Android. “In the
current state of the mobile market and
economy, the iPhone is generally yielding a
lot more,” Safa said, and he has high hopes
for Android. The content of the apps is identical, using the paper’s core news feeds from
the content management system. The feeds

From a development perspective, Safa found
Android quickest to work for: it took a week
to create the Android app compared to a
month to get the iPhone app into Apple’s
app store, and three months to get the
Blackberry app completed.
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The Telegraph’s news application is free: a
paid app would have had to offer considerable benefits to make it worth paying for.
“Our news app does add extra elements,”
Safa said, “but we didn’t think that the difference was significant enough to charge
our users for it.”

getting readers involved
A particularly interesting element of the Telegraph’s iPhone app is the ‘Report’ function:
users can send photographs or information
to the newsdesk. “The report function was
built in because we had a vast number of
users of our app, and by doing so we now
have several hundred thousand people who
are out and about and are essentially reporters for the Telegraph,” said Safa. Reporters on the news desk assess whether the

information sent is worthy of writing up for
the website or even the paper.
“It’s definitely useful,” Safa said, “we get a
huge amount of photos sent through.”
CNN’s app also invites user contributions
with its ‘iReporter’ feature, which allows
subscribers to use their iPhones to shoot,
edit and upload clips, back to CNN.
Maani Safa, Head of Mobile
at the Telegraph, emphasised the importance of
speed and offline reading for
mobile apps.

L’EQUIPE: maKing mobile profitable
The mobile offerings of France’s sports
daily L’Equipe are profitable, said Sébastien
Valère, VP Marketing and Operations of
L’Equipe 24/24, in January 2010.
91% of the French population have a mobile
phone, with operators including Orange,
SFR, Bouygues and Free. 25% of mobile
subscribers access the network through
3G, which means easier access to mobile
data and surfing. Valère expects that in
two years’ time, 75% of the population will
have a smart phone, up from 35% now.
The iPhone has been successful in France,
and more devices will arrive on the market.
Unlimited access subscriptions are offered,
with subscriptions available from around
€40 per month. Smart phones translate
into massive content use.
In addition to being a successful daily newspaper, L’Equipe’s website boasts 5 million
unique visitors per month, and the paper
also has offerings in television, radio and
mobile. It has 18 million customers a month,
mostly male, and reaches 50% of the uppersocio-professional advertising category.
Usage peaks at night, although the goal is
to reach people throughout the day.
Both mobile sites and applications are
offered. L’Equipe.fr is adapted for viewing

on the mobile Web and the paper has also
offered an iPhone app since 2009.
Mobile content includes news, video and
audio. News is organised by sport. A “killer
app” with live scoring is available, featuring updates from the game, team rosters,
and scores. Consumer alerts have also
been popular.
“The iPhone brought an old habit back.
People are paying for content,” said Valère,
adding that the papers offers the only paid
app of its kind in France. L’Equipe’s app
costs €0.79, the FranceFootball App is
€1.59, and alerts for a specific team are
€0.79 per season. Price is not an issue,
he said, suggesting that if L’Equipe’s app
costed the same as FranceFootball, people
would pay for it.
In France, the market will be ready for mobile
advertising when an audience measurement
system is available, even though there are
already equipped customers, he said. People
might just download your app and never use
it again, Valère pointed out, so it’s important
to measure usage and time spent, and to
bring out a new version every three to six
months to keep a presence in the Apple store
and app stores for other phones.

The mobile activity of L’Equipe is profitable
because it provides services for others,
including other publishers and translation
services. By using the same content on all
platforms, costs are kept low. And advertising is on the rise. But it’s important to
maintain the apps and sites across many
platforms.
Yet, paradoxically, mobile revenue may
become the biggest threat to the revenue
made from newspapers’ websites, so
L’Equipe is closely monitoring its evolution.
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section: 2

e-readers: what will increasing
competition offer to newspapers?
a wide Variety of e-readers
Could 2010 be the year when e-readers start to become the norm? It is anticipated that
sales this year will be far higher than last year, and there is certainly no shortage of options,
at least in the US market. As the Guardian’s Editor Alan Rusbridger said, 2010 might well
see “a fascinating struggle for dominance between the Kindle, the Sony reader, Plastic
Logic’s Que, the Skiff Reader and LG’s 19-inch bendy e-journal.”

amazon’s Kindle

plastic logic’s Que

The Kindle has led the e-reader market
since its launch in 2007. The Kindle 2.0 was
launched in early 2009, and the Kindle DX,
a larger-screen product with more memory
was launched in May 2009.

Following a decade of research and £120
million in investment, QUE was finally
launched in January 2010, with its widelyanticipated large, light, durable screen,
which is plastic rather than glass.

Size: Kindle DX has a wide, 9.7 inch screen,
0.38inches thick and enough memory space
to hold 3,500 books.
The Kindle has a 6-inch screen and is 0.36
inches think. It holds up to 1,500 books.

Size: The device is 0.27 inches thick, 8.5
x 11 inch in size with a touch-screen 10.7
inch display.
Two models are available, 4GB and 8GB.

Price: $489 for the DX
$259 for the standard Kindle with global
wireless
Sales figures have not been revealed but
Amazon has continuously insisted that
sales are high, even better than expected.
450,000 books are available for download,
as well as a wide selection of newspapers
and magazines, via Amazon. International
versions of both models now exist and wireless coverage is global.

Price: definitely targeted at professionals,
$649 for the 4GB and $799 for the 8GB.
The QUE supports reading and annotating
documents, and also features a calendar that
can import appointments from its owner’s
computer. It can even display emails, and
Plastic Logic will have an app for BlackBerry
phones so that users can wirelessly sync
content from their phones.
A PC World reporter present at the Consumer Electronics Show, where the prod-

uct was released, described the QUE’s
interface as “much richer” than those
of current products. “It feels a bit less
like an electronic book, and a little more
like a computing device that happens to
be focused around reading,” he said. Its
homepage certainly seems to be aimed at
more than just reading.
In a press release at the time of launch, the
company announced that, using its truVue
technology, the QUE “enables newspapers,
magazines, and other types of content to
have a richer reading experience that is
symbolic of their print editions, complete
with photos and formatting.”
The press release quoted Dave Hunke,
President and Publisher of USA Today, who
said that “it’s really exciting that there is an
e-reader platform that delivers our content
the way it’s supposed to look and feel.”
PC World’s reporter confirmed that USA
Today on the QUE “preserved a USA Todaylike personality,” and said that the truVue
formatting “looks like a big improvement
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“It’s really exciting that
there is an e-reader
platform that delivers
our content
the way it’s supposed
to look and feel.”

barnes and noble’s nook
American book retailing giant Barnes &
Noble has released its very own brand of
e-reader, dubbed the “Nook”. Whilst currently only available in the US, the e-reader
runs on Google’s Android operating system
and uses AT&T for web access. The new
device seems set put up a fight against
competitors Sony and Amazon. Analysts
have called it a potential “Kindle Killer”.
Size: The Nook measures 7.7 x 4.9 x .5 inches
(19.6 x 12.4 x 1.3 centimetres). It comes with
2GB of memory (1,500 books).

On the whole, the Nook seems to be targeted
more at book-readers than news-readers.
However, Barnes and Noble announced in
March that it had created a position to oversee the development of paid digital content
from newspapers and other publishers,
Bloomberg reported.
Running on the Android 1.5 operating
system, like Spring Design’s recently
launched e-reader “Alex”, the device supports Android apps, but those requiring
Internet access will only work with Wi-Fi.
The Nook also supports PDF and e.pub,
the International Digital Publishing Forum’s
open e-reading format.

Price: $259

Dave Hunke, President and
Publisher of USA Today

on the drab, text-only presentation on the
Kindle and Nook.”
Several newspapers seem to have been
convinced that getting their product on the
QUE would be a good move. New content
partners announced at the launch included
the Wall Street Journal, Los Angeles Times,
Chicago Tribune, Baltimore Sun, San Jose
Mercury News, Contra Costa Times, Sacramento Bee, Miami Herald, Oakland Tribune,
Huffington Post, ProPublica, The Sporting
News Today, Barron’s, Fast Company and
Forbes. These publications joined previously announced strategic partnerships
with USA Today, the Financial Times, Detroit
Free Press and the Detroit News.
The press release states that publications
are available on the QUE store for one-time
use or as an ongoing subscription. A subscription to the New York Times costs $24.99
a month, the Washington Post is $11.99, and
the Chicago Tribune and the Los Angeles
Times are both $9.99, for example.

The Nook uses a 16-level e-ink display for
text from Vizplex, like the Kindle. Unlike
the majority of other e-readers on the
market, it has a separate 3.5 inch (8.9
cm) colour touch screen that permits the
user to scroll through their virtual library
or pull up a soft pad keyboard in order
to search through the text. The 2GB of
onboard memory has the potential to be
increased as the device sports a Micro SD
expansion slot for adding up to 16GB of
additional memory. Like its competitors,
the Nook has 3G capabilities, and Wi-Fi.
Over 1 million books are available for download and a press release in October 2009
stated that: “Barnes & Noble expects to
offer digital subscriptions to every major US
daily” and already offered subscriptions to
more than 20 newspapers - including The
New York Times, The Wall Street Journal
and The Washington Post.

Interestingly, Barnes & Noble’ device allows
users to lend ebooks to friends for a limited
time frame of up to 14 days.

sony reader
Sony announced its latest e-reader model in
August 2009 at the New York Public Library.
The touch screen Reader Daily Edition is the
top product in its range.
Sony produced its first e-reader in 2006 and
now offers two other versions: the 5-inch
Pocket edition and the 6-inch Reader Touch
Edition. Neither, however, offer 3G wireless
connectivity, which Amazon’s two versions
of the Kindle provide, and the Reader Daily
Edition hence seems to be the model in closest competition with the Amazon product. 3G
wireless connectivity allows users to download products on the go (in Sony’s case via
AT&T), which is a significant advantage.
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Size: Reader Daily Edition has a 7-inch
touch screen and is 0.6inch thick.
Reader Pocket Edition is 5 inches
Reader Touch Edition is 6 inches
Price: Reader Daily Edition $399
Reader Pocket Edition $199
Reader Touch Edition $299
The Reader Daily Edition is $100 more than
Amazon’s 6-inch basic Kindle, but does have
a touch-screen, unlike the Kindles and it is
$90 less than Amazon’s premium product,
the Kindle DX, which has a significantly
larger screen, at 9.7-inches. It therefore
seems a fair competitor.
Users of the Sony products will have access
to a potential 1 million electronic book titles,
thanks to an arrangement between the
Tokyo-based company and Google Inc.
Unlike the Kindle, the Sony devices will
sell at a number of stores, including Best
Buy, Costco, Target, and Wal-Mart.
The Readers support ePub and PDF, and
eighteen newspapers are currently available on the Sony devices, including The
Financial Times, The New York Times, The
Wall Street Journal, The Denver Post, the
Chicago Tribune and the Los Angeles Times.
Amongst those who recently signed on,
the Dallas Morning News, the Providence
Journal and the New York Observer were
not available on Amazon’s Kindle.

skiff
Skiff will monetise its content in various
ways. It will provide advertisements alongside articles, unlike other e-readers that are
designed for books. It will also enable users
to download content from a dedicated online
store. And of course, users have to buy the
device to begin with.

Skiff, a company that has been created on
the initiative of by US newspaper publisher
Hearst, offers both an e-reading device
and a service and digital store focused on
the delivery of magazine and newspaper
content to e-readers. Its website says that it
will give publishers “tools to maintain their
distinct visual identities.”

tion, both designed to encourage advertising
and to offer consumers publications that
better resemble their true print version.

Size: 11.5 inches, and 0.268 inches thick
4 GB (with 3+ GB available for content)

In terms of connectivity, the Skiff device
offers a multi-year agreement with Sprint
to provide 3G connectivity for the e-reader
device, which will be made available at
Sprint retail outlets. It also has Wi-Fi
capability.

“Skiff’s goal is to connect publishers and
marketers with consumers,” Gilbert Fuchsberg, Skiff’s President, said in a statement.
“We will accomplish this be delivering
engaging reading experiences that consumers will value and a business model
that respects publishers’ needs.”

The new device is designed for reading newspapers and magazines, but will also allow
users to read other digital content including
e-books, personal documents, and blogs.

Skiff hopes to offer an ‘iTunes of e-reading:’
a multiplatform service, which can be used
on smartphones and netbooks as well as
e-readers.

Price: unknown as yet
The Skiff is touch-screen, has the largest
screen on the e-reader market, and is also
extremely thin. The device is designed to be
resilient, made from a flexible sheet of stainless steel foil encased in a magnesium shell. It
also claims to have the highest display resolu-

“The Skiff Reader’s big screen will showcase print media in compelling new ways,”
Skiff president Gilbert Fuchsberg said in a
statement.
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implications for newspapers
Many US newspapers have launched digital
editions for the Kindle or other devices, and
several European publications have been
keen to get on board, even though many
e-readers are only available in the US. In
February the first Middle Eastern newspaper was launched on the Kindle by Abu
Dhabi Media Company’s English-language
daily The National, at US$9.99 in the US or
$13.99 elsewhere.
E-reader versions of newspapers should
indeed look like the print product, although
it is necessary to remember that people
who buy them might not actually be ardent
devotees of print, as they are opting to use
an electronic device. There is no doubt that
they are likely to be predominantly interesting in the content, however, so that should
be prioritised.

limitations of high pricing
The idea of publishing on e-readers and
receiving subscriber income while saving on
printing and distribution costs is undoubtedly appealing to publishers.

global trenDs

E-rEAdErs ANd uNIVErsITy sTudENTs
E-readers are seen by many as a highly viable alternative to the expensive textbooks
required by many university classes. The use of such devices would not only cut the
textbook bill of students, but also decrease the weight load that they are required to
lug around campus with them. Others also hope that it will encourage students to
read more for pleasure, particularly using the available newspaper apps.
However, two American universities announced in November 2009 that they will be
abandoning their plans to further investigate the possibility of Amazon’s Kindle replacing
textbooks due to lack of accessibility to all students. The University of WisconsinMadison and Syracuse University both made their decisions due to the lack of universal
access to the read aloud function of the Kindle. This makes the textbooks unusable for
blind students as well as students with learning disabilities such as dyslexia.
Princeton’s “Toward Print-Less and Paper-Less Courses: Pilot Amazon Kindle
Program,” introduced in May 2009 had failed to woo students and professors over
to the e-reading device by September, the Daily Princetonian reported.
The pilot program provided Kindle DXs to students in three select classes free
of charge. All of the required readings for these courses had been loaded on the
Kindles. But after only 2 weeks, many of the 50 students who received the devices
were reportedly uncomfortable
and unhappy with them as
a replacement for paper.
Complaints centered around the
ironically slow performance,
inability to quickly highlight or
add personal notes, the necessity
to charge and general poor
performance as an academic
tool.
Professors and students have
had to modify the way they
teach, learn, and write when
all the course materials were
digitised on the device, and for
the most part it has made their
work slower and less efficient.

E-reader sales are expected by some to
jump up this year; however, there are still
limitations to the widespread adoption
of e-readers which would be essential if
they are to become a significant revenue
stream.
Pricing is a major issue: the devices are still
out of reach for the average consumer. A
report carried out by Forrester Research
in September 2009 found that most people would not pay more than $100 for an
e-reader, with an ideal price of $49.
However, pricing could be about to go down,
especially in light of the launch of Apple’s
iPad (see section 3). E-reader creators could
compete with the new device by offering
much cheaper products.
Also, a new chip by Freescale Semiconductor Inc. could help reduce the price
of e-readers to less than $150 this year,
Bloomberg reported in March. Glen Burchers, a Marketing Director for the formerly
Motorola-run company, said Freescale will
begin to offer samples of a new processor
that takes on the functions of other chips

QuicK Facts

Is AmAZoN IN THE ProCEss oF CrEATING A ‘suPErKINdLE’?
Amazon is gearing up to build a new Superkindle, the NYT’s Tech Bits Blog said in
February. That month, Amazon bought a New York-based touch screen technology
company, Touchco, adding to speculation that it was getting ready to put up a good
fight against Apple’s e-reader. In January, Amazon also announced that it was letting
programmers create ‘active content’ – very much like the iPhone’s applications – for
the Kindle.
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and reduces e-reader costs. Freescale’s
processor could not only take up the function of the display chip, reducing the time
it takes to turn a page on the e-reader from
two seconds to half a second, but could
also drive the cost of these devices down.
Amazon and Sony currently use Freescale’s
technology in their devices.
Burchers told Bloomberg that the most
important factor in the e-reader market is
price, and added that his company sees
“the price of e- readers coming down this
year, and Freescale is trying to facilitate that.
That’s a lot of what this chip is doing.”

younger consumers:
seeking functionality
As well as the price factor, a serious limitation for e-readers is their narrow functionality. Products may well have to become
more multi-functional and user-friendly
before they are embraced by the younger
generation. An e-reader currently has one
main capability, compared to, for example,
the iPhone with its plethora of options, and
many consumers may not be keen to add
another electronic device to their already
large collections. Many also are still partial
to the experience of reading physical print
rather than an electronic version.
Reading newspapers on Amazon’s e-book
reader the Kindle is less appealing than
reading the print version, a study by the
University of Georgia found in January. But
portable e-readers that feature colour, animation, photographs and touch screens
could win readers back, particularly among
young adults.
Over the course of a six-month study, participants read The Atlanta Journal-Constitution
on Kindles, and then provided feedback
through focus groups and interviews. The
readability of the Kindle screen impressed
adults of all ages. Similarly, nearly all
respondents, regardless of age, found the
$489 price tag too high.
But differences in response were evident
between different age groups. Young adults

global trenDs

THE ENVIroNmENTALLy-FrIENdLy oPTIoN?
The e-reader does present many environmental advantages, and perhaps given our
more environmentally conscious modern world, companies promoting them would
be wise to emphasise this. A report released by the Cleantech Group, entitled ‘The
environmental impact of Amazon’s Kindle,’ has found that devices such as e-readers
could greatly improve the massive carbon emissions generated by publishing companies, stating that: “In 2008, the U.S. book and newspaper industries combined
resulted in the harvesting of 125 million trees, not to mention wastewater that was
produced or its massive carbon footprint.”
The Kindle e-reader offsets its lifetime of carbon emissions after its first year of use.
“Any additional years of use result in net carbon savings, equivalent to an average of
168 kg of CO2 per year (the emissions produced in the manufacture and distribution
of 22.5 books),” says Emma Ritch, one of the report’s authors.
For e-readers to be truly environmentally efficient, however, enough people need
to be using them. According to Sarah Rotman Epps, a media analyst with Forrester
Research, “Right now, e-books are having effectively no positive impact on the environment,” she said, nor will they “unless publishers print fewer books in anticipation
of e-book sales.”
One other point to note is that while paper can be recycled, plastic and electronic components cannot, at least for now. Does it make sense to argue that excavating nonrenewable resources such as oil and metals, shipping them halfway around the world
to be processed and moulded into a gadget with a surely limited lifetime is somehow
more environmentally-friendly than using paper from trees, which regrow?

Professor of advertising
Dean Krugman conducted
research on e-reader
consumption, finding wide
diffrences based on the
age group.

often compared the Kindle unfavourably to
smart phones, which feature touch screens,
mobile Internet and music players, among a
myriad of other applications. For them, the
e-reader felt “old.”
Older adults were generally more receptive
to the idea of an e-reader, but missed some
aspects of a traditional newspaper, such as
comics and crossword puzzles.
Professor of advertising Dean Krugman,
one of the professors who conducted the
research, concluded that the newspaper
feature alone was not attractive enough to
sell the e-reader. “It should be seen as one
of a constellation of services for the device

“Remember that it’s about

including books, magazines, etc,” he said.
In general, it seems as if e-readers are more
appealing to older generations: over half of
Kindle owners are 50 or older, according to
details provided on Amazon’s user forums,
and as Nieman Lab noted, “the Kindle audience demographically looks an awful lot
like the print newspaper audience.” Though
not surprising, this news is not particularly
encouraging for newspapers that are looking
to expand their audiences.

digitising your journalism, not your newspaper.”
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are e-readers really a solution for newspapers?
“Kindle is just another way for papers to lose
money,” the Columbia Journalism Review
said in May 2009, having studied the breakdown of how income from subscriptions is
shared between publishers, Amazon and the
wireless carrier. The new Kindle DX, with a
far larger screen than its predecessor the
Kindle 2.0, seems targeted at newspaper
and magazine reading, and has been welcomed by the news industry.
Writer Ryan Chittum was shocked to discover that newspapers only get about 30%
of the revenue from Kindle subscriptions.
Given that there are not any advertisements
on the device, this does not constitute a
huge revenue stream. Chittum mentions
that the New York Times, for example, would
therefore only receive $4.20 out of the $14
that readers are charged for their monthly
subscription. If the paper’s 1.04 million subscribers switched to a Kindle subscription,
the income would be $52 million, which
would account for only about a quarter of
the costs of the newsroom.
Chittum believes that if the Kindle is to
become viable for newspapers it will take
higher subscription prices and higher advertising rates. Until then, he says, it “just looks
like another way for newspapers to turn profitable customers into unprofitable ones.”
Amazon’s recent decision to offer book
publishers 70% of subscription revenue in
light of competition from the iPad does not
seem to apply to newspaper publishers.
Although the exact revenue share has not
been made public, it has been reported
that both the Sony product and Plastic
Logic’s upcoming Que are offering better
deals and more flexibility to publishers than
Amazon’s Kindle. “You can assume we’re
getting a better split than the Kindle,” Dow
Jones Editor-in-Chief Robert Thompson told
the New York Times following the announcement of the Wall Street Journal’s debut on
the Sony Reader. “I won’t actually say the
price, but I wouldn’t be here today if it wasn’t
a better deal.”
“Remember that it’s about digitising
your journalism, not your newspaper,”
he concluded.

tips anD resources

PrIorITIEs For LAuNCHING E-rEAdEr EdITIoNs
Dutch financial daily NRC Handelsblad was the first newspaper in the Netherlands
to offer its readers an e-reading edition of its publication, launched in early 2008.
Whilst the actual editorial content is the same for both the print and digital versions,
the latter also employs its own team of designers and publishers to negotiate how
the content might be presented best on the reduced screen size or devices such as
e-readers and mobile phones.
Acting independently of the daily print publication is essential to the success of an
e-paper, stressed the paper’s Marketing Manager Charles Lansu at the WAN-IFRA
e-reading conference in October 2009, and a separate digital strategy is necessary.
For NRC Handelsblad this strategy meant being available in a popular format (for
example PDF, which is suited to both iRex and iLiad e-readers), offering all the content available in the print editions as well as some ‘added benefits’ and emphasising
the ‘infancy’ of the product to customers, inviting them to offer feedback and help to
improve the e-paper.
Based on his the experience at NRC Handelsblad, Lansu gave participants a list of key
advice on how to “launch an e-paper in 30 minutes”:
1. Be up-to date with what is going on in the e-reading market and devices.
2. Think big but act small – draw a roadmap, but be realistic in your first steps.
3. select the right partners – which business model suits your business best? Do you
have all the knowledge or do you need external expertise?
4. set up a dedicated team – you need all the different functions; editors, designers,
IT, marketing and suppliers (hardware, software, retail, publishing). Limit the size of
the team, and keep them separate from the daily print publication.
5. manage expectations – NRC Handelsblad launched a forum where all consumers were able to interact with each other and the paper - this removed expectations
which may have been too high and provided a good space for feedback.
6. Be prepared – when you innovate
you have to try new routes and this
means trial and error. Many things
will go wrong; the key is how you
handle the situation when they do.
7. Be flexible – do not focus on a
specific medium or device. Adjust
your strategy when the technology and/or market demands it and
remember that the future is not
predictable
8. stay ahead – it’s important to
keep developing what you offer your
readers.
NRC Hanselblad Marketing
Manager Charles Lansu
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section: 3

Tablets: will they lead the way
to a new future for newspapers?
the almost mythical ipad
The imminent arrival of what many predict
will be multiple tablet devices will create
opportunities and challenges for publishers.
Tablets will offer an opportunity to distribute
content on a new device that will hopefully
bring in revenue, but in order to do this
effectively, newspapers will have to rethink
the way that they display their content.
The technological differences between a
tablet and a larger computer have significant
implications: tablets are touchscreen, with
no physical keyboard, and the orientation can
easily be changed – portrait or landscape.
The potential for innovative story-telling is
huge, but it will involve considerable investment in multimedia capabilities.
Tablet users are likely to be tech-savvy and
looking to be entertained. The presentation
of news content should therefore be edgy,
with lots of video, interactivity and extras.
Following months of increasingly frantic
speculation, Apple’s tablet computer, the
iPad, was finally launched at the end of
January 2010. Its design was largely anticipated, and possibly disappointing for those
who expected something truly revolutionary. Its price, however, was a surprise: the
cheapest model is just $499, compared
to predictions of about $1000. The $499
model does not include 3G connectivity,
however, meaning that many people might
pay a bit more for the 3G version which is
priced at $629. This pricing places it in
direct competition with the more expensive
e-reading devices.
With a 9.7 inch touchscreen display, it has
been generally described as looking like an
over-sized iPhone. To solidify the comparison, iPad will run almost every application
that is available for the iPhone, virtually
unmodified. This means that the 75 million
current iPhone users already know how to
use the tablet.
At the launch, the New York Times was
displayed on the product to demonstrate
what a newspaper would look like on the

QuicK Facts

GooGLE’s oWN TABLET?
Since the launch of Apple’s iPad, speculation about the creation of a rival tablet from
Google has been rife. The Chromium Project website shows what a tablet run on
Google’s Chrome operating
system might look like. It is
likely that there will be multiple Chrome tablets produced,
as the OS is not linked to just
one device.

device. Martin Niesenholtz told the conference that the paper’s application had been
made within three weeks. “We want to
create the best of print and best of digital,
all rolled up into one,” he said.
Jennifer Brook, the paper’s information
architect, said at the demonstration: “We
think we captured the essence of reading
a newspaper… It’s everything you love
about the paper, everything you love about
the Web and everything you expect from
The Times.”
The New York Times app that will be available for users of Apple’s tablet will allow
people to save articles to the device, resize
text, change the number of columns, skim
through photos, and play video. The NYT’s
bloggers noted that it appeared to look quite
a bit like the Times Reader application,
and Gizmodo suggested it was not a very
ambitious attempt.
Just before the launch, The New York
Times announced that it would create a
new business unit dedicated to electronic
editions. Yasmin Namini, formerly Senior
Vice President of marketing and circulation,
was appointed Head of the new Reader
Applications division. This unit will be part
of the Media Group, joining the newspaper,
the website, the International Herald Tribune
and News Services.

New York Times President Scott HeekinCanedy wrote in an internal memo that “this
new fifth segment will give an operational
and financial home to the products that
offer a digital reading experience similar
to the print platform.” The Times currently
offers electronic editions for the Kindle, the
Sony Reader and the Barnes and Noble
Nook, as well as its website and free iPhone
application.

a new and sophisticated
multimedia experience
Many have suggested that the focus on
innovative multimedia content will be what
makes the iPad experience more unique
and memorable. With full-colour images
and eye-catching graphics, both magazines
and newspapers could convince readers
that a tablet is the best way to access their
content.
In February 2010, Nieman Journalism Lab’s
Joshua Benton spoke to John-Henry Barac,
who worked at the print Guardian for a
decade and is behind the design of the
Guardian’s first iPhone app, about what the
future holds for news applications.
The first aspect Barac points to is space.
While the iPhone’s small screen forced app
creators to simplify as much as possible,
apps on the iPad will be more ambitious and
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creative. Barac explains that newspapers
could offer the user “multiple ways to access
the story,” allowing it to offer a higher degree
of complexity that can keep users browsing
through similar stories. For Barac, the touch
screen aspect of the iPad allows users to
feel more connected with the publication
and enhances user experience.

to another article, and so on, returning the
serendipity of browsing a real newspaper to
tablet users. Finally, Barac adds that “things
like editorial illustration” and “careful use
of photography” might make a comeback

with the tablet. These two, integrated with
multimedia design, will be very important
as newspapers attempt to woo their readers
via the iPad.

John-Henry Barac, former
Guardian staffer and father
of the Guardian’s first iPhone
app.

According to Barac, the iPad could also bring
back the element of discovery in newspaper
reading. Many current iPhone news apps
have a list of articles which you scroll down,
but the iPad could replicate the experience of
reading a print product by allowing users to
jump from a list of stories, to a photo gallery,

is there a business model for tablets?
According to the Guardian’s Editor Alan
Rusbridger, the iPad has the potential to
“produce interesting, significant revenue
streams,” and many other news executives have been highly positive about the
potential that tablets will constitute a new
way to make money.
It was suggested before the launch of the
iPad that the device could revolutionise
payment for news, creating a kind of iTunes
for news, with which Apple has had such
success in the music industry. Somewhere
in the realm of 125 million people already
have iTunes accounts, meaning that it would
be easy to offer them the chance to purchase
additional items. One of the crucial factors
for success of a payment scheme for news
is ease-of-use, and iTunes definitely offers
this. Both subscriptions and micropayments
would be simple to implement.
However, some are not as enthusiastic as
to what the advent of the tablet might mean
for the newspaper industry. For a start,
it is necessary to remember that it is an
expensive, niche product. Some observers believe that the same consumers who
were not prepared to pay for content on one
medium will not magically want to pay for
content because of a new gadget.
However, there are definite limitations to
the comparisons that can be made between
iTunes for music and a similar system for
newspapers, because the two industries are

inherently different. In music, the artist was
always much more important than the brand
and in journalism, the brand is more important than the individual author. Repackaging
content to give it the stamp of the publishing
brand seems to be a good idea.
All in all, iTunes sales have not been enough
to offset declining CD sales for music companies, which seems to suggest that even
if the revenue-sharing agreement between
newspapers and Apple’s tablet were to be
more profitable, it still would not be enough
to ‘save’ the newspaper industry.
Others have also remained cautious, warn-

ing that Apple’s tablet might destroy the
business model for newspaper publishers,
perhaps allowing users to buy isolated bits
of content, while diminishing the importance
of the integral finished product. With the
new tablet, media companies might also
be forced to submit themselves to pricing
restrictions and sacrificing their direct relationship with customers to Apple, according
to the New York Times.
For now, Apple believes that it is supporting
‘old media’ by offering them a platform where
they can distribute their content to more people, solidifying Apple’s role as a middleman.
The NYT reported that a source familiar with

global trenDs

A dIGITAL NEWssTANd For E-EdITIoNs?
News Corp has joined Conde Nast, Hearst, Meredith and Time in putting its publications up for sale in a variety of digital formats for various platforms on an online
newsstand for both magazines and newspapers. The publishers are reportedly teaming up to create a new company to run the digital newsstand. Hailed as an ‘iTunes for
magazines,’ the new company would have the four rival publishers as equity partners.
The venture has come under criticism from circles of internet critics, who countered
the newsstand’s characterisation as a Hulu for magazines with ‘Hulu is free.’
News Corp’s decision to get on board can be seen as part of its overall charge
towards paid online content which has so far focused on its much-publicised plans
to set up its own system of paywalls, subscriptions and micropayments for its publications. But it is clear that the company wants to spread its bets across the board,
investing in multiple digital publishing efforts.
At this relatively early stage of the e-reader and tablet content market, early involvement on the part of powerful publishers could give them the opportunity to shape the
market, by giving up a degree of freedom and power in exchange for long-term stability and influence.
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the product had said that Apple’s CEO, Steve
Jobs, believes “democracy is hinged on a
free press and that depends on there being
a professional press.”
The Financial Times reported in February 2010 that newspaper and magazine
publishers had not yet agreed upon the
key issue of sharing subscription revenue.
Apple is offering book publishers that sell
its content through iBooks for the iPad 70%
of the royalties, but there has been no word
on whether most newspaper or magazine
publishers will receive the same revenue

split. Media executives have told the Financial Times that the concept of giving away
close to a third of subscription sales over
an indefinite period of time to a company
that is merely distributing the product was
hard to accept.
Another important issue that has emerged
is ownership of subscriber information.
The FT reported that Apple tends to give its
partners very little consumer data beyond
sales volume – and that is a problem. A
senior media executive of a US metropolitan
daily newspaper told the FT that keeping

information on subscribers from publishers
was pretty close to being a dealbreaker.
Publishers have spent decades collecting
information about subscribers that influence marketing plans and content of the
publication itself - and they value that relationship. Executives fear that the deal with
Apple could potentially separate them from
this cherished asset, just as the sharing
agreement between Amazon and publishers created a wedge between readers and
content creators.

early days for tablet publishing
Many news outlets have been keeping
their plans for the iPad under wraps for
the moment. USA Today was the first daily,
after the New York Times, to demonstrate its
app, at the 2010 E-reader Symposium.

multiple condé nast
magazine apps
in the works
Magazine publisher Condé Nast started
preparing to create iPad versions for its
Wired, GQ, Vanity Fair, The New Yorker, and
Glamour magazines soon after the release of
the device. While GQ should have a tabletfriendly version ready by April 2010, Wired’s
version will come in June, with the New
Yorker and Glamour getting their iPad versions by summer, according to an internal
memorandum seen by the New York Times
in February.
The NYT reported that Condé Nast would be
testing a number of pricing techniques as
well as approaches to digitising the content
until the fall. Editorial director of Condé Nast,
Thomas J. Wallace, told the NYT that they
“need to know a little bit more about what
kind of product we can make, how consumers will respond to it, what the distribution
system will be.”
Condé Nast will be selling its iPad-friendly
magazines through iTunes, which will make
payments easy, but also means the publisher will have no access to consumer
data. No details on what revenue-sharing
agreement Condé Nast will set in place with

Apple or on the cost of the iPad versions
were released.
However, it seems as if these details are
not seen as an obstacle for Condé Nast’s
publications. On the consumer data front,
President of Condé Nast digital, Sarah Chubb,
said that there are other ways in which the
magazines can extract information from the
consumer.
One of them is to give the reader a reason
to register, like asking them to register with
the magazine to see fashion tips, thus giving
the magazine information about the reader
in exchange for more content.
To gain an additional revenue source, Chubb
also told the NYT that they are currently
looking at other ways of presenting advertisements to find the one that optimises the
reader’s experience.

President and CEO of Condé Nast, Charles
H. Townsend, told the NYT that he wants
the company to “take a leadership position” when it comes to the iPad, hoping
the publisher will see “how large a revenue
stream digitised content represents” when
the iPad starts shipping.

associated press to
embrace new devices
with ap gateway
In February the Associated Press announced
its plans to launch AP Gateway, a business
unit designed to target new opportunities for
its multimedia news and develop services
for platforms such as e-readers, tablet computers, and mobile phones. “The first product from Gateway will be a news application
for the Apple iPad that incorporates a paid
subscription model and offers AP members
the opportunity to participate,” said Tom
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“The beauty of the iPad or other tablet devices is
the leaning back, coffee table experience.”
Curley, President and CEO of the AP. The AP
expects its iPad app to be available by the
end of March, paidContent reported.
“AP Gateway will serve as the launching
pad for new products and services from
AP and other interested news publishers,”
said Curley at a meeting of the Colorado
Press Association late last week. “It will
allow the news industry to deliver the news
directly to the consumer in a variety of
exciting new ways.”
AP Gateway will be overseen by Jane
Seagrave, Vice President and new Chief
Revenue Officer of the AP, who will focus
on product development, marketing,
and sales. Jeff Litvack, the creator of AP
Mobile, will lead product development. In
autumn 2009, Litvack helped the newswire
introduce an iPhone application for its AP
Stylebook. At $28.99, the app has been
purchased 1,750 times.

in Depth

PorTABILITy Is KEy AT THE TELEGRAPH
The Telegraph’s Head of Mobile Maani Safa was enthusiastic
about the iPad. “I think it’s a definite step forward.”
“It changes the entire vibe of consuming content so it’s
something that we are looking at very closely,” he said.
He explained where he saw it fitting in to the Telegraph’s digital strategy: a
mobile phone is for skimming information, dipping in and out and looking up quick
information. A computer is for diving deeper into content, and for researching
and making purchases, for example; you complete your task and move on.
“The beauty of the iPad or other tablet devices is the leaning back, coffee table
experience – somewhere between the phone and the computer. It will be a very
tactile experience, you can dive deep, but from the comfort of sitting in a position
where you could be using a mobile handset – on the train, or sitting watching
TV,” Safa said. “Our real focus will be on the portability of the device.”

QuicK Facts

SPORTS ILLUSTRATED FuELLEd THE HyPE
A video posted on YouTube
in early December showing
how Sports Illustrated might
look on a tablet helped fuel
hype for the Apple device.
The demo, produced by
publisher Time and The
Wonderfactory, shows a
video “front cover” and the
chance to browse through
photo galleries with the
swipe of a finger, the option
to turn the device from
portrait to landscape and to
click on images to see more
information pop up.

Nick Ascheim, formerly Vice President of
new ventures at The New York Times, will
step in as General Manager of the new
unit, which will build on the work of the
News Registry, a service developed by AP
and used by over 200 newspapers to tag
news content with usage rights and source
attribution. Publishers that use the Registry
can also sign up for the services developed
by AP Gateway.
“AP Gateway is the natural extension of our
ongoing digital strategy,” announced Curley.
“Rather than just repurpose our content
across formats, we now have a real opportunity to innovate and create differentiated
experiences of the news across formats
that will excite all of us, from producers to
consumers of news.”

print vs. online at the nyt
Gawker reported in February that there is a
“heated turf war” going on at the New York
Times over pricing of the paper’s upcoming iPad application, quoting unnamed
NYT sources.
The print side thinks it should control the pricing and marketing of the app, a Times source

told Gawker, as it is another way to distribute
the paper, and it would like to charge $20-30
per month for the app. Amazon’s Kindle and
other e-editions are under the print circulation department’s control.

tion costs $27.99 per month ($336 a year).
Top executives are now debating the issue,
Gawker reported, and NYT Media Group
President Scott Heekin-Canedy is leaning
towards higher pricing.

On the other hand, the digital side of the
Times’ operation is proposing to charge
$10 a month for the product. E-editions are
also seen as overpriced by this department,
according to Gawker. The NYT’s Kindle edi-

The print team’s insistence on such a
high price stems from fears that a lower
price would lead to cancellations of print
subscriptions to the paper, a concern that
does not seem to take into account the
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fact that the paper is currently available
free online. Gawker believes that “it would
be shockingly retrograde to charge such a
huge sum for Internet content to protect
the fading print edition.”
Would people be prepared to pay $240-$360
a year for an iPad application, when (for
the rest of this year, at least) they would
also be able to access the NYT’s website
free on the same device? The application
would have to provide a highly impressive

news-reading experience to justify such
an expense. Arguably it would have to be
something pretty special even to persuade
readers to pay $120 a year.
It is possible that when the paper’s website starts to charge in 2011, more people
might be willing to pay for alternative
reading methods. Mobile access (currently free) will be included in an online
subscription, but presumably the iPad
application will not be.

This debate brings up the question of how
the tablets will be viewed by consumers:
are they closer to a computer, an e-reader
or a mobile phone in terms of content consumption? This user perception is crucial
in determining how much people would be
prepared to pay. And on top of what the user
is prepared to pay, the amount of income
newspapaers can make from iPad applications is largely dictated by the revenue split
with Apple (see above.)

the future in tablets?
Will tablets become must-have devices?
They are likely to remain a niche product,
at least in the near future, but will they be
something that this well-to-do and technologically adept niche craves to own?
An almost mythical and cult-like aura surrounds Apple products, as the hype before
the release of the iPad showed. Many
experts dispute the technological superiority of Apple’s products, but somehow,
the Apple brand has managed to create a
kind of loyalty that is almost unrivalled in
its market.
This considered, the iPad definitely has
potential to take off. For a Mac fan who
already has a MacBook and an iPhone, it
might be hard to justify buying the device in
terms of need, but as an additional entertainment provider with a definite cool-factor it
is likely to be highly appealing.
Wired Editor Chris Anderson, for one,
believes that tablet computer devices like
the iPad are going to sell millions in their
first year and tens of millions after that,
MediaBistro reported in March. Anderson
was speaking at the American Association
of Advertising Agencies in San Francisco.
Anderson believes that there is room for a
“long-battery, slim device” that is something
between a phone and a computer. People are
now becoming used to using their phones
for activities that previously required a computer, and he suggested that a product that
was superior to a phone for Web browsing
and writing long emails could replace a
laptop for travelling, for example.

According to MediaBistro, Anderson pointed
out that the success of the Kindle illustrates
the fact that people like devices that make
obtaining content more convenient: this
convenience is more important than the
actual reading experience.

that is easy on the eyes, but it should be
equally easy to buy content on a tablet as on
an e-reader and tablets provide considerably
more varied functionalities.

If this is the case then the tablet does
indeed have significant potential for success. E-readers like the Kindle have the
advantage of offering a paper-like screen

“…a long-battery,

slim device…”

Chris Anderson,
Editor of Wired,
argued that the convenience offered by
tablets will be one of
the main reasons for
its success.
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innovation media Consulting’s
Juan señor on mobile strategies
for newspapers
By Emma Heald, Editor-in-Chief, Editors Weblog

Innovation Media Consulting has led the redesign process for top
newspapers around the world, and has helped many develop their
digital offerings, such as mobile applications. London-based partner
Juan Señor explained how he thinks newspapers today should be
looking at addressing the mobile challenge.
It is crucial not to make the same mistakes as on websites, which
newspapers seem to have used as storage spaces for all their content, including archives, which used to make a good deal of money
for their owners. Websites today, however, do not make enough
money, despite having huge numbers of visitors. Therefore it is clear,
Señor said, that mobile must be approached in a different way.
News content should be highly targeted at the platform it is going
on, Señor emphasised: this does not mean that it has to be entirely
different content but must be appropriately repurposed for each
platform.
In fact, Señor suggests operating a unique strategy for mobile,
including building different apps for special events on a weekly
or monthly basis. “Maybe once a week a newsroom could do a
fantastic mobile app – for example about a major sports event, or
political elections.” The content is likely to be already available, so
all that is needed is to put it into a different format: “as newsrooms
pick up speed and develop the skills, mobile apps can be special
coverage or special events.”
On mobile devices, news story telling must use “a different grammar,” and a different type of “digital narrative,” Señor believes,
leading the reader through your story using different multimedia,
including audio and video as well as text and images. Mobile apps
must be “extremely easy to navigate and very selective.” He gave
an example of how coverage of the Haiti earthquake in January
2010 could be presented in a mobile phone app:
“It begins as a black screen, then with the image and sound of the
Richter scale clicking up, recalling the moment it hit. By touching
with your finger you enter and hear the cry of a child trapped in
the rubble. You can see the rescue efforts. It becomes a very rich
media experience, although of course you get the text as well.
And you can see what we call the ‘news sky:’ all the conversation
around that, what’s going on, what’s being said.

Juan Señor is Innovation’s Londonbased Partner, and a Visiting Fellow
at Oxford University focusing on
the future of news media. He is CoEditor of Innovations in Newspapers
and Innovations in Magazines World
Reports as well as Capturing Young
Readers.
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“We built a 3d fireman – he’s a stand alone dolly, you click to his
eyes and you see footage of what he’s seeing as he’s rescuing
people. You touch his tank to see what he has to breathe to walk
into a building that has collapsed. “It’s a new narrative.”

The digital business model will not be as “perfect and neat” as
the print sales/advertising model we have had for centuries, Señor
said. Multiple revenue streams will take its place, but mobile can
be a significant part of this.

The crucial thing to remember, Señor stressed, is that “for these
digital narratives to work, they have to be simple.” A story without
any text could even be possible: “you have to present everything
together in the strongest medium and it might not be words.”

The arrival of the iPad – the future of tablets?

reorganising workflows for mobile news
Producing good mobile content is a three-stage process, Señor
said. “It begins with visual editors, moves on to multimedia journalists and ends with developers,” he specified. The visual editor,
who needs to have a multimedia mindset, comes up with the
concept for the app, then the journalists work with the developers
on how to adapt the existing content. Innovation recommends
that as a general rule of thumb, a modern newsroom today
should have one developer for every five journalists: they are
the ones who take the content and make it into an impressive
multimedia experience.
Obviously you do not need to fire all your current journalists, Señor
said, but “you must reskill your people to develop these kind of
tools,” and single-media journalists and editors are going to become
increasingly rare.
However, this does not imply that all editors will need to be qualified
to create and edit mobile apps: “We are not suggesting that you create a new mobile economics app editor or something like that.”
“We must preserve what good journalism is all about, which is to
tell good stories.” To do this, newsroom workflow should change,
Señor asserted: it must be divided into intake and output. It is
important not to make journalists feel buried in technology, he
stressed, as they need to focus on finding original stories, on
having tea with a local police officer rather than being chained
to a desk. So reporters should concentrate on intake and the
visual editors, multimedia experts and developers should focus
on getting these stories out there. “Any creative business needs
to have this between content creators and distributors onto different platform,” he noted.
Generating mobile revenue
Money can be made from people purchasing the app, and through
advertising in the form of interstitials or video ads. In Innovation
Media’s tests, most consumers were not opposed to interstitials
or pre-roll video ads, or five brushes of their finger to see an ad.
Sponsored sections were also accepted, but people generally didn’t
like banners in the middle of stories. Mobile apps are “quite easy
to sell,” according to Señor, because metrics are very clear.
“There are iPhone apps that cost 50,000 euros to develop and
within two weeks are being downloaded 7000 times a week. Even
if they cost less than $2, the revenue model is simple and clear,”
Señor stressed.

Señor was not impressed by the New York Times’ app displayed
at the launch of the iPad in San Francisco in late January. “They
essentially showed the website. What’s the point? How do the
economics change at all?” He sees the iPad and other tablet devices
as “a golden, golden opportunity” for news outlets, offering a “clear
business model and a fantastic new platform.”
As with mobile, however, it is essential to respect the potential
and specifications of the type of device, and simplicity is key,
said Señor. “We must not approach this fantastic new digital
platform as a repository without any format, without any visual
editing, without any attempt at understanding that this is a new
grammar,” he said.
“The iPhone has been successful because it is a phone,” said
Señor, and everyone needs a phone. The iPad does not have this
must-have element of usefulness to it, and many people will decide
that they can do without one, but Señor described the reading
experience as “perfect for newspapers” and “the ultimate reading
experience beyond paper.”
Señor sees e-readers as “the very first iteration” of this new trend of
portable electronic devices on which to consume media. They have
significant limitations, however. “The world is in colour, to pretend
that you can sustain this in black and white is ridiculous,” he said,
noting the swift evolution of all forms of news distribution.
In the race to rule the digital reading market, Apple has the huge
advantage, as Señor sees it, as it already has more than 140,000
applications, which are for the most part exclusive. Whereas other
e-readers may be able to offer books, but these are open to the
competition. “Whoever has the content will win.”
Señor was enthusiastic about Next Issue Media, the venture
launched by five major US publishers in late 2009 with a goal of
exploring digital publishing on e-reading devices and developing
“open standards for a new digital storefront and related technology
to allow consumers to easily download and enjoy their favourite
media content on a variety of digital devices.” By doing this, publishers are taking electronic news distribution into their own hands
and will not have to give a cut of revenue to a middleman.
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For the last few years, newsroom integration of print and online operations has been

the priority for many editors. Although some have dismissed integration as a mere cost-cutting
measure while others think print and online should remain distinct operations, it seems that
a fully integrated newsroom and staffed by multimedia journalists will only become more
necessary to produce the journalism of the digital age.
New headquarters: For many newspapers, moving into brand-new headquarters fully equipped
for integration has been a key step in the reorganisation process. The central editorial news
hub has become a standard feature in the integrated newsroom.
Full integration or not: There has been a vast array of models for newsroom integration, none
of which has proved decisively more successful than the others. Depending on a newspaper’s
situation, either one editor is assigned to oversee both online and print operations, or both
editors can work collaboratively at a central news desk.
staff resistance: This remains the number one challenge for editors during the integration
process, as many staffers remain reluctant to embrace the change. Constant communication
and training are essential to ensure smooth integration.
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section: 1

The 101 possible models
of integration
is integration still a Question?
According to many editors, the question is
no longer whether or not to integrate their
newsrooms, but when and how they should
do so – if they haven’t already.
When Newsquest announced its decision in
April 2009 to merge the websites of its publications TheHerald.co.uk and SundayHerald.
com into one new site, heraldscotland.com,
the move was described as “something of
a no-brainer” by media sites such as PaidContent. A few months earlier, in December,
Donald Martin had already been appointed
as Editor-in-Chief for both the Herald and
Sunday Herald – in addition to already being
Editor of the Glasgow Evening Times.
In October 2009, Singapore-based media
company MediaCorp launched an integrated
newsroom called the NewsHub, a first of its
kind in Asia according to MediaCorp-owned
ChannelNewsAsia.com. In the NewsHub,
journalists are trained to produce news
stories across a variety of media platforms.
The content is then tailored for print, online,
radio or television.The integrated newsroom
produces content for platforms including
ChannelNewsAsia, TODAY and 928LIVE. A
single email address serves as a point of
contact for anyone with news to report to
reach the team.
“For the journalists, a new facet of reporting the news has been opened, and all
of them will become conversant in more

see T IN
09

than one medium. And at the end of the
day, when you look at what journalism
is all about, it’s about telling a story,”
said Dr Chitra Rajaram, Director of the
MediaCorp NewsHub.

online business model: “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?”

The integrated team was gradually formed
throughout the year, starting with the business and sports desks, with the general
news desk joining the hub in October.
However, the debate over whether or not to
integrate is far from over. According to Espen
Egil Hansen, Editor-in-Chief of Verdens Gang
Multimedia – a great success story in terms
of news organisations creating a functional
tips anD resources

INTEGrATIoN: morE THAN moVING CHAIrs
In April 2009, media analyst Steve Yelvington described some of the lessons he
learned while helping newsrooms to integrate. Ultimately, merging print and online
staff is and was “the right thing to do.” But “moving the chairs around isn’t enough,”
said Yelvington. A complete overhaul is often necessary, and quite a few newspapers
have had to move into entire new offices before engaging the process. According to
Paul Johnson, Guardian Deputy Editor and overall
head of news, the Guardian “couldn’t make the big
leap until we moved to the new building.”

Media Analyst Steve
Yelvington

Yelvington also warned editors about possible
friction between online and print journalists, often
fuelled by preconceptions about the other, lesserknown medium. Newsroom integration isn’t just a
matter of learning how to use new technology, but
requires staffers to be trained to understand the
benefits of multimedia journalism.

THE AGE: cross-promoting print and online
At The Age, a leading Melbourne-based
broadsheet owned by Fairfax Media, its
move to new headquarters in late 2009
boosted the integration process. Editorin-Chief of the Age and the Sunday Age
Paul Ramadge described Media House
as “almost certainly the most sophisticated media headquarters in the southern
hemisphere.”

“We hope that we have brought the best
practices of our traditional newspaper building to the new building, and to go with
these, we are developing a whole new set
of ways to work,” Ramadge commented.
The building has been designed to “facilitate
further integration,” including, for example,
a television studio and audio booths on the
main newsroom floor. He added that the
floor-to-ceiling glass windows mean that

the journalists feel immediately closer to
what is going on outside.
Ramadge believes that it is very important
to “break down integration into the parts
that you want to consider.” Integration
might have different implications in different areas of coverage. The crucial factor to
take into account is “what do readers want
when it comes to different types of content,
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“What do readers want

when it comes to different types of content,
and when and on which platform do they want it?”
and when and on which platform do they
want it?” He gave football as an example:
the paper has done a lot of thinking about
when match information should go out, for
example. Although all print content is put
online, the websites do not “wholly mirror
the print product,” Ramadge said. “We use
the platform’s advantages to create a different style of content.”
All of the Age’s content from the paper goes
up onto the website in the early hours of
the morning, and within the next few hours
more breaking news content starts to go
up. “We have a dedicated breaking news
team for online and former print-only journalists file breaking news and audio to the
website as well as filing for print later in
the day.” The paper generally has a Webfirst philosophy for scoops, unless there
is a “non-perishable” scoop such as an
exclusive interview or a long investigation
that might be held back for print.
When the paper started to make moves
towards online, it invited any staff who
were interested in receiving training to start
working on the website: about 30% of the
traditional print staff obliged. Now about
60% regularly contribute.
In the new building, Ramadge specified,
“we have taken the opportunity to more
fully reevaluate how the main groups of
journalists work,” and the business journal-

Editor-in-Chief of the
Age and the Sunday Age
Paul Ramadge

ists from print and online are “more closely
aligned.” In some areas, such as food and
wine, journalists have been grouped more
closely with support staff so that they can
collaborate more effectively.
“It’s not dissimilar to the original thinking
of the Telegraph in London about a circular
main news desk on the floor,” Ramadge said.
All the main editors of both print, online and
new platforms sit at the main news desk,
20-25 staff in total. The page one conference
at 6am every day is a standing conference
held at that desk.
The Age’s education section is fully integrated between the paper and the website.
“A single editor edits two broadsheet pages
and with the help of a team, edits a fairly
interactive website that includes reporting,

blogging, commentary, videos and reader
feedback,” Ramadge said.
The Age is producing more video than previously and Ramadge said that the paper’s
photographers “have been first-rate and
embraced training in becoming moving
image photographers as well as still photographers.” New video cameras were
purchased and external trainers brought
in to help the photographers learn how to
use them. Former print journalists have
also been trained in video and audio script
writing, and about 30 people have gone
through courses with TV trainers to teach
them how to present on camera. The paper
has been creating “mini documentaries”
for the website, some of which have won
national awards.

THE GAZETTE’s content room: healthy competition
In Cedar Rapids, Iowa, Gazette Communications has also experimented with full-fledged
newsroom integration, combining the staffs
of its newspaper the Gazette, its local TV
station KCRG and its website Gazette Online.
In March 2009, Cedar Rapids’ Gazette began
implementing changes in the lead-up to
integration, including reassigning former
Editor Steve Buttry to the position of “Information Content Conductor.”

In an announcement, Buttry described the
reorganisation of the company and his new
role, which was to lead an independent team
focusing exclusively on developing content
from the Gazette’s professional journalists
as well as the community.
This content will be published “digitally
without editing and without the limitations
of products,” said Buttry. Another team
is responsible for planning and editing

projects, as well as tailoring them for the
appropriate medium.
According to Martin Langeveld in an article
for the Nieman Journalism Lab, the Gazette’s
integration is truly platform-agnostic. Buttry’s team will be an online-only entity like
many others, except that “it will be part of
a forward-thinking organisation in which
content can be remixed and republished in
multiple ways to reach audiences through
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traditional print products, niche publications,
multiple websites and social networks,”
said Langeveld.
He suggested that the new organisation of
the newsroom, with its different collaborating units operating like small start-ups,
could provide an example of a successful
business model for other publications.
In November, all staffers were relocated
to the “content room,” in the offices of the
newspaper. The 70-person team works
together to produce stories, which are then
assigned to specific teams to be tailored
for a particular medium. No single outlet
has oversight of the journalists, and each
medium must compete for its work.
“There is a pull and push, and I think that is
probably healthy,” said Becky Lutgen Gardner, Senior Director of information content,
who oversees the content room. “When it
comes to breaking news, spot news, it’s easy
to translate across all of the mediums.”
Although the “content room” is located
within The Gazette newsroom, neither the
newspaper, website nor television station
has oversight of the content room, according to Lyle Muller, Editor of the newspaper
branch of Gazette Communications.
“Each product acts as a client of the content
room,” he said. “The content room has a lot
of latitude because we try to set them up to
have the expertise to know what is out there

to pursue.” The approach is so balanced that
Muller said he can’t assign coverage, just
recommend it: “It is still an experiment.”
According to Muller, the move has levelled
the playing field between the different channels: “The Web editor has full authority to
make sure he has a robust editorial product
on the Web, and I have full authority to make
sure the Gazette has a robust editorial product in print. No one is the lead dog.”
Online Editor Jason Kristufek talked of the
importance of knowing the audience of
each medium in order to make worthwhile
“pitches” for content beyond breaking news:
“It is a highly competitive issue, we have to
strategise how best to get information out.
There is a lot of tendency to have a loyalty
to print and broadcast.”

Not surprisingly, the nature of ‘pitching’ and
competing for content has led to some conflict between the branches. Muller recounted
a story on cold and wet weather in the
farmland that was posted on the website
a day before the newspaper was supposed
to run it. But on the other hand, there have
been many cases in which the integration
proved helpful. For example, for a story on
local food prices dropping, the website collected online input from readers that was
later used in the print version.
“I believe the Web has benefited from this,”
said Lutgen Gardner, Director of Content.
“The attention to online is greater. When
news breaks, there is an understanding
that we are there, covering it live, and
blogging it. And then the in-depth article
is in the paper.”

integration, a byproduct of shrinKing newsrooms?
In October 2009, The Oregonian announced
it would reorganise its reporting team into
two larger groups, instead of the multiple
groups focused on traditional beats, in a
move clearly motivated by shrinking budgets. The two new groups are called “Local
expertise and enterprise reporting” and
“Community.”
The larger work groups are necessary to
“focus our work more quickly and to bring
a critical mass of talent to the big stories
as they arise,” said a memo by Executive
Editor Peter Bhatia. The former includes 60
to 70 reporters, editors and support staff,
covering politics and government, sustain-

ability, business and the economy, and arts
and culture. It also covers breaking news,
watchdog and investigative reporting, and
narrative story telling. Susan Gage, Managing Editor for breaking news and online, was
appointed to head the group.

nity-based websites, with staff based both
downtown and in local bureaus. Pages are
organised by topic as well as geographical
area. JoLene Krawczak, Managing Editor
for features, heads the group of about 40
reporters and editors, including interns.

“Some beats will be eliminated because
with fewer people we cannot cover everything that we have in the past... but this
reorganisation will push us to redefine beats
around the content we need and readers
want,” said the memo.

The Oregonian also separated its content
gathering from production “in order to maximise the time and talent of editors on their
responsibilities,” said the memo. The editorial production team is in charge of updating
the news immediately and dispatching it to
the right outlet.

The “Community” group covers hyperlocal
stories and manages hyperlocal commu-

“It is essential that we transition from the
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traditional mentality and rigid time clock of
newspaper production,” the memo said. As
the paper’s reorganisation resulted in the loss
of many copy editors and designers, editing
operations were streamlined accordingly.
Photojournalists were told that everyone
“must be fully trained and able to work in
still or video and can flow from one to the
other as needs dictate. No one can be just
about still photography or just video.”

tips anD resources

INsIsTING oN JourNALIsTs’ INCrEAsEd rELEVANCE
oN THE WEB
According to Marcelo Rech, General Product Director at the Brazilian RBS Group,
which runs newspapers including Zero Hora, showing journalists that they could
reach a larger audience helped convince them of the benefits of integration.
“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
realised they were becoming more relevant due the Internet, they largely
volunteered for work with the digital side on a routine basis,” said Rech.

Although The Oregonian’s integration clearly
points in the direction of more Web-minded
journalism, Executive Editor Bhatia also
expressed his commitment to keep the
paper’s dedication to print.
In December, Greenspun Media also began
the integration of its media outlets, including the Las Vegas Sun’s newsroom. The
staff of Greenspun’s eight media properties
were merged into single teams of editorial,
advertising, and support. In the process,
nearly all departments for the Las Vegas Sun
and its website were combined. However,
the other individual newspapers involved
in the merger were to continue to be sold
separately. About 25 staffers at the Sun
were laid off in the process.
Brian Greenspun, CEO and Editor of the
Sun said: “We must face up to both the
challenges and the opportunities of the
world we’re living in. We feel it’s time to
unite our media into a more progressive
and audience-driven model.”
At the Associated Press, newsroom restructuring also coincided with staff cuts. After
confirming it would cut a total of 90 jobs
in November, AP named six news editors
and four interim regional photo editors to
oversee expanded multi-state territories.
“These appointments put strong news managers in charge of vital territories. Their job
will be to bolster our state news reports, in
text and photos, while also continuing to
strengthen our coverage of the United States
for all our members and customers,” said AP
Senior Managing Editor, Mike Oreskes.
The role shifts came as AP attempted to
ensure the quality of its reports following
the layoff of 90 staffers worldwide and
the achievement of its objective of cutting
annual payroll costs by 10%.

in Depth

75% oF EdITors sEE A dECrEAsE IN QuALITy oF JourNALIsm
In May 2009, 75% of editors responded to a survey by the Associated Press Managing
Editors (APME) saying “their ability to inform readers has diminished with their steadily shrinking staffs,” according to an article which appeared on the APME website.
Out of the 351 editors who participated, 66% of editors worked for newspapers with
a daily circulation of less than 50,000 copies; 27.5% for newspapers from 50,000 to
250,000; and 6.5% for papers with a circulation above 250,000 copies.
This APME survey “clearly touched a nerve as it sought to find out how newspaper
management is coping with a downturn that has wiped out $11.6 billion, or nearly
one-fourth, of the industry’s annual advertising revenue since 2005,” wrote Associated Press’ business writer, Michael Liedtke.
30.2% of the respondents said that staff cutbacks had “greatly affected” the quality
of their journalism, and only 8.8% said they had not yet made any changes to payroll.
Although many editors acknowledged the importance of innovating and reinventing
their newsrooms, 57.5% of them said they just did not have the necessary funds to
implement such changes. In addition to dealing with dwindling budgets, some editors
also have trouble convincing staff about the benefits of multimedia journalism.
“Not all journalists are excited about the new tools and opportunities we have,” commented one of the editors. “There are still some who look with disdain upon reporting
the news using methods other than print. There are fewer of those folks, but they still
exist,” said another.
According to another editor, training is one of the keys to successfully manage the
integrated newsroom in these challenging times. “A transition to the digital format
will require use of new technology, and thus training in the use of that technology.
This quickly can become onerous. We need to craft a way to introduce, for example,
digital video that doesn’t overwhelm a reporter, and eventually makes their work
more productive, if not easier.”

“The first task of a journalist is being
relevant – being read, watched or listened
to by the highest number of people.”
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ppf’s futuroom: a glimpse of the newsroom of the future?
In the Czech Republic, a group of editors
and reporters working for PPF Media, the
media division of insurance and consumer
banking group PPF, has been experimenting with “new ways of covering a whole
country in what may be a newsroom of
the future,” wrote Jean-Pierre Tailleur, a
PPF consultant.
Working with journalists based in four provincial towns of the Czech Republic, the journalists launched in May 2009 the so-called
“hyperlocal weekly” Nase adresa (“our
address”), a unique blend of print and online
journalism with particular efforts to sustain
high standards of journalism. 5

QuicK Facts

PromoTING PrINT ANd oNLINE, ToGETHEr
Austrian paper Wirtschafts Blatt has proved that intelligent print and online promotion
can bolster both products, as the paper managed to double newspaper subscriptions
thanks to collaboration between its Web and print teams.
According to award-winning newspaper designer Mario García, who worked with the
Austrian paper, Wirtschafts Blatt’s staffers were trained to work both online and in
print, and to think of themselves as news
people rather than newspaper people.
Editors at the paper made a distinction between print and online products,
focusing the online edition on breaking
news and the print edition on analysis.
News items in print appear with a “second day headline on day one,” as García
described it.

CHAP

According to him, “Newspaper subscriptions via online doubled, 15% of
registered online users ordered a test
subscription to the printed edition.”

“We are also opening newscafés in our local
bureaus, which will facilitate the contact
between Nase adresa’s journalists and the
public, to enrich the content of our newspaper and of its webpages,” said Matej Husek,
Director of news operations.

Editor-in-Chief Wolfgang Unterhuber
said: “Readers should not find anything
on page one now that they might have
heard about the day before. News items
are constantly updated, this is the experience we have to offer to our readers.”

“It can only work with well-prepared journalists who will be trained in the Futuroom,
our central newsroom,” said Roman Gallo,
Director for PPF’s media strategies and
conceiver of the project.
The Futuroom, a multimedia training centre
created in conjunction with partners including Google, Atex and the World Association of
Newspapers/World Editors Forum, is arguably one of the most innovative aspects of
the whole project. “I like how the Futuroom
is shaped. Journalists are not confined to
one theme, like health or education, but to a
way of reporting, and I enjoy changing topics,” said Vendula Krizova, a young reporter
in the “Human approach team.”
Other Nase adresa team members are particularly enthusiastic because of the new
challenges specific to a project combining teaching and praxis, online and print
journalism, previously never achieved at
such a level.

you try more different perspectives as you
know that several pictures are likely to be
released for each story.”

Ondrej Besperat, who manages the photovideo team in a duo with veteran photojournalist Jan Silpoch, said he enjoyed the
duality of his print and online assignments.
“In printed media, you have to do one or
two pictures a day, and you invest all your
energy in the best one, while on the Internet,

Besperat expected to spend two thirds of
his time training reporters from the local
newsrooms, at least in the early days of the
project. “One of the main challenges will be
to shoot sports with our standard high-end
amateur cameras,” he said. “The idea is not
to have journalists who do everything all the

time, but reporters who are multifunctional,
able to provide good texts and images.”
PPF Media’s original project will also entail
that some editors step out of their traditional
role – and look after a coffee shop part
of the time. “Ten years ago I had a short
experience working for Coca Cola, but this
will be new because I am not at all a food
and beverage specialist,” joked Vitasek,
Editor in Moravia.
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news corporation sets pace of integration
In April 2009, News Corp Chairman and CEO
Rupert Murdoch announced the creation of
a new portal to allow its worldwide editorial teams to share content and resources
across the entire organisation.

its historic east London site – where its
papers have been based since 1986 – in
an effort to transform its home into the likes
of other News Corporation headquarters,
such as Dow Jones, HarperCollins, and 20th
Century Fox.

“The creation of a new unit designed to
share valuable news content and harness
the power of News Corporation’s vast editorial resources is vital to our success as a
global media entity,” said Murdoch.

Executive VP of News
Editorial for Fox News
John Moody

Executive VP of News Editorial for Fox News
John Moody was appointed to oversee the
new unit, reporting directly to Murdoch.
According to a Wall Street Journal (WSJ)
press release, Moody was to collaborate
with editors from News Corp “to improve
news gathering efficiencies and identify
areas of cost savings,” implying that the
move was largely financially motivated.
News Corp’s vast empire includes the Wall
Street Journal, the Dow Jones Newswire, the
Times of London, the Sun, the New York Post
and Sky Italia, as well as Fox News.
PaidContent:UK suggested that there may
be future integration of WSJ.com with Times
Online, with the possible introduction of “a
premium subscription for business news,”
following the Sun Online’s introduction in
December 2008 of a footer linking to other
News Corps sites, both within and outside
of the UK.
Increased cooperation between the WSJ
and the Dow Jones Newswire had already
been promoted following a memo from
WSJ Managing Editor Robert Thomson, who
wrote that WSJ journalists will be “judged,
in significant part, by whether they break
news for the Newswires.”
In October 2009, News International Chief
Executive Rebekah Brooks announced a
plan to relocate journalists from The Times
and the Sun to new offices in a building right
across the road from News International’s
Wapping headquarters. The Sunday Times
and News of the World were to occupy the
Times’ former offices as soon as the move
was completed.
According to the Guardian, News International’s ultimate goal is a total “facelift” for

global trenDs

NEWsPAPErs oN THE AIr
In April 2009, UK tabloid The Sun launched an
online radio station called Sun Talk, a three-hour
broadcast on every weekday, from 10am-1pm.
Former TalkSport host and current Sun
columnist Jon Gaunt hosted the show,
and its first guest was David Cameron MP, leader of the Conservative
party. The new station aimed to reach 150,000 listeners within its first
year. The Sun’s website already offered SunTV, a video portal.
News International has invested £1 million in new TV and radio studios. The
multimedia, state-of-the-art studios also allow journalists to produce content
in-house for the group’s websites. Fellow News International publication
The News of the World uses the studios to produce its own film review
programme, following its website relaunch with focus on video in 2008.
In the US, the Washington Times launched a radio show in the spring of 2009,
focusing on investigative journalism. The three-hour morning show broadcast by the
Talk Radio Network features investigations by the Times, exclusive interviews with
national newsmakers and discussions with reporters from the Times newsroom.
The “concept is that when you tune in in the morning, it’s not going
to be yesterday’s news,” said Executive Editor John Solomon.
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the WASHINGTON POST bridges the riVer
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The Washington Post had a busy year, going
through the integration process in addition
to redesigning the paper, closing domestic bureaus and making significant staff
reductions. After a long integration planning
process, in September 2009 Washington
Post Publisher Katharine Weymouth finally
announced that the merger of print and
online operations would be complete by
January 2010.

mapping the integration
In her memo to staff, Weymouth outlined
how important it was to create one organisation for print and online. She specified
that Washington Post Digital employees
responsible for washingtonpost.com would
become employees of The Washington
Post as of 2010.
According to newly appointed washingtonpost.com Managing Editor Raju Narisetti,
the integration process really began with
the appointment of Marcus Brauchli as
Executive Editor for both print and online.
The Post then engaged in a four-month
process of planning, hinging on the prior
experiences of Brauchli and Narisetti.

Washingtonpost.com
Managing Editor Raju
Narisetti
Pictures: WaPo’s print and
online newsrooms have now
merged.

“Both Marcus and I have experience with
integrated structures from the Wall Street
Journal, and at Mint, my paper in India, I
created and managed an integrated newsroom,” said Narisetti.
Part of the aim of integration was to bring
about a more multimedia frame of mind
at the Post, to “empower journalists and
encourage them to work across departments and platforms,” said Brauchli in a
memo. A single editor ultimately ought to
be able to oversee all versions of a story,
whether it appears in print, online or on a
BlackBerry or iPhone,” he said.

limiting job cuts
According to PaidContent’s Staci D. Kramer,
a WaPo spokesperson told her that the
merger wouldn’t lead to staff cuts, with all
staff working in the paper’s print offices in
downtown Washington (the washingtonpost.
com’s team had long been based across the
Potomac river, in Arlington).
However, the Post has had to deal with
challenging economics, doing away with
some of its staff. “Obviously the economy
is driving staff reductions,” said Narisetti,
adding that he expected that the newsroom
might shrink further in the future.

“… empower journalists

and encourage them to work across
departments and platforms.”
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So far, however, the number of reporters has
remained relatively stable and the paper has
added some bloggers and other staffers with
particular online skills.
In June, the paper’s adoption of Eidos’ Methode content management system was seen
as a definite indication that newsroom integration was on its way. Narisetti expected
the new publishing systems to “enable us
to do some production work in a faster way
than with our old system,” implying that
there could be “some savings in terms of
redeploying resources.”

moving into the
same building
The main newsroom was significantly reorganised to accommodate integration. During this process, the main news floor was
closed, with staff relocated to different parts
of the building or working from home. It was
“a complete re-imagining of the newsroom
to facilitate the kind of integration we were
going for,” Narisetti said.
The most fundamental physical change was
the creation of a universal news desk “combining all the editing operations and all the
producers into one central hub.” In its new
integrated newsroom, reporting staff is split
into coverage groups, with editors at the

QuicK Facts

POST LAuNCHEs moBILE sITE
Following the route of integration, the Washington Post launched a new
mobile site in autumn 2009 and plans to release an iPhone application.
The paper currently has one mobile editor and plans to add another one. “With
mobile the focus has been to emphasise
news alerts and breaking news couple with
ease of use, rather than trying to replicate
everything we do online,” Narisetti said.
“Mobile still has some way to go. Our focus
initially has been on the website and the
paper. We need to make much more effort on
mobile, not just think of it as a way to deliver
news on the go, but think about the types of
story-telling to which mobile lends itself, which
are slightly different than on the Web.”

newly-created Universal News Desk responsible for both print and online coverage. There
are also hubs for different topic areas, and
“significantly” more space for video.

nature more digitally focused, such as those
who work for the ‘interactivity’ group. The
newsroom is divided by topic area, such as
politics, crime or education.

The first step among staff, said Narisetti,
was to change the print structure to reflect
the vision of the integrated newsroom. “We
created a national group and a local group
and said that they would be responsible for
all content in both print and online.”

However, website leadership was to remain
in place. Washingtonpost.com Head Goli
Sheikholeslami became General Manager of
digital, and Vice President of digital product
development at the Washington Post.

“All roles are primarily print and online
now,” Narisetti said, although some are by

Separate digital advertising and marketing departments were created at the Post,
coordinating with their colleagues in print.
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24-hour news cycle
The newsroom now works on a 24-hour
news cycle and has a web-first publishing
policy. Previously, the website editors had
to ask before publishing a completed story,
and “everything in the paper would get
dumped on the website at about midnight
or so,” Narisetti said.
Now, the “default position” is Web-first:
“If a story is ready to go, then it can go on
the Web,” he said. Only very rarely might a
story be held for print. Stories are published
online throughout the day, and can be edited
differently for the paper.
The morning print news meeting has moved
increasingly earlier – from noon to 10am,
with most reporters and editors starting
work at 8am.
One current limitation to integration is that the
paper is still using different publishing systems for print and online, and not everybody is
trained on both. The single ‘channel-neutral’
product, Eidos’ Methode, is being installed,
but will not be in use until June 2010.
The integration process has also led to
increased efficiency in the production process. Departments such as photo, video,
graphics, design and interactivity have
‘hotdesks’ on the main universal editing
desks, to ensure constructive communication between these groups.
“Decisions are made a lot faster,” said Narisetti. This is particularly relevant for the
former Web group, who before would have
experienced delays in getting things done by
the photo desk, for example. “Now everybody
is within shouting distance,” he said.

payoffs of integration
Although it is still too early to tell measure
the success of the Post’s newsroom integration, the paper seems to have benefited
from the move so far. A common fear among
publishers is that putting all content on the
Web will prompt people to stop reading
the paper.
“The advantage we have,” said Narisetti,
“is that over 80% of people who come
to our website don’t come from our print
circulation area.” In print, WaPo is a local

paper, available in Washington DC, Maryland
and Virginia. But online, “because we are
in Washington, because of our reputation
and the nature of stories that we do, we are
perceived as a national and international
paper,” Narisetti said.
The little overlap between print and online
readership has helped the Post to overcome
fears of potential cannibalisation of the print
product. Despite some initial staff resistance, the integration hasn’t had any visible
negative consequences. In November and
December 2009, the first two months when
integration was taking effect, the website
received record traffic.
“I’m not saying that that’s all because of
integration, but what has happened is that
instead of 60 people focused on online, we

now have a 600-people newsroom that is
also thinking about online, keen to get things
out, push things and make suggestions,”
said Narisetti.

in Depth

oVErComING THE mAIN CHALLENGE oF INTEGrATIoN:
sTAFF rEsIsTANCE
According to Narisetti, one of the biggest challenges of the integration was changing
mindsets of the staff. “Misperceptions on both sides were widely and deeply held,”
said Narisetti. The print thought the online team “were not true journalists and didn’t
really care about journalism”, while the Web side thought that the print team was
“too wedded to the old ways of doing things and didn’t understand speed and digital
technologies.”
To tackle this problem, the Post decided to take a gradual approach. “We started by
fully integrating the sports team as a ‘lab,’ and showed that it’s possible to do this
and once you put these people together they realised that the others weren’t what
they had thought.” Next came the home page, then the main newsdesk.
“We tried to show that integration didn’t mean that one group was going to get
smaller or disappear,” Narisetti said. “Though it is true that when you combine some
of these jobs, only one person can become the head of something. There are, for
example, cases where something that used to be purely run by online are now being
run by someone who was purely on the print side before.”
Some reporters were initially reluctant to embrace search engine optimisation
techniques, seeing them as something that should be done at the end of the process. Narisetti said there had been suggestions that such things were distracting
them from their “core mission:” to produce good journalism. Narisetti’s response
is that SEO is all about making your story more visible and “if more people can see
your story and if you can help that process then you should think of that as journalism as well.”
Some reporters were also worried about the increased focus on page views and
eyeballs. In the past, information about traffic on the website was only given to a few
editors, whereas it’s now available to most staffers. According to Narisetti, “the reality is that we are focused on page views, but while maintaining the kind of journalism
that the WaPo produces.”
Although most staffers have embraced the integration, “It’s an ongoing process,”
Narisetti said.
“This year, we need to show that we can leverage that structure and be much more
competitive and nimble online.”
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The 2010 newsroom:
lean and techy
the new roles of the integrated newsroom
Reorganisation and newsroom integration
inevitably leads to a number of structural
changes, switching of positions, creation of new roles – and sometimes, to
redundancies.
The Daily Telegraph, which has served as
a prime example of newsroom integration
ever since 2006, pursued this direction by
appointing Will Lewis, the Editor-in-Chief of
The Daily Telegraph, The Sunday Telegraph
and Telegraph.co.uk, to the position of Managing Director of Digital.

At the New York Times, increased focus on
new media and social networks led to the
appointment of a Social Media Editor in May.
Jennifer Preston’s mission is to concentrate
“full-time on expanding the use of social
media networks and publishing platforms
to improve New York Times journalism and
deliver it to readers,” according to the Times’
announcement.

Lewis’s mission is to oversee the Telegraph’s digital businesses and set up a
new entrepreneurial unit, while retaining
his role as Editor-in-Chief.

In November 2009, the BBC followed the
same route by appointing Alex Gubbay to
the newly created position of Social Media
Editor. Gubbay’s job is to guide BBC journalists in their use of social media, rather
than scan the various services for stories
himself (as ‘Twitter correspondent’ Ruth
Barnett does for Sky News).

“As Editor-in-Chief I will continue to
supervise the strategy and overall content
of our newspapers and website, whilst
working on our digital revenue streams,”
said Lewis.

“We recognise social media plays an important part. With the new position we are coordinating best practice. We think that the
decision to appoint a social media editor is
the best way to understand what works,”

“Perhaps Robocop ‘writers’

said Nic Newman, the BBC’s future media
and technology controller. 7
CHAP

the generation of
‘robocop’ editors
A new breed of journalists has been playfully
dubbed the ‘Robocop’ editors, in reference
to the technological skills and expertise they
bring to the editorial team. In July 2009, an
article by the New York Observer described
the emergence of this new generation of
journalists, at once reporter, techie and
editor, who are increasingly taking over
the newsroom.
The Observer described the Robocop editors’ duties in relation to online news platform Daylife, a news aggregator that gives
traditional media brands the possibility of
increasing their presence on the Web. For
a flat annual fee from $3,000 to $30,000,
news publishers can use the service to
distribute their news online. Customers

photo Jean-Yves Chainon

building information aggregators will be all that’s left
in the media’s post-apocalyptic future.”
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include The Washington Post, NPR, the New
York Post and Newsweek.
Thanks to Daylife’s interface, one or two
Robocop editors can be taught to use the
software to create information portals with
constantly updated content – a task that
would normally require a larger team of
writers and developers.
In fact, the increasing importance of the Web
and digital media for news organisations will
inevitably lead to an evolution of the jobs
of editors and journalists, as they become
more knowledgeable with digital tools. But
this evolution mustn’t occur at the expense
of traditional journalism skills.

“Perhaps RoboCop ‘writers’ building information aggregators will be all that’s left in
media’s post-apocalyptic future. Or maybe
they just need to be armed with the latest technology artillery to fight for a better
future,” commented The Observer.

the demise of the subeditor
As in previous years, the trend towards
newsroom integration, alongside cost-cutting measures for many news organisations,
has led to a redefinition of the role of journalists and subeditors/copy editors.
Although the risks of decreased editorial
quality seem obvious, there has been much
debate over the role of the copy editor and
whether the job remains as essential to a
publication.
Guardian blogger Roy Greenslade has long
advised cutting subeditors to save money.
At the Publishing Expo at London’s Olympia
in February 2009, Greenslade distinguished
between the indispensable “creative people
who put together our popular, mass-market
papers, such as The Sun” and “subs working
on serious quality newspapers [to templates]
and that can be sent elsewhere.”
“I produce copy that goes straight on screen
– why can’t anyone else do that? You can
eliminate a whole structure... commercially,
we have to do it,” he said.
But many journalists remain convinced of the
importance of subeditors, insisting that they
ensure consistent high quality in professional
journalism. “This would explain the constant
errors in copy in Greenslade’s blog,” said one
comment to an article by Greenslade in the
Press Gazette. “[He] bemoans the death of
the newspaper industry and then does his

Will Lewis, Managing Director
of Digital at the Telegraph
Jennifer Preston, NYT Social
Media Editor
Alex Gubbay, BBC Social Media
Editor

see T IN
09

best to see a whole raft of journalists lose
their jobs,” said another.
It seems Greenslade’s suggestion that journalists edit their own copy, as they are now
often “highly educated,” has some obvious
flaws. No matter how many years of experience a writer has, there always remain
undeniable benefits to having a second
pair of eyes. If high standards of professionalism are one of the few advantages

that traditional journalists still have over
new media, eliminating sub-editors might
save money, but could the cost to quality
journalism be greater?
Despite these threats, many newspapers
have gone in the direction of Greenslade’s
advice, cutting down on their subediting
teams. In December 2009, the London
Evening Standard announced it would drop
its midday News Extra addition, resulting in

tips anD resources

AssIGNING
‘INTEGrATors’ To
FACILITATE THE ProCEss
As part of the Financial Times’
Newsroom 2009 plan to converge
both its print and online operations,
the FT appointed four new ‘integrator’ roles tasked with overseeing this
transition in March. Each news division will have its own integrator who
will be responsible for carrying out
the proposed changes.
The FT’s Newsroom 2009 plan was
part of the paper’s long-term strategy to create a sustainable business
model compatible with the demands
of today’s digitally advanced news
industry. Reporters had already been
told to start subediting their own
work and staffers were to receive
online training.

Guardian journalist
Roy Greenslade
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approximately 20 job cuts – including eight
layoffs on the production team.
In June, Gannett Co. consolidated copy editing and page production of four of its New
Jersey newspapers: the Asbury Park Press
of Neptune, Home News Tribune of East
Brunswick, the Courier News of Somerville,
and the Daily Record of Parsippany. Production operations for the entire region were
moved to the offices of the Asbury Park
Press in Neptune, New Jersey.
The papers’ copy-editing management jobs
were eliminated and replaced with sixteen
jobs in Neptune, resulting in the loss of jobs
for about ten managers.
In April, the Independent in the UK transferred subediting duties to desk editors. Editors were asked to verify content, including
names, dates, quotes and figures, as well as
edit copy to fit in-house style, create picture
captions and write headlines.
Meanwhile, reporters are expected to cap
lock the first two words of each article and
run the necessary spelling and grammar
checks themselves.
Style guides and other such handbooks
were distributed to all news desk staff,
with tighter deadlines as part of the paper’s
newsroom overhaul. According to an undisclosed source, business reporters had been
trialling “writing straight to page” over the
last few weeks – a plan likely to be extended
across all editorial sections.
Earlier in March, the Financial Times had
already asked reporters to subedit their
own work. As part of the Newsroom 2009
integration plan, reporters were asked to
shoulder more personal responsibility for
the work they produced, including running
grammar and spell checks, ensuring consistency of style, adding hyperlinks where
necessary, writing their own draft headlines
and keeping within word limits.
In an announcement to staff, Editor Lionel
Barber said that the internal drive to boost
production skills among editorial staff did
not signal a change in the paper’s news
agenda. “Our philosophy remains to deliver a
snapshot of relevant business and financial
news, analysis and commentary to a global
audience around the clock.”

QuicK Facts

AP LAuNCHEs NErVE ANd sTANdArds CENTEr
In August 2009, a memo by Associated Press Managing Editor Mike Oreskes
announced the creation of a Standards Center, to serve as the “go-to for editors for
questions about standards and practices that touch the core issues of credibility to
our audiences and reliability to our members and customers.”
The Standards Center is part of the Nerve Center, newly built AP offices in New
York. The Nerve Center’s mission is to “coordinate and strengthen our journalism in
all formats around the world,” the memo said.
Throughout 2009, AP underwent a process of decentralisation: it is now made up
of 15 separate filing operations constituting the organisation. The new Standards
Center serves to ensure that AP standards and practices are maintained throughout
these branches as the organization restructures itself.
The Standards Center is headed by Tom Kent, Deputy Managing Editor at AP.

“Give him, and your readers,
back your copy editors.”
QuicK Facts

CAsE IN PoINT: BrING BACK THE CoPy EdITor!
Readers who had come to rely on sports journalist Tom
Boswell’s quality baseball coverage for the Washington
Post, expressed concern in November 2009 after
reading his column about a World Series game.

Washington Post
Sports journalist
Tom Boswell

The copy was awash with typos, grammatical
errors and misspellings. Some readers asked for
full 75 cents refund, whilst one reader hit the nail
on the head, writing: “Please, rescue Mr. Boswell
from the pressure of the midnight deadline. Give
him, and your readers, back your copy editors.”
Another added: “There is no excuse for such a shoddy
product. It’s completely unprofessional; more errors than
one would see in a high school or college newspaper.”

Boswell’s typo-strewn column appeared to be
the results of the Post’s various attempts to curb
spending. After closing its College Park printing
facility and consolidating operations with its
other printing plant in Springfield, the paper
advanced its print deadlines, and did away with many copy editors.
Sunday’s big game wound up just before midnight, and by 12:25 am - a mere
five minutes before the 12:30 am final deadline - the story was written and
ready for publication – or so it seemed. The piece had been crafted throughout
the game and though editors were aware of the fact that it had only received
minimal editing, the only other option would have been to miss the print edition,
disappointing the large number of fans who follow Boswell’s column.
Although the pressure to meet print deadlines has always existed, the new challenges
faced by newspapers can sometimes lead them to choose speed over editorial
quality, multimedia coverage over in-depth reporting. In this case, readers of the
online edition got the better share of the deal: after turning in his speedily written
column, Boswell then set about to produce a fine-tuned version that ran online.
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The Financial Times began its integration back in 2006, and speaking specifically about the latest adjustments,
Barber described them as “evolutionary
changes” that, coupled with previous
endeavours, will enable the FT to remain
“on a sustainable footing, to continue to
be a leading force in the world of business
journalism.”

business editors-inchief: content directors
While the FT’s integration doesn’t imply the
suppression of all subediting jobs, some
have opted for far more radical changes.
In previous years, David Montgomery, CEO
of media publisher Mecom, had oft argued
that subeditors were no longer necessary.
In October 2009, Montgomery went as far
as to question the role of the editor-in-chiefs
in the newsroom.

At the AOP Publishing Summit 2009 in the
UK, Montgomery suggested that newspapers would benefit from changing the role
of the editors-in-chief to that of a ‘content
director.’
In light of Mecom’s 75% loss in operating
profits in the first half of 2009, Montgomery
argued that ‘content directors’ would be
more able to bridge the gap between the
commercial side of the business along with
editorial content.

AOP summit (left)
David Montgomery,
CEO of media publisher
Mecom (right)

According to Montgomery, editorial staff must
understand the economic side of the business
and forge a stronger rapport with their commercial teams, a culture he has tried implementing in his Norwegian newsrooms.

the rise of the journalist 2.0
Despite the news industry’s struggles,
Europe’s journalists remain upbeat. Over
80% are as happy or happier with their
jobs, according to the 2009 European Digital
Journalism Survey carried out by Oriella
PR Network and polling 354 journalists in
Belgium, France, Germany, the Netherlands,
Spain, Sweden and the UK.
Despite this apparent optimism, 32% of
journalists think their newspaper or TV or
radio station is at risk of becoming extinct.
An alarming three quarters of UK journalists said they feared for the future of their
news outlets, while two thirds foresaw a
significant decline in the number of print
publications.
As the news industry transitions to the
Web, the workload and tasks of journalists
have also moved in that direction. 40% of
respondents said they must produce more
content now than before, and 28% said they
worked longer hours.
43% of respondents asserted that 60% or
more of their work was done exclusively for
the web. But two thirds had received no formal instruction on producing online content.
Similarly, while 47 percent claimed to create

QuicK Facts

From JourNALIsT To dELIVEry PErsoN
Faced with challenging economics, some papers have had to implement peculiar
changes in the job description of their journalists.
When Norwegian paper Aftenposten needed to cut 15 editorial positions in November
2009, the Schibsted-owned paper offered all of its journalists redundancy packages,
part-time positions, or reallocation to other jobs within the company – including
receptionist or newspaper delivery person.
Interestingly, the level of education is so high in Norway that there is often difficulty
filling the positions for delivery persons, especially considering that Norwegian
papers have close to a 95% subscription rate. The top paid delivery staff at Aftenposten earned £80 000 in 2007 due to high wages and long hours. Normal hours at
delivery work would still earn you about £40,000 a year.
In fact, two years ago when the shortage of delivery people was so bad, the Editor-inChief of the regional paper Tönsbergs Blad would deliver papers before coming into
work each morning.
Another Schibsted paper, Verdens Gang, Norway’s
largest newspaper, ran the headline ‘Offer journalists newspaper delivery jobs’ about Aftenposten’s
reorganisation. However, VG itself had taken similar
measures in the past by offering laid off workers
jobs as switchboard operators. VG Editor-in-Chief
Bernt Olufsen added that “unfortunately, we currently have no available newspaper delivery jobs.”
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videos as part of their jobs, only one in nine
had been trained to produce video.
46% of respondents now blog as part of
their jobs and 70% of journalists from UK
publications use Twitter, compared to 40%
in the Netherlands, 27% in France and just
12% in Spain.
The question remains, as journalists increasingly adapt to the demands of the Web, is
the quality of journalism suffering? Overall,
reporters were moderately upbeat about the
effects of the Internet on journalism, with
40% of respondents seeing the quality of
journalism improving, compared to 20%
who believe the Internet has had adverse
effects on editorial quality.

tough times for
young journalists
Although many journalists remain optimistic
about their future, these have been tough
times for the profession as a whole. An
article in Le Monde in May 2009 described
the role of so-called “information convicts,”
the new breed of journalists who are “lined
up in front of their computers like chickens
in a battery farm.”
These journalists are described as a new race,
‘geeks’ aged about 30 and passionate about
computers. According to Sylvain Lapoix, who
previously worked as an online journalist at
NouvelObs.com, too much emphasis was put
on speed publishing and a lot of the work
merely consisted in rewriting press releases
with little or no fact-checking.
According to Eric Mettout, Editor-in-Chief
of L’Express.fr, the generational divide in
the newsroom is by no means a byproduct
of the digital age. He argued that these
conditions have always existed for beginning journalists, describing how he himself
worked long anti-social hours in front of
a teleprinter.
However, an Associated Press Managing
Editors survey released in the summer of
2009, revealed that US newsrooms have
tended to part with their younger staffers
as they make cost cuts.
The AP article commenting on the survey
noted that this may hinder newspapers’
adoption of the Web, since younger staff-

global trenDs

morE FEmALE EdITors-IN-CHIEF
mEANs FEWEr GENdEr PAGEs
At the 16th World Editors Forum in
India, a panel of female editors and
media analysts discussed the need
for more women to hold top editorial
positions and break the gender-based
divide sometimes created in newspaper pages.
“I had worked for women editors and
felt sorry for the way that they always
had to deal with machismo and they
were constantly apologising and insisting, ‘I’m not a feminist’,” said Ferial Haffajee,
Editor of South Africa’s CityPress and former Editor-in-Chief of the Mail & Guardian.
During her editorship at the Mail & Guardian, the paper’s male and female readership
evened out, partly because Haffajee refused to patronise women with ‘women’s pages.’
For Bachi Karkaria, a former editor at the Times of India and now a media trainer, gender-centric ideas hinder news organisations. She opposed the artificial divide between
men and women’s issues in newspapers, with women issues consisting of housekeeping, entertainment and other light subjects and male issues consisting of hard news.
“As an editor, I am completely against the idea of compartmentalising genders,”
concurred Champika Liyanaarachchi, Editor of Sri Lanka’s largest daily newspaper,
the Daily Mirror.
In the US, there was concern over the level of gender diversity for top editorial positions after three female newspaper editors announced they would step down from
their positions in December 2009.
Karin Winner announced her retirement after 15 years as Editor of the San Diego UnionTribune, along with Sandra Mims Rowe, Editor of The Oregonian since 1993. Janet
Coats, Executive Editor of the Tampa Tribune, also quit her position at the end of 2009.
The departure of Winner, Rowe and Coats meant that only two women remain editors
of the top 20 daily newspapers in the United States – Nancy Barnes at The Star Tribune in Minneapolis and Susan Goldberg of The Plain Dealer in Cleveland.
“It is a difficult time in the industry and there are some concerns about diversity,”
says Goldberg. “We have never been able to get to a level of parity, and we have seen
some backsliding. I think it is a huge cause for concern.”
Barnes also acknowledged a problem in diversity, but was more optimistic: “It is a
brutal business for women, particularly women who want to have a family,” she told
Editor & Publisher. “There are just different choices you have to make. But I believe
we will grow more women editors.”

ers are often more knowledgeable about
the Internet.
Despite concerns for young journalists,
enrolment in journalism schools in the
US is at a record high. In 2009, 64% of
students of the graduating class from
Colombia University’s Graduate School
of Journalism said they continued to
have career plans related to their field
of journalism.
“Many of our students have gotten job
offers in the last couple weeks, so 64 percent is lower than the actual number now
employed,” said Elizabeth Weinreb Fishman,

the school’s Associate Dean for communications, in the weeks following the release of
the first numbers.
Daily Finance writer Jeff Bercovici argued
that young journalism graduates, full of
technological know-how, were often seen
as a good trade-off for news organisations
seeking to cut costs.
“It’s a corporate cliché to lay people off and
euphemise it as ‘restructuring,’ but you can
be sure that some of the companies that
are letting go well-paid editors and writers
in their 40s and 50s are quietly stocking up
on fresh j-school grads whose lack of real-
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world experience is at least partly made up
for by their effortless fluency in the ways of
the web – and their willingness to work for
$35,000 a year,” wrote Bercovici.

QuicK Facts

oNLINE JourNALIsTs morE oPTImIsTIC
THAN PrINT CouNTErPArTs
In March 2009, a Pew survey, which reviewed
300 Online News Association members, showed
that most online journalists are feeling more
optimistic than traditional media journalists.

In line with the advice of digital media proponents such as Jeff Jarvis, many journalism schools have also tried to teach an
increasing range of business-related skills
to their students.

The majority said they had not experienced
as many cutbacks as print journalism, and
some even reported a growth in staff. In
addition, they seem confident that they will
find “a profitable business model online”
(chiefly in advertising) with 39% very
confident and 43% somewhat confident.

In 2009, the journalism department at Arizona State in the US innovated to include
business courses for its aspiring journalists.
Professor Tim McGuire taught a course
called ‘The Business Future of Journalism,’
focused on the semester’s theme ‘How do
we pay for journalism?’
At the 16th World Editors Forum in November
2009, Frederic Filloux, Editor at Schibsted
International, also emphasised that journalists should learn to promote themselves by
selling their content via multimedia, blogs
and other websites.

Despite the optimism, the majority reported
uncertainty in journalism values online. 54%
said journalism is “headed on the wrong
track” and 57% said journalism values are
changing as a result of the Internet.
“It’s a difficult environment for
journalists with the double whammy
of the Internet changing the game and a god-awful economy. We soldier
on,” said an Editor-in-Chief of an engineering website and magazine.
Even without a clear plan for the future, journalists are confident online media
will figure out a way to monetise. Is this just “stubborn optimism,” as the study
called it, or does online journalism really have a brighter future ahead?

outsourcing: “this issue made in india.”
In May 2009, the alternative local weekly
publications of the New Mass. Media group
in the US, the Hartford Advocate, New Haven
Advocate and Fairﬁeld County Weekly experimented with outsourcing all of their editorial
content to freelance journalists in India.

Immediate reactions of readers ranged
from “this is an interesting, entertaining
and provocative idea” to “some people who
think it’s idiotic,” said New Mass. Media
Group Managing Editor John Adamian in an
interview with Editor & Publisher.

For their first issue, the cover of each paper
was emblazoned with the statement: “Sorry,
we’ve Been Outsourced. This Issue Made
In India.”

According to Adamian, although publishers
were conscious of the risks of outsourcing
local reporting, the experiment was worth
the price. In an explanatory note for online
readers, the staff of the Advocate said the
outsourcing was “not cheap” but that the
“experiment” was worth the “price,” in the
long term campaign for the protection of
traditional journalism values. Ultimately, local
journalists could be reinstated with aplomb.

To make things even clearer to readers,
each article was preceded by the notation, “This article was written by an Indian
freelancer.”
The decision to outsource all content, including local news, entertainment and culture,
sometimes led to peculiar reports. For example, when Nilanjana Bhowmick reported on
the annual Rotary Club Shad bake in Essex,
Connecticut, she commented: “Enjoy shad
the way you feel comfortable. If George
Washington was not daunted by its bones,
why should you? After all, shad is not just
a fish, it’s a celebration of life!”

For some news organisations, however,
outsourcing local reporting has paid off.
When Pasadena.now, a Californian online
local new site, made the controversial decision to hire a body of writers in India, the
site chose to only recruit trained and often
highly experienced journalists.
The Indian writers are “minimum wage

workers,” Pasadena.com Editor James
MacPherson explained in an interview with
the Editors Weblog, and are paid between
$7.50 and $10 for each article, which usually
takes them under an hour to produce.
According to MacPherson, outsourcing writing “has saved our publication. We wouldn’t
be a viable business without it.”

outsourcing ad
production and design
Many newspapers haven’t gone as far as
outsourcing their local coverage, but have
instead subbed out their production and
ad teams.
In November 2009, ImpreMedia, the biggest
Spanish-language newspaper publisher
in the US, announced it would outsource
the design, formatting and production of
its advertisements and editorial pages to
Business News Group (BNG), a publisher
based in Monterrey, Mexico. BNG was to
produce ads and editorial pages for the
ImpreMedia-owned daily La Opinion of Los
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Angeles, and weeklies La Raza of Chicago,
La Prensa of Orlando, El Mensajero of San
Francisco and Rumbo of Houston.
According to ImpreMedia CEO John Paton,
the costs saved by outsourcing will enable
the organisation to focus on the quality of
its journalism.
“This move is consistent with ImpreMedia’s
goal to concentrate resources on content
creation, audience growth and revenue
generation,” said Paton in a statement.
“By shifting these tasks to BNG we reduce
the resources required to produce our publications allowing us to invest in the high
quality journalism which is the hallmark of
our company.”
In July in the UK, the production of the Telegraph’s international weekly newspaper was
outsourced to 7-Day Media, headed by Louis
Jebb, a former journalist at the Spectator and
the Independent in the UK. The Telegraph
didn’t comment on the decision.
In November, Canada’s leading daily newspaper, the Toronto Star, announced company-wide restructuring, which resulted in the
loss of as many as 60 jobs in advertising
and graphics, and 78 jobs in the editorial
department – 20% of the previous 390
editorial staffers. Some of the advertising
positions as well as copy editing jobs were
to be outsourced to India, where the paper
had already moved its circulation jobs.

in Depth

EXPErTs TALK : ouTsourCING, dos ANd doN’Ts
At the 16th World Editors Forum in 2009, newspaper executives and representatives from outsourcing companies set out some guidelines for smart outsourcing
at newspapers.

> For Stella Dawson, Global Editor for Treasury at Reuters,
outsourcing isn’t anything new – for years newspapers have
been outsourcing part of their news and wire production to
news agencies such as Reuters. Faced with new competitors, traditional outsourcers such as Reuters have tried to
deliver more customised solutions to their clients.

Stella Dawson,
Global Editor for
Treasury at Reuters

> Regarding the sometimes more controversial question of
editorial outsourcing, John Spencer, Managing Editor of the
Press Association in the UK, said that it helped but was not a
solution in itself.
“In editorial outsourcing, trust is everything,” he said. The
Press Association, which began its partnership with an
Indian firm over five years ago, has put together a model to
ensure the quality of outsourced work.
John Spencer,
Managing Editor
of the Press
Association
in the UK

In its third quarter figures, Torstar’s newspapers had lost 12.6% in revenue. The
restructuring process was expected to save
the company $34 million.

Every day, the Press Association provides pages of national
and international news to newspapers in the UK and the
deadline for these pages is 8am. The Indian team chooses all
the wire content, designs the pages to style, writes headlines
and places items on the page, starting at 7:30am in India.

To ensure the quality of the feeds, the Press Association has senior executives on site
at all times, managing both workflow and recruiting.
“It’s not a simple solution and I don’t want to give the impression that it is,” Spencer said. If an organisation doesn’t save 30 to 40% of its current costs then “don’t
bother,” Spencer added.
“This is not a discussion about replacing your own editorial teams. Outsourcing is
never intended to replace your own editorial floor,” he said.

> On the other hand, Tony Joseph, CEO and co-founder
of newspaper outsourcing firm Mindworks Global Media,
described the need for editorial outsourcing as “absolutely
essential” in the current economic climate.

“Star readers will be shocked to hear that
core aspects of its daily journalism, that vital
role in our society, are now to be farmed
out, likely to foreign interests,” Maureen
Dawson, the Head of the Star’s union, said
in a statement.
In a memo to staff, Editor-in-Chief Michael
Cooke reaffirmed the economic necessity
for outsourcing the copy-editing desk. “At a
time of unprecedented business nightmares
facing the Star and our industry, and despite
the many operational challenges associated
with outsourcing, we believe there are sound
business reasons for this proposal.”

For example, the news agency works with the International
Herald Tribune to provide the paper’s business section.
Rather than producing the section independently, “We
developed a model whereby we would work together
collaboratively throughout the day,” Dawson explained.

Tony Joseph, CEO
and co-founder of
Mindworks Global
Media

“Up to 75 percent of a news desk’s regular daily editing can
be outsourced, in our experience,” Joesph said. The 25% of
jobs that remain in house is selecting stories, re-writing, and
choosing where they go.

According to him, newspapers should reorganise their newsrooms based on a “three-ring-structure” strategy. The inner
ring consists of the in-house staff of editors and reporters,
while the second ring of production can be outsourced. The
third and outer ring is the community, which can be called upon to contribute local
reporting and observations.
Finally, to make sure that newspapers maintain their editorial quality, Joseph advised
that they adapt a gradual approach to outsourcing. By setting specific goals for each
step of the process, editors and the outsourcing firm can better align their processes.
Joseph predicted that four or five additional international media brands would
announce that they would be outsourcing part of their production to Mindworks in the
first months of 2010.
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Le Figaro:
a case of vertical integration
Interview with Luc de Barochez, Editor-in-Chief of lefigaro.fr,
and Pascal Pouquet, director of New media at Le Figaro.
Exchange with Frédéric sitterlé, founder of sport24 and former
New media director at lefigaro.fr by email.
By Jean yves Chainon, April 26th 2010

Since it was relaunched in 2006, the website of French daily Le
Figaro, lefigaro.fr, has managed to become the leading news site
in France, with about 6 million unique visitors monthly. Lefigaro.fr’s
online properties enjoyed an 11% growth in revenue through 2009,
amounting to close to 20% of the newspaper group’s total revenue.
Interestingly though, Le Figaro didn’t achieve this feat thanks to the
implementation of an integrated newsroom in the traditional sense,
but instead by developing the website internally and relying on the
smart acquisition and development of targeted online properties,
such as its cultural outings and events site, Evene.fr, or its sports
section, Sport24. In February 2010, lefigaro.fr launched a new
three-tiered subscription model, which could potentially serve as
an example for other newspapers seeking to build paywalls.
Three-fold online strategy: advertising, e-commerce, classifieds
Since 2005, the group’s online strategy has consisted of developing
and acquiring online strongholds for five key themes, all related
to Le Figaro’s core values and including general news, business
and financial news (Le Figaro, Journal des ﬁnances, Le Particulier),
culture and entertainment (Figaroscope, Evene.fr, TV Mag), Sports
(Sport24), and women’s fashion and lifestyle with the magazine
Madame Figaro.
“For these five themes we try to be as powerful as possible, so
as to be on the podium and possibly leaders for each” in terms of
audience, said Pascal Pouquet, Director of New Media at Le Figaro
– a goal which Le Figaro has successfully achieved in all five areas.
“This enables us to leverage advertising revenues, because the law
of concentration tends to be strong on the Web,” he said, with the
bulk of ad budgets going to leading sites.
However, “We know that advertising is not sufficient online to
ensure the development of a sustainable business model,” said
Pouquet, a premise which has led to the launch of a paid-for online
subscription model, but also especially to the development of a
cross-platform commercial network. “Lefigaro.fr serves as a funnel
to bring people to our more specialised sites.”
Not only do these niche sites yield more targeted ads and higher
ad revenues, lefigaro.fr has used its various online platforms in an
effort to develop a commercial ecosystem, based on traffic from its
core, news-driven audience. Products include both editorial content,
such as newsletters or particular news items introduced with its

new online subscription system
(see below), and e-commerce.
For example, Figaro acquired
TickeTac.com in 2007, a site
specialised in the sale of theatre
tickets, which receives traffic
from lefigaro.fr readers.

Pascal Pouquet (left),
Director of New Media at
Le Figaro
Luc de Barochez (right),
Editor-in-Chief of lefigaro.fr

Editorially, sharing of content
between the news site and affiliates is done on a case-by-case basis: content produced by Sport24
journalists is almost automatically published on lefigaro.fr’s sports
section, while lefigaro.fr doesn’t carry any content from Evene.
fr, and vice versa. These choices depend on audience targeting
and branding, since not all of its affiliate sites cater to the same
audience as lefigaro.fr.
Finally, and perhaps the biggest reason for lefigaro.fr’s commercial
success – at least in financial terms – the group has established
a very strong position in the online classified market, especially
through its portal AdenClassifieds. Realising early on that classifieds would migrate from print to the Web, Le Figaro launched an
“aggressive strategy” about ten years ago through the development
or acquisition of online sites, said Pouquet. The group focused
particularly on employment and real estate classifieds, with sites
including KelJob.com and ExplorImmo, and has become respectively
first and second in those online markets. Of the group’s 90€ million in revenues generated on the Web in 2008, about two thirds
of these were generated by online classifieds (the remaining third
being about evenly split between advertising and e-commerce).
QuicK Facts

moBILE-rEAdy
Launched during the summer of 2009, Le Figaro’s iPhone
App had already received 600,000 downloads by February
2010.
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New subscription model: user reactions and editorial investment
Paving the way for the introduction of newspaper paywalls on the
Web, Le Figaro has launched a three-tiered subscription system,
different from the metered system of FT.com or the full paywall
of Times.co.uk. 2
CHAP

Although lefigaro.fr implemented new paid-for sections, users
who traditionally browsed the site for free didn’t see the change
as a loss, said Pouquet, since “the goal was to add new services
and content to generate more subscriptions, not to remove the
free content.” By April, more than 100,000 users had registered
to the site’s free ‘Connect’ subscription – though they don’t pay
directly, the information provided by this audience base is valuable
to Le Figaro. Besides, in the first months of operation, few paid
users renounced to the service, illustrating the audience’s positive
inclination for this model, said Pouquet.
In order to offer the extra content and features of the new subscription model (see box for more details), lefigaro.fr created five new
positions, including three journalists involved in the production
of general news, and two Web journalists focused on community
management and interaction. “A significant effort for a newsroom
our size,” said lefigaro.fr Editor-in-Chief, Luc de Barochez. Lefigaro.
fr’s newsroom counts roughly 30 journalists – about 50 staffers in
total across its variety of editorial sites.
In addition to this, lefigaro.fr mobilised print journalists, choosing
them based on their topical expertise, to produce tailored content for
the Web, including a variety of weekly business newsletters available
to paying users – such as a newsletter about the Middle East, one
about politics, another about the economic conjuncture.

QuicK Facts

LEFIGAro.Fr’s THrEE-TIErEd
suBsCrIPTIoN modEL
The website now offers three levels of subscription:
Connect: Free for users, who must register some of their
personal information, and are enabled to receive some email
newsletters and post comments.
Select: about 75% of paid users, 8€ per month, readers can
access features and experts’ opinion pages, as well as 30
articles from the Figaro archives. Users can interact with the
social networks of other users with similar news interests.
An original service also enables users to ask questions
directly to journalists.
Business: about 25% of paid users,15€ per month and targeted to business readers, the offer includes access to 90
archived articles and additional business newsletters. Other
perks include a business-oriented social network and a personal concierge service.

tips anD resources

VIdEo sTudIo As CATALysT oF
INTEGrATIoN
Launched in late 2007, “The video studio has not only served
to produce content, but also as a catalyst for print and online
integration,” said de Barochez. “It helped the print team to
get familiar with the Web.” Among its popular features is Le
Talk, a daily political talk show organised in partnership with
mobile service provider Orange. The print Le Figaro promotes
the next day’s guests, and benefits from content from the
show that can be published in print.
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Newsroom integration: gradual and volunteer-based
While the Figaro’s strategy of vertical integration of online sites has
been successful, it may have partly implied that the print and online
newsroom remain non-integrated – though the general inclination
in the long run is towards newsroom integration. “We’re doing it
very pragmatically. We didn’t define an ideal model and say we
were changing all our processes overnight,” said de Barochez.
For example, “Sport 24 acts as a content producer for lefigaro.fr,”
he said. The team of Sport 24 acts as the website’s sports journalists since lefigaro.fr doesn’t have sports journalists per se. But
the integration of Le Figaro’s print sports journalists and Sport24
remains difficult (see box for more details). How did Le Figaro’s
editors manage to promote print and online integration? “We
circumvented the problem, by working on other convergences,”
said de Barochez, such as the business section or the auto section,
which works for all platforms including the print paper, the Web and
Figaro magazine.
Le Figaro’s policy of integration has thus far remained volunteerbased, supported by early adaptors and a progressive policy of
trial-and-error, encouraging enthusiastic print journalists and training them in digital formats. “There have been few cross-platform
editorial moves, apart from a few exceptions,” said de Barochez, who
himself was previously an editor for Le Figaro’s print edition.
Is this because online journalists tend to be paid less? “It’s not
so much an issue of wages as it is of status,” said de Barochez,
pointing to the fact that the Figaro’s print and online journalists are
currently employed by two different entities, with different contracts.
But this is meant to converge in the long run, he said.
Of the 200 print journalists, about 30 now blog almost daily, and
about 50 more regularly contribute to the Web edition. “You can
choose to see the glass either half-empty or half-full.”
multimedia journalists or specialists?
There are two main issues to take into account with cross-platform
journalism, said de Barochez. First, there’s a difference in the news
flow since print journalists are committed to a daily deadline, while
Web journalists are publishing live content. “This requires different
reflexes and different approaches to the production of news. But it
can be learned.” Besides, this issue is no different than for other
established media such as radio, broadcast or wire services.
The second issue, which is more recent, is multimedia journalism.
Journalists “must be able to produce news on a platform with tools
that include text, photos, audio, video and infographics,” said de
Barochez. “This requires a lot of training for journalists traditionally
used to text only. The transition isn’t especially easy,” he said.
Although Le Figaro’s team is gradually tending to acquire more
multimedia skills, “Print and Web journalism remain two different
jobs, and we don’t ask our journalists to do everything. For example,
video journalism is a job in itself, with a set of specific skills. Not
all journalists are capable of doing it,” said de Barochez.

in Depth

sPorT24 FouNdEr FrÉdÉrIC sITTErLÉ:
sTEP-By-sTEP INTEGrATIoN
WITH LEFIGAro.Fr
According to Frédéric Sitterlé, founder of sports news site
Sport 24 and subsequently (now former) Director of New
Media at Le Figaro, lefigaro.fr’s aim was two-fold when it
acquired the sports site: it enabled lefigaro.fr to establish its
existence in online sports news, and was meant to encourage the rest of the paper’s staff to embrace the Web through
the assimilation of staffers with online skills.
The integration of Sport 24 and lefigaro.fr was made in several steps, said Sitterlé:
• “First was to exist: we established the Sport24 ofﬁces and
Le Figaro’s new media division a few blocks away from (our
main offices) Blvd Haussman, enabling us to exist without
being suffocated by the historical lineage of the print paper.”
• “Then we created bridges: we integrated the main ofﬁces,
in order to avoid being an external entity, too independent
and distant from the group’s core activities.”
• “Finally came dissolution, in order to infuse Web skills
throughout the Figaro’s print staff, which is the process currently taking place.”
Sitterlé identified three main editorial steps that helped lead
the integration of Sport24:
Step 1: Appointing someone from the Web as Editor-in-Chief:
Philippe Mathon, from broadcast website TF1.fr and now
works at lepoint.fr. “He’s the one who built the DNA for the
Figaro’s online news production processes.”
Step 2: Appointing someone from radio as Editor-in-Chief:
Laurent Guimier of Europe 1 (who’s since returned to the
radio station). Although a traditional media, radio is a live and
very reactive platform, like the Web.
Step 3: Appointing someone from the print Figaro as Editorin-Chief: Luc de Barochez, the ultimate goal of this integration.
The biggest challenge during the integration was to preserve
the agility of the start-up, ensuring its ability to adapt to the
quickly changing online environment, while taking advantage
of Le Figaro group’s strengths. Otherwise, said Sitterlé, “The
opposite happens: the start-up remains small and becomes
more complicated like a bigger organisation.”

chApter

niCHe, HyPerLoCAL
And CusTomised:
To eACH reAder His news
section 1:
niche news and the
path to ad dollars

section 2:
A hyperlocal world

5

section 3:
The real birth of
personalised news

That the newspaper industry currently faces one of its biggest structural challenges

as of yet is hardly a secret. That its potential salvation will result from the industry’s effective
adaptation to the digital news environment has also become conventional wisdom. But in these
times of rapid change, when the online advertising dollar struggles to compensate for the
decline in print revenues, how are news organisations to harness the power of the Web?
Know your audience: The Internet has enabled news sites to be able to track and target
their readers with increased efficiency. It also allows publishers to develop niche sites at low
cost, which have proven to be successful for many newspapers.
Community first: Throughout 2009 and 2010, hyperlocal sites continued to boom. These
platforms, which typically enable local readers to contribute reports and ideas, and can
sometimes be translated into print editions, have bolstered newspapers’ presence in local
communities.
Empower your readers: In the Web 3.0 era, it is more important than ever to enable readers
to get the news they want in their preferred format. With the advent of personalised news
platforms and widget-based news sites, many newspaper sites have developed customisation
and personalisation tools for their readers.
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section: 1

niche news
and the path to ad dollars
niche news also suffers from crisis
In past years, as ad revenue at general news
dailies has declined, editors have voiced
their support for more targeted, niche publications as a way to create new ad revenues
or build paywalls at low costs. 2
CHAP

The business rationale is simple: if a news
outlet can produce, especially thanks to the
benefits of online publishing, a low-cost
platform designed for a niche audience,
advertisers will be willing to pay higher
rates for these readers. Reports about niche
media, however, have been contradictory.

unaware of the print edition. “I was pretty
shocked they even had one,” said Bernadette Coh, a 23-year-old reader in the San
Francisco area. “It’s probably best they cut
it out entirely, save some trees. Everyone’s
on the Internet these days, nobody picks
up the newspaper. With things like Twitter, people want everything automatically
through their phones.”

According to Ken Doctor, a newspaper
industry analyst with Outsell Inc. the advertisement pool is small in those areas “and
they’re spending less and moving to cheaper
and more measurable medias, which is
largely the Internet.”

Indeed Gawker Media, the niche blog network headed by Nick Denton, managed to
sustain its business model throughout the
crisis, reporting a 34% traffic increase yearon-year in February 2009. Ad revenues were
also up about 20%. Interestingly, part of
this success may be related to the fact that
Gawker Media slimmed down in 2008 by
selling online properties such as Gridskipper,
Idolator, Wonkette and Consumerist. This
enabled the network to remain profitable
through its high-yield niche blogs such as
Gizmodo: the Gadget Guide and Jezebel:
Celebrity, Sex, Fashion for Women. Gawker
Media’s advertising web page presents its
various titles with links for each that neatly
define its niche by specifying the publication’s objective, audience, brands, traffic,
and geographic distribution.

Indeed, considering The Onion’s relatively
young readership, many readers have
migrated to the Web – sometimes entirely

However, many other niche publications
fared roughly through the crisis. Gay magazine Genre closed in March 2009, putting

In May for example, satirical US paper The
Onion was forced to close its San Francisco
and Los Angeles editions due to deteriorating economics. CEO and President
Steve Hanna said that even if readership
is healthy in both San Francisco and Los
Angeles, “Advertising in both cities has
been abysmal.”

an end to its 15-year run. The New England
Blade and Windy City Times were also forced
to close, while other gay and lesbian publications resorted to staff cuts and reduced their
publication frequency. In November 2009,
The Washington Blade, a 40-year-old gay
newspaper with a circulation of 23,000,
announced it would close its doors due to
bankruptcy (in April 2010 it was announced
it would come back to print).
Several major publications have turned to
wire news services for their reporting and
information as an effort to cut costs while
their ad revenue plunges: before the crisis,
advertisers were investing a lot of money
in gay media in order to target an affluent,
eager-to-shop audience.
The trend was also felt in the UK, where the
Pink Paper, the only national paper in the
UK to cater to a gay readership, suspended
the publication of its print edition in June,
due to the economic downturn.
“In order to ensure that we can continue
providing a service to the LGBT community in future we have taken the decision
now, rather than when the situation has
worsened to a point that we would need to
cease Pink Paper all together,” said Media
Editor Kim Watson.
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“Everyone’s on the Internet these days,
nobody picks up the newspaper. With things like Twitter,
people want everything automatically through their phones.”
The loss of the Pink Paper was a further blow
to ‘minority’ media in the UK: the ‘ethnic’
media has been similarly affected by the
economic slump – as the Afro-Caribbean
newspaper New Nation and the Asian community newspaper Eastern Eye both folded
their printed editions earlier in the year.
As pointed out by Guardian columnist and
human rights campaigner Peter Tatchell, the
closure of niche media can have a detrimental effect on general news outlets. Minority
papers are often instrumental in drawing
attention to stories that are sometimes
ignored by mainstream media. In short,
minority publications serve not only their
dedicated communities, but “are good for
democracy and for journalism,” wrote Tatchell. Moreover, their disappearance reduces
media diversity and pluralism, essential
components for a healthy and representative
press industry.

rough waters for
ethnic media
The State of the News Media 2009 report
found that ethnic papers in the US were
better off than many mainstream American
papers. In March 2009, a study by the
Pew Project for Excellence in Journalism
found that while ethnic media in the US
were generally still thriving, many ethnic
papers had also suffered from the economic crisis.
“Many of our readers don’t have desk jobs,
which means they don’t spend all day in
front of a monitor checking up on websites to
see what the latest news is. And, therefore,
they take the paper into the office, share it
with the people they work with, take it home
at night and share it with their families,” said
Alberto Vourvoulias, Editor of El Diario La
Prensa, the oldest Spanish-language paper
in the US, which has fared well throughout
the crisis.
On the other hand, after almost 30 years
of existence, Houston’s Spanish-language
daily El Día was forced to close in August
2009. El Día had previously provided thousands of the city’s Hispanic residents with

The young readers of
The Onion, which closed
its print editions San
Fransisco and Los Angeles,
are already attuned to the
Web.

news from Houston and Latin America in
equal parts. The newspaper also served
as an important source of information on
immigration and served as a family resource
for the Spanish-speaking community. One
former El Día reporter told 11 News: “It’s
going to be tough for people. It’s going to
be tough [for them] to see what’s going on
around them.”
Other ethnic print newspapers suffered from
the crisis: Hoy and Ming Pao Daily were shut
down, Asian Week and the San Francisco
Bay View went online-only, Siglo21 was
down to publishing weekly, and employees at Ebony and Jet had to reapply for
remaining jobs.
However, there were also a few launches
of foreign-language papers. In April, a new
Spanish-language paper entitled N.Y. Al Dia
launched in New York, sold at 1,800 sales
points in New York for $0.40. A new Spanishlanguage paper called El Tiempo de Boston
was launched by a group of Latino journalists in Boston in November. “We saw that
there was little coverage and information
in other media and we wanted to respond
to the needs of the Latino community,’’
said founding Editor Maximo Torres, 60,
formerly the city Editor of El Mundo in
Boston.
The paper plans to rely entirely on advertising, a risky move in an overcrowded Spanish
news environment. The market has already
witnessed steep drops in advertising revenue
with Alberto Vasallo, Publisher of El Mundo,
confirming a 15% drop in advertising sales
over the last year in his publication.
Torres claims however that El Tiempo is not
about generating a great profit: he and his

12 contributors work as unpaid volunteers
out of their homes and offices and each
have invested money for a total of $5,000,
which helped pay initial printing costs of
about $3,500.
June Carolyn Erlick, publications Director
at the David Rockefeller Center for Latin
American Studies at Harvard University said:
“It seems to me that the present weeklies
have enough challenges in terms of distribution and advertising that you wouldn’t want
to put one more into the mix.’’
According to the Newspaper Association
of America, advertising was down 28%
for newspapers in the US for the first half
of the year. In contrast, a Nielsen study
of multicultural advertising found that ad
spending for Spanish-language media had
also declined year-on-year, but a mere 6%
from July 2008 to July 2009.
“It wasn’t the best moment to come out in
light of the current economy,’’ said Torres,
“but it was the best time for this community
to have another option.’’
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trinity mirror builds niche sites to rally readers
Throughout 2009, Trinity Mirror aggressively
pursued the development of its online newspaper network by building new niche sites.
The Mirror set a target of reaching a total
audience for its collective properties of 24
million unique users by the end of 2010, up
from 16.6 million users across all of its sites
in June 2009, the Guardian reported.
According to the Audit Bureau of Circulations Electronic’s June 2009 more conservative figures, Trinity Mirror’s network
of websites nonetheless enjoyed an 80%
year-on-year growth. The Trinity Mirror
websites attracted 8,693,581 unique users
in June, claiming the highest percentage
of users in the UK, 51.62%, translating as
4,487,510 unique users.
In July, The Daily Mirror in the UK readied
for the launch of a stand-alone website for
its 3am celebrity feature. The site aimed to
compete with popular gossip channels such
as Perez Hilton and TMZ.com, providing
up to the minute celebrity news, photos
and comment. Formerly, the notorious 3am
section inhabited a “celebrity” section in
the British tabloid’s general website. The
creation of a stand-alone site 3am.co.uk
site enabled the Daily Mirror to considerably expand its celebrity-dedicated content
online, in an effort to increase its share in
the digital gossip market.

hedging on sports
and football
In August, the Daily Mirror launched its own
stand-alone football website, in time for
the new season. Football fans can access
a wealth of information on the teams and
players, with focus on a visual, up-to date
experience of the football scene. Video
and audio applications convey live match
reports and press conference broadcasts.
A new ‘Football Spy” application presents
a daily football agenda programme, match
previews and transfer talks. The site also
houses hundreds of thousands of football
images from the 100 year-old archives of
the Mirror Group, which includes papers
such as the People, the Sunday Mirror and
the Daily Mirror.
In January 2010, Trinity Mirror Digital
Content Director Matt Kelly went over the
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BrAZIL’s sPorTs NEWs: A CuLTurAL PHENomENoN
Sports news is a convenient niche for
most newspaper audiences around
the world. But in Brazil, where football is king, some newspapers have
thrived on sports news alone, thanks
to their young readership and newsroom integration.
For example, sports daily LANCE!
reaches over 12 million people
monthly. The newspaper’s audience
is generally young, said Walter de
Mattos, Editor-in-Chief of LANCE!, with 50% of readers aged under 25.
The sports industry in Brazil is quickly growing and focused on football with the
upcoming 2010 World Cup, although the 2016 Olympics in Rio are also attracting a
lot of attention.
“Twelve-year-olds have subscriptions to LANCE!,” de Mattos said, “and teachers
recommend it in schools to boys who are having trouble getting into reading.”
The paper’s newsrooms are based in Rio and Sao Paolo and are fully multimedia,
integrated operations. Integration is a “key success factor” for the paper, said de
Mattos. Everyone works in the same environment, and the production team produces
content for every platform.
Although only 30% of the Brazilian population has online access, there are 165 million
mobile users, out of a total population of 190 million people.
The paper is working on generating mobile revenue, and had more than 100,000 paid
SMS subscribers by the end of 2009. It is also moving into video content and developing applications for smart phones.
And while online, “Brazilians love social networking,” spending more time on it that
in any other countries, de Mattos said. In an effort to harvest this young audience,
LANCENET! has tried to build a Facebook-style football social network.
Walter de Mattos, Editorin-Chief of Lance!

Online, the paper’s
website LANCENET!
has also developed
its web-radio and
web-TV services, with
more than six million
videos streamed from
the site in November
2009.
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arguments that justified the creation of the
dedicated site:
• Considering the Mirror’s already strong
sports section, “there were compelling arguments” to launch a new site in order to
re-engage the user, accentuate the Mirror
brand and align it with football.
• The site gave the opportunity to more
closely integrate print and Web sports journalists, whereas beforehand “the paper journalists never felt like the website belonged
to them,” Kelly said.
• It was crucial for the Mirror to decide on a
unique feature of its football site that would
make it stand out amongst the competition.
The Mirror decided to build a “home to the
greatest football archive of our time.” The
Mirror’s photo archives already counted
more than 16 million football-related pictures. “We thought that we could tap into this
nostalgia of the game,” Kelly said. Building
on top of its existing content, the Mirror
produced “the 20 greatest moments” for the
top 40-supported clubs in the UK, covering
these with both photo and text archives.
• Niche sites such as MirrorFootball
shouldn’t solely rely on archived content,
however, and “news will always be the main
driver of traffic,” Kelly reminded.
Although the details of the business plan
remained elusive, Kelly said the new site
had been successful so far, bringing in a
new audience, including “lots of people
who would never have gone to the Mirror
main site.” And visitors to MirrorFootball
stayed twice as long as those to Mirror.co.uk.
The site has generated revenues through
sponsorships with sports clubs, as well as
by proposing targeted ads to advertisers.
Other original ideas included developing
e-commerce, or making a football quiz
including advertising for cars.
Across the Channel, French daily Le Monde
also launched a dedicated sports news site
in September, featuring a very different
look from the main newspaper site, with
an emphasis on photos and its own navigation bar. Among its innovative features, the
sports page displays an interactive timeline
at the top that enables visitors to pinpoint
news from events within a 10-day period.
Although Le Monde claimed it was not trying to compete with the leading sports site
Léquipe.fr, it hoped to attract visitors and
be considered as the leading second option
for sports news.

Trinity Mirror Digital Content
Director Matt Kelly

global trenDs

oTHEr IdEAs For NICHE:
WEATHEr, soCIAL NETWorKs, CoNsumEr GuIdEs
Newspaper websites around the world have launched a variety of niche websites,
whether to cut the costs of the print edition or simply to build up their online audience.
In May 2009, Australian publisher
Fairfax Digital continued its push
into online niche sites by launching Marineweather.com.au, a site
offering the latest marine news
and weather forecasts across all of
Australia. The site runs alongside
Weatherzone.com.au, which Fairfax had already acquired in 2008.
In June, the Chicago Tribune
launched Chicago Now, a niche
website combining social media,
e-commerce, blogs, news content, and advertorials to “connect Chicagoans through
a network of niche sites.” According to its promotion video, the project aimed to be
“Huffington Post meets Facebook for Chicago.”
Chicago Now served as a replacement for the website of RedEye, the Tribune’s free
daily targeted to a young urban audience. The promotion video also claimed that Chicago Now would offer creative ad solutions and allow advertisers to reach “engaged
and targeted local audiences,” as well as feature the “best bloggers in Chicago in
cutting-edge platforms.” In February 2010, the site boasted more than 200 local
blogs “on every topic imaginable.”
In October, the Financial Times launched an online edition of How To Spend It, the
glossy supplement that appears alongside the print edition 28 times a year. Launch
sponsors for the standalone site
included top-end brands such as
Rolex, Krug and Harry Winston.
The content of the magazine has
been replicated on the site in
a suitably stylish digital format
thanks to its design partner,
Razorfish. Gillian de Bono, now
print and online Editor of the
magazine, said:
“We want to establish the brand
as the benchmark for luxury lifestyle websites too. To this end, the print and online
operations are fully integrated, produced and edited by a single in-house team using
the same top tier writers, photographers and illustrators. The site will feature largerformat ads to appeal to luxury advertisers.”
The launch was met with some criticism in media circles, in light of the current economic climate. But despite the recession, business titles continue to chase luxuryadvertising revenues: in 2008 the Wall Street Journal launched WSJ, an international,
large-format glossy magazine covering finance to fashion. The Economist also publishes a quarterly lifestyle magazine called Intelligent Life.
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scientific journalism declines, uniVersities mobilise
During the summer of 2009, an article in
US weekly The Nation by Chris Mooney
and Sheril Kirshenbaum bemoaned the
dwindling expertise of science journalists
in the US.

“The problem with the decline of science
journalism,” wrote Mooney and Kirshenbaum, “is not just that there is less attention
overall to science; it’s that the remaining
science coverage is less illuminating.”
This point of view had been expressed by
Doreen Weisenhaus, associate professor at
the Journalistic and Media Studies Centre
at the University of Hong Kong, in light of
the poor quality coverage during the swine
flu outbreak, especially in Asia.
“Journalists are always in search of the
dramatic and the new. When it comes to
science, however, this can lead them to
pounce on each ‘hot’ new result, even if
that finding contradicts the last hot result or
is soon overturned by a subsequent study,”
said the article in the Nation.
As have many other niche areas though,
science journalism is flourishing on the Web.
According to Mooney and Kirshenbaum,
there are at least 1,000 science blogs online.
Still, the threats to democracy remain, as
readers of these blogs are often specialists – with the general public remaining
uninformed.
In response to such threats, thirty-five top
universities in the US announced in September the launch of a website, Futurity,
where they would directly post their scientific discoveries and make them available
to online news sites.
The founding universities included Duke,
Stanford and the University of Rochester.
Prompted by the evolution of information
sharing through blogs and social media sites,
as well as concern over the decline in science

photo Sarah Felicity

photo Gretchen Mathison

Scientific journalism flourished after World
War II, based on the idea that “translating scientific knowledge into a form that
everyone could understand would help
forge a more enlightened citizenry and,
ultimately, a stronger democracy,” wrote
the journalists.

Sheril Kirshenbaum (left)
and Chris Mooney (right),
authors of Unscientiﬁc
America

QuicK Facts

uN-NICHING: WSJ BEComING GENErAL NEWs dAILy?
Ever since Rupert Murdoch’s acquisition of Dow Jones and the Wall Street Journal,
reports have observed changes in the editorial direction of the WSJ.
The Journal unveiled a weekly arts-and-culture section focused on New York City in
early 2010. Coupled with the introduction of daily sports coverage in March 2009, it
seems the financial paper is looking to move more into the general interest sphere, in
an effort to compete with the New York Times.
Murdoch commented explicitly that a culture section could pluck readers from the
Times. One unnamed WSJ staffer quoted by the Observer, commented otherwise:
“I don’t think of it being an anti-Times thing. They want this to be a general-interest
paper as well as a business paper.”
According to Pia Catton, the former culture editor of The New York Sun, “The Journal
is making a very smart decision by focusing on New York.”
“The Times has gone wrong by covering arts nationally and casting the net so wide
that they aren’t focused on New York anymore.”
“The ad side thought they could sell ads on a local New York basis, given the Broadway scene and the arts scene overall,” a WSJ staffer told the Observer.

and research coverage in traditional news
outlets, Futurity aims to become a resource
for news organisations internationally.
Some have, however, voiced concerns over
the difference between scientific journalism and scientific writing. The Mercury
News quoted Charlie Petit, a former science
reporter, who said that university news
releases are “completely absent of scepticism and or the investigative side.”
But at a time when most newsrooms are
shrinking their budgets, and doing away

with their science sections and reporters,
Futurity may well become one of the few
remaining available and knowledgeable
news resources about science.
According to the Mercury News, fewer than
20 US newspapers now have a science
section, down from 150 twenty years ago,
and those that remain are often dominated
by health and lifestyle coverage. CNN cut
its science, space and technology unit in
2008, and in March 2009 the Boston Globe
abandoned its Health/Science section.
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A hyperlocal world
hyperlocal flourishes, uncertainty remains
In November 2009, MediaGuardian writer
Mercedez Bunz summed up the year’s rising
trend in the US news media market with a
single word: Local. Illustrating the growing trend of hyperlocal journalism, some
veteran newspaper editors have even left
their jobs to head such projects, including
Bart Brouwers, former Editor-in-Chief of
Sp!ts in the Netherlands (see box).
“The future of journalism is digital and
hyperlocal,” said Brouwers.
Throughout 2009, an array of hyperlocal
ventures continued to flourish in the US.
To name only a few, AOL CEO Tim Armstrong announced plans to ‘digitise’ towns
and serve community interests, using the
Patch.com hyperlocal network it purchased
in 2008 (see below). “Patch will go into
stores, photograph everything and even
tell consumers how many parking spaces
there are,” Armstrong said.
Earlier, in April 2009, Guardian blogger Roy
Greenslade had advocated the need for
more hyperlocal focus in order to help out
the struggling newspaper industry in the
UK. According to Greenslade, while several
start-ups in the US have been at the cuttingedge of hyperlocal innovation, citing Everyblock, Patch, and Outside.in, “This hasn’t
got much traction in Britain yet.”
Greenslade suggested that mainstream
publishers invest in hyperlocal start-ups and
tools – as both a means to cut costs and
produce extra content. “If they really want to
find a way of doing more than cutting costs,
they might think about backing initiatives
that offer a genuinely new gateway to a
different digital journalistic future.”
However, as noted in a New York Times
article, several of these hyperlocal startups have had difficulty finding a sustainable business model – sometimes partly
because of the niche nature of their audience. The shuttering of the Washington
Post’s hyperlocal site LoudounExtra.com
could point to the progress that has yet
to be made to find a sustainable business model.

global trenDs

THE FuTurE oF JourNALIsm Is HyPErLoCAL
Bart Brouwers, who became Managing Editor of the Telegraaf Media
Group’s digital network of hyperlocal sites in the Netherlands, has been
leading the company’s effort to build community-based journalism.
One of the ideas for the hyperlocal network is to enable local bloggers and users
to continuously contribute and build upon journalists’ articles. “Every journalist
must be aware that there will always be more knowledge out there than he
could have found on his own, it’s just a matter of finding the right people.”
As for advertising, it could prove particularly appealing to local governments and
businesses. Brouwers suggested an advertising model similar to that of online
news network True/
Slant, where ads
Bart Brouwers,
are written in a blog
Managing Editor of
the Telegraaf Media
style with additional
Group’s digital network
thematically relevant
of hyperlocal sites in
information, but are
the Netherlands
clearly labelled distinctly
from editorial content.

global trenDs

POLITICO oWNEr GETs HyPErLoCAL
Jim Vandehei, Executive Editor of online-mostly newspaper Politico, has oft said that
general news dailies should find a niche and focus on building their local audience.
The strategy has been effective so far, with the Politico posting a profit in 2009 and
boasting about 6.7 million unique visitors per month: so much so that Politico owner
Allbritton Communication is planning for the 2010 launch of a new online platform to
cover local Washington news. The site will be headed by former WashingtonPost.com
Executive Editor Jim Brady. Publisher
Robert Allbritton said the website “will
harness the power of the Web, social
media and new technology to connect
Washingtonians with each other and
with the information that matters most
in their family, civic and work lives.”
The site will merge the current WJLA.
com and News8.net, with a start-up
staff of more than 50 people fully dedicated to local news.
“The goal is to build a Web-based local
news site that can become for local
news what Politico’s become for political junkies,” said Brady.
“You need to be a first stop, because
it’s a complete report on what’s happening locally. Whether it’s something
we produced, or something somebody
else produced, this is your go-to place for local news.
“On top of that, you want to take advantage of technology that the Web offers in
terms of delivering content to people that’s geographically relevant,” Brady said.
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An analysis in the September issue of Fast
Company in the US also examined the viability of the hyperlocal model. On one hand,
some claim that local advertising is a $100
billion industry and that the online ad market
alone is predicted to grow 5.4 %to $13.3
billion in 2009. On the other hand, hyperlocal
news stories aren’t generally very appealing
to advertisers. How then can such niche
sites hope to post a profit?
“When you slice further and further down,
you get smaller and smaller audiences.
Advertisers want that kind of targeting, but
they also want to reach more people, so
there’s a paradox,” said Greg Sterling, an
analyst quoted in the New York Times.

blurring hyperlocal and
citizen journalism
The advent of hyperlocal news sites, whether
launched by traditional media or not, is
related in many ways to citizen journalism.
When covering a community at such a local
level, a well-informed citizen may be more
knowledgeable – and less costly – than a
professional journalist. 7
CHAP

tips anD resources

EVEryBLoCK oPENs sourCE CodE
During the summer of 2009, hyperlocal website EveryBlock.com, founded by Knight
Challenge recipient Adrian Holovaty, made its source code available to all developers.
The “geocoding” technology could allow more newsrooms to sort online articles by
location and developing hyperlocal news services.
EveryBlock has proved to be an interesting source of news for both papers and citizens, expanding to 15 cities since its launch in January 2008. Several newspapers,
including The New York Times and Chicago Tribune, even teamed up with the site to
help citizens follow political news coverage about their neighbourhood. Other newspapers, such as The Indianapolis Star, tried to implement their own version of the service.
“The EveryBlock revenue model would play into building local economies perfectly
as well, by helping disseminate more localised advertising,” said Tei Gordon, a Japan
market entry and strategy consultant.
The source code allows news seekers to find hyperlocal information by entering the
relevant zip code, street or neighbourhood address and presenting an array of locality-specific news ranging from crime stories to restaurant inspections.
Shortly after EveryBlock opened its source code, it had already been translated onto
a Google application server, and database programmers from a range of US productions, such as the Los Angeles Times, expressed their interest in adopting the code.
The St. Petersburg Times in Florida already has the wiki functioning for eventual use
as an internal development tool.
The release of the code means that EveryBlock-type hyperlocal sites could proliferate
internationally, saving news publishers valuable programming and development costs.
In August, MSNBC.com announced the purchase of EveryBlock. MSNBC.com President Charlie Tillinghast told Advertising Age the acquisition made sense because it
would not be feasible for the news site to hire its own reporters in every local news
market. However, Tillinghast considered EveryBlock more as a complement to local
T IN
news rather than a direct competitor. see 09

However, many traditional news organisations still believe it important to maintain
journalistic oversight over their hyperlocal
publications. “One hurdle is the need for
reliable, quality content. The information on
many of these sites can still appear woefully
incomplete,” reported the Times, analysing
the strengths and weaknesses of hyperlocal
start-ups such as Outside.in.
The company, based in Brooklyn, merely
aggregates articles and blog posts and
scans them based on geo-tagging algorithms (see article below). “They rely on
pulling data from other sources, so they
really can’t function if news organisations
disappear,” said Steve Outing, media analyst at Editor & Publisher Online.
“We, journalists and publishers, still have
to break out from the traditional straitjacket
in which ‘professionals’ decide on what is
news and what is not,” said Greenslade,
although he acknowledged that, “Certainly, given their (supposed) commitment
to hyperlocality, they should be assigning
their reporters to a mentoring role within
their communities, seeking out and training
people willing to supply content.”

global trenDs

HyPErLoCAL INNoVATIoN rEWArdEd
By KNIGHT FouNdATIoN
In 2009, eight hyperlocal community projects in the US were rewarded as the Knight
Foundation New Voices winners, with a prize of $25,000 in start-up funding over the
next two years.
According to Gary Kebbel, Knight’s journalism program officer, learning from such
hyperlocal projects “is all the more important in light of newspaper closings across
the country.” The news business “is in a difficult time period right now, between
what was and what will be,” said Kebbel.
“Our democracy is based upon geography, and we
believe local information is such a core need for
our democracy to survive.”
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“Advertisers want that kind of targeting,
but they also want to reach more people,
so there’s a paradox…”
hyperlocal oVerKill in new jersey
In March 2009, The New York Times
launched a network of hyperlocal news
sites in New Jersey and in Brooklyn, dubbed
The Local.
The site content is produced by a network
of local citizen journalists overseen by a
single NYT staff member and covers five
communities in New Jersey and Brooklyn.
The move coincided with the increasing
number of blogs on nytimes.com, and its
recent collaboration with citizen journalist
site Everyblock.
Speaking to Editor & Publisher, Editor of
digital initiatives at the NYT Jim Schachter,
said that the role of the NYT staffers in
charge of the sites (Tina Kelley for New
Jersey, and Andy Newman for Brooklyn) is
to “instigate people in their communities
to do their own reporting and contribute
their own creativity to the community we
are trying to build online.”
Although Schachter said the Times didn’t
expect its citizen journalists to produce the
paper’s standard journalism, the role of
the NYT reporters is to monitor and guide
contributors in their reports. The Local will
serve as an experiment to see if there is a
“new kind of journalism we can be part of,”
said Schachter.
At the same time, NBC launched its own
hyperlocal service, New York Nonstop, a
24-hour news channel that aims to provide
residents with an alternative take on the
news. In an email from WNBC-4’s manager
Michael Horowicz, staffers were warned that
their pieces “should not look like traditional
news pieces... if it looks like a newscast
we’re dead.”
However, Local and NBC’s Nonstop came
into a crowded hyperlocal market, especially in the community of Maplewood, New
Jersey, where there were already three
blogs covering local news, including MapleWoodian.com, launched by Senior Editor of
Editor & Publisher Joe Strupp.

QuicK Facts

NYT CoLLABorATEs WITH JourNALIsm sTudENTs For
HyPErLoCAL sITE
In February 2010, nytimes.com announced it would be collaborating with New
York University journalism students to launch a local community site covering
New York City’s East Village area by autumn. Students from NYU’s Arthur L. Carter
Journalism Institute are to develop The Local East Village site on NYTimes.com and
Richard G. Jones, a former New York Times reporter, serves as Editor of the site.
New York Times Deputy Metropolitan Editor Mary Ann Giordano is also involved
in coordinating editorial content, which encourages community contributions.
“We want to continue to expand our network of collaborations, in the New York
area and across the country, through associations with individuals, companies
and institutions that share our values - foremost, increasing the volume and
scope of quality journalism about issues that matter,” said Jim Schachter,
Editor of digital initiatives at the New York Times, in a press release.

“Our little 23,000-population township has
expanded from one non-news site to four
mixing news and opinion,” said Strupp.
He said that the surge in local coverage
came as a surprise to the small town but
that residents were getting used to the
new offerings. “Some now ask reporters
at school board meetings or community
events to identify which site they represent. Others admit being overwhelmed by
the new daily outlets, and remain unsure
which to trust.”
Township officials and others who were
used to dealing with one weekly paper
now face three daily news sites’ ques-

tions and editorials. Since the arrival of
the competition, Jamie Ross, who started
the township’s first blog the Maplewood
Online in 1997, has stepped it up with a
news column and a Maplewood Dispatch.
Adam Bulger, a reporter for another site, the
Maplewood Patch, admits to receiving less
attention from township officials than the
Times. “They are probably calling the New
York Times back first,” he says.
The two local print publications, the StarLedger and the News-Record, are so far
refraining from participating in the hyperlocal
frenzy in Maplewood. Managing Editor of
the Record Katherine Paster said the paper
would continue to publish weekly updates.
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The case of Maplewood will be interesting to
follow, as the township was ‘hit’ with three
new hyperlocal sites at once, while in many
other US towns hyperlocal coverage remains
limited. The pre-existing Maplewood blogs
could compete with the NYT and impede
its experiment with local news coverage
and local advertising, especially since the
Times, like the amateur sites, uses citizen
journalists to cover local stories. However,
perhaps the NYT brand name and the guidance of the Times’ journalist will give the
Local’s blog a professional edge and more
credibility over the others.
Will Maplewood’s news scene be able to
sustain all four blogs?

manhattan hyperlocal
niche publishing thrives
In New York, hyperlocal publishing continued
to thrive throughout 2009. Publisher Manhattan Media defied industry trends, with a
fivefold increase in revenue since 2002.
Its secret? The company runs several hyperlocal publications, which cater to niche
interests in the New York market, including
free local weeklies Our Town and The West
Side Spirit, as well as glossies such as
Upper East Side society magazine Avenue,
totalling more than a dozen publications
and accompanying websites.
The company also owns and runs a variety
of events, including the Antiques and Art
show. But newspapers are still Manhattan
Media’s preferred asset, finishing the year
up 12% in advertising revenue, while overall
revenue is stable.
However, the publisher had to cut pay across
the company at the end of last year, and close
Harvard alumni magazine 02138 when the
recession hit. Although Manhattan Media’s
online business still isn’t sustainable, its
continued growth illustrates the potential
benefits of a hyperlocal model.

in Depth

NYT’s THE LoCAL: sErIous sTEPs INTo CITIZEN
JourNALIsm
The Local, the New York Times’ online section dedicated to all things communitybased, serves as a laboratory for the Times to experiment with hyperlocal news and
citizen journalism.
Assignments for potential citizen journalists are posted on the website, alongside
instructions and relevant information. To sign up, enthusiasts just have to express
their interest on the site, and wait to receive further ‘training’ and directions.
The logistics of the project are managed by an online ‘virtual assignment desk’. Interaction with local readers is two-fold, with the first option, ‘be the journalist’, listing
the events up for grabs by citizen journalist, while the second option, ‘assign the
journalist,’ is a tip box in which users are invited to post their tips and suggestions for
stories in the community worthy of attention.
The Local content is generated both by residents in the community and NYT journalists. But the Times insists that the delegation of reporting roles, using the ‘virtual
assignment desk,’ makes The Local a “true collaboration with the community and
helps to get a lot more stuff of neighbourhood importance up on the blog.”
Despite the celebration of citizen journalism when prestigious publications such as
the NYT indulge in such practices, some critics remain concerned about the standards and reliability of reporting of citizen journalists.

95

PAGe

uK: newspapers join hyperlocal craZe
It seems British newspapers heard Roy
Greenslade’s call for more hyperlocal ventures, because a flurry of UK publications
– especially regional ones – rolled out
community-driven websites during 2009.
The number of new initiatives illustrated
the different approaches of publishers’
to user-generated content, from almost
entirely citizen-produced content to contributors closely working with professional
journalists.
Newsquest jumped on the bandwagon by
launching hyperlocal websites for seven
of its publications in the West Midlands in
April. Participating newspapers, including
The Shuttle, recruited citizen journalists
to contribute local news from their area.
Clive Joyce, Digital Editorial Development
Manager for Newsquest, said: “It is also an
opportunity for smaller businesses based in
our rural communities to promote themselves with targeted messages on our
hyperlocal sections”.
Jo Wadsworth, Editor of the Newsquestowned Brighton Argus, challenged Roy
Greenslade to “put [his] hyperlocal money
where [his] hyperlocal mouth is.” As a result,
the Argus launched its 11th community page
– covering Kemp Town and boasting none
other than Greenslade himself as its community reporter. Shortly after, the CN Group,
which publishes the Cumberland News, also
created 20 hyperlocal sites.
In 2008, Trinity Mirror had also engaged in a
company-wide redesign for its local newspaper sites, with focus on providing hyperlocal news. Trinity Mirror pursued that aim by
launching LocalMole.co.uk in April 2009, a
local business directory implemented on all
of the Mirror’s websites. According to Trinity
Mirror, LocalMole.co.uk already lists some
1.8 million companies. Chris Bunyan, the
Digital Director of Trinity Mirror Regionals,
said, “in the next year you will start to see
a revolution in the [advertising packages]
regional newspapers sell online”.
In June, publishers of the Yorkshire Evening
Post and KM Group set out to launch several
hyperlocal sites for the communities surrounding Leeds and in Kent, respectively.
The Yorkshire Evening Post introduced 20
sites for the Leeds region containing news,

tips anD resources

5 TIPs For A suCCEssFuL HyPErLoCAL sITE
In July 2009, Michelle Ferrier, the former managing director of the development team
of the hyperlocal community site, MyTopiaCafe.com, lamented the failure of the Daytona Beach News-Journal’s hyperlocal initiative. She maintains that hyperlocal news
coverage shouldn’t be the result of drastic cost-cutting attempts.
Ferrier offered the following guidelines for the successful building of a hyperlocal site:
1. Skilled staff is imperative – a functioning site requires the input of both content
and technological minds. Contributors need to be dedicated to the cause and integrated within the larger organisation.
2. At the start, a small, niche focus has more chance of success and gives room for
expansion. Communities take time and research to develop. Operations and scope
should develop with revenue.
3. A realistic approach to the costs and time restrictions should drive all new projects,
“as for legacy media, there’s too much overhead weighing down the profit margins to
turn red into black in the short term” Ferrier warned.
4. Hyperlocal is still a relatively untested adventure in the eyes of advertisers. To
encourage advertisers to take the plunge, a sales team is crucial.
5. Print is still influential and desired. Hyperlocal projects should roll out print editions
to develop multiple revenue streams and reach as many people within the designated
community as possible.
Despite the premature closure of MyTopiaCafe.com, Ferrier maintained that the site
served the initial purposes of a hyperlocal initiative. It was accessed by non-subscribers and served as a platform for residents eager to familiarise themselves with their
community and importantly, the newspaper.

in Depth

GUARDIAN ForAys INTo HyPErLoCAL
In October 2009, the Guardian called for local bloggers in Leeds to apply for a
freelance position to help with local coverage. “Guardian Local is a small-scale
experimental approach to local newsgathering. We are focusing on three politically
engaged cities and we expect to launch in early 2010,” said Emily Bell, the Director of
digital development at Guardian News & Media.
The news project was initially launched in three cities, Leeds, Cardiff and Edinburgh,
and will expand if successful. The job description stated: “The successful candidate
will be a confident blogger, know their yelps from their tweets, have a passion for
local news and understand how to build relationships with the local community.”
Sarah Hartley, the Guardian Local Launch Editor, said: “While researching
developments at the grassroots of community journalism, I’ve been impressed by the
range and depth of coverage from local websites and blogs. This experimental project
reflects both the shifting nature of journalism and the reality on the ground.”
The Guardian will surely be looking to expand its hyperlocal initiatives, in light of
the efforts by other UK regional news publishers and increased competition from
pure-players. Just a week earlier, local news and blog aggregator Fwix had launched
in 12 UK cities.
“It makes me worry about all of those public authorities and courts which will in future
operate without any kind of systematic public scrutiny,” the Guardian’s Editor-in-Chief,
Alan Rusbridger, had previously said.
“This bit of journalism is going to have to be done by somebody,” Rusbridger stressed.
So why not a blogger from Leeds?
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information, sports and entertainment, as
well as multimedia coverage.
Meanwhile, KM Group set up the site SittingbourneMessenger.co.uk to serve Sittingbourne and the surrounding villages. The site
carries content from the subscription-based
Sittingbourne Messenger as well as the free
Sittingbourne Extra titles. KM Group already
operated 13 other websites, several of which
offer community-specific news.
In July, Associated Northcliffe Digital prepared for the launch of 50 hyperlocal sites,
with the particularity that all community
members could write and upload content.
The sites are targeted at towns with fewer
than 50,000 inhabitants who don’t yet have
an online news portal to call their own.
With a community manager at the helm to
organise and produce content, each site
consists of news stories and discussion
groups under the tag line “Your place. Your
people.” To highlight local enterprises, the
sites also feature business directories.
Newsquest pursued its hyperlocal campaign
with the Northern Echo in September and
the roll-out of new community websites in
the North East, along with the hiring of 30
non-journalists to provide content.
Citizen journalists were trained in taking
photos, structuring a story, and how to use
the newspaper’s content management system to upload their work. Each contributor
is expected to produce an average of three
stories per week. Although a Northern Echo
reporter oversees each citizen journalist,
editors stressed the independence of the
contributors in finding their own style.
As newspapers increasingly delve into
hyperlocal journalism and rely on contributions from the community, whether it’s
the approach of The New York Times’ blog
The Local inviting community members to
contribute through its “virtual assignment
desk,” or NorthCliffe’s sites open to all usergenerated reports, or the Northern Echo’s
closely monitored and trained citizen journalists, it remains to be seen which model
will best serve the readers and the paper
– both editorially and commercially.

QuicK Facts

uK: msN GoEs LoCAL
In July 2009, Microsoft news and entertainment portal MSN entered talks with local
UK newspapers to provide content for its hyperlocal feeds on the recently launched
MSN Local.
“Hyperlocal news online has never been more important and we think this is a really
interesting growth area,” declared Peter Bale, Executive Producer of MSN.
Initially, MSN Local let users search for real estate, crime statistics and political information by postal code, with the information tagged to interactive maps. The partnership with local papers would add news to the mix.
Bale indicated that it is possible MSN will pay newspapers that contribute articles, or
some sort of agreement could be made to help drive traffic to the papers’ own sites.
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“I think what journalism needs
is 10,000 different start-ups…”

pure-players: future of hyperlocal news?
While newspapers are beginning to rush
into the hyperlocal market, a number of
pure-player hyperlocal outlets have already
emerged. Will this new generation of leaner
online news outlets, comprising both citizen
journalists and professionals, ever come to
replace the daily newspaper?
These new forms of journalism have come
with their detractors. According to John
Nichols and Robert W. McChesney writing
in The Nation, these hyperlocal websites
won’t last, many being temporary fixes
that started out with large grants to fund
them. They argue many will follow the route
of BackFence, a much touted hyperlocal
venture that closed in 2007 after failing to
find a viable business model.
But, as said Jane Mc Donnell, Executive
Director of the Online News Association:
“That raises all the natural questions about
how valuable the news is going to be – how
credible it’s going to be. I kind of think that
argument is moot at this point because it’s
happening.”
Some pure-player local news sites have
indeed carved their share into the news
market, such as VoiceOfSanDiego.com,
a non-profit, online-only publication
focusing on investigative reporting for
the San Diego area.
“We don’t cover anything unless it’s squarely
about San Diego, even national trend stories
and stuff like that, we tend to steer away
from,” said Andy Donohue, Editor of VoiceOfSanDiego.com, and one of many who
argue the future of online newspapers is in
creating a focused beat, as well as niche or
hyperlocal media sites.
“Especially the way things are going right
now on the Internet, you’ve got to be really
focused on doing something really well – and
if you try to spread yourself too thin, you’re
not doing anything well,” said Donohue.
Many hyperlocal entrepreneurs remain
confident and the sites have continued to

flourish. “I am optimistic about the future of
journalism provided that we have lots and
lots of different start-ups,” said David Cohn,
founder of Spot.Us, an investigative story
gathering site for the San Francisco area.
“I think what journalism needs is 10,000
different start-ups.”

patch: expanding in
the empire state
In October 2009, AOL-backed Patch.com
announced plans to expand into New York
State, with eleven new sites in Long Island
and Westchester County scheduled for
launch in the next three months. These
came in addition to twelve community sites
in New Jersey and Connecticut, and two
other recent launches in Livingston, NJ and
Ridgefield, CT.
Patch aims to provide local news coupled
with information about local events, local
businesses and more, to become a one-stop
shop for the community’s readers. Each
site has one professional journalist/editor

who is based in or near the community
and whose work is supplemented by that
of local contributors.
The management team is based in New
York City and media experts Phil Meyer and
Jeff Jarvis comprise the editorial advisory
board.
“Launching in New York is a major milestone for Patch and we are very happy to
enter our third state and one of the most
exciting media markets in the US,” said
Warren Webster, President of Patch, in a
press release.
“At a time when more and more outlets
are charging for online content, our users
have free access to professionally written
news and directory information. We know
that residents of Long Island and Westchester County will value all that Patch has to
offer, as do our current users in New Jersey
and Connecticut.” Long Island-based daily
Newsday had just announced that it was to
start charging its readers a considerable fee
for access to its online content.
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newspapers team with start-ups for hyperlocal tools
Miami Herald’s
hyperlocal hybrid
Apart from punctual collaboration between
newspapers and hyperlocal pure-players,
such as when EveryBlock teamed with
the New York Times and Chicago Tribune,
there had been relatively few examples of
partnerships. But in these difficult times for
the newspaper industry, both start-ups and
newspapers have found it useful to team
up for hyperlocal coverage.
In November 2009, Editor & Publisher reported
on the upcoming launch of a set of five community websites by the Miami Herald. Rick
Hirsch, Senior Editor for multimedia said the
websites would be run by local residents or
organisations: “We’ve created a platform
through which we can give a partner control
over a neighbourhood section,” he said.
The partnership will see content shared
between the publications and will also sell
limited advertising space in order to generate some income: “They can use our content
management system and publish photos,
stories, have community forums and have
control over advertising inventory. And they
keep what they sell,” said Hirsch.
Herald Editor Anders Gyllenhaal said the
websites are another way for the paper to
offer local coverage during these cost-cutting times. “We provide the Web framework
and the forum and they provide the news
and the advertising,” he explained. “We hope
to fill in our whole territory, but this starts
with some small slices of it.”
“Each site can be different and developed in
their own way,” Gyllenhaal said. “It will be
a lot of things happening at the community
neighbourhood level that don’t make it into
the paper.”
Hirsch said the network could potentially
grow to be as large as 150 community sites,
all within the Herald circulation area.
In April, real estate website Zillow offered
to lend its real estate search engine to
local news sites, an operation than enabled
both to share revenue produced with the
newspapers while extending its reach into
local markets.

“Real estate is the most local product there
is,” said Spencer Rascoff, Chief Operating
Officer of Zillow.com:

Miami Herald Editor
Anders Gyllenhaal (left)
Rick Hirsch, Senior Editor
for multimedia (right)

“It would take us decades to build those
local relationships. Rather than starting
from scratch, we’re partnering with someone who has distribution, but don’t have
the product.”
Also taking advantage of the market for local
news is MySpace. The News Corp-owned
social networking site unveiled MySpace
Local in early 2009, which features business listings for local businesses sorted
into ‘city hubs.’

outside.in: hyperlocal
platform for publishers
Another hyperlocal player has created a significant amount of buzz. In June 2009, Outside.in launched the beta version of ‘Outside.
in for Publishers,’ a product which enables
partnering publishers to receive hyperlocal
feeds based on the neighbourhood.
Self-described as a “flexible, self-service
platform that allows anyone to easily create hundreds or thousands of new high-

quality pages for their site, each focused
on a hyperlocal neighborhood with targeted
advertising inventory,” the goal of Outside.
in for Publishers is to put local bloggers in
direct relation with local publishers.
Based in Brooklyn, NY, Outside.in narrows
down local news, crime reports and even
Twitter feeds to specific neighbourhoods
and blocks: the geo toolkit provides tools
such as maps, widgets (often in the form
of event countdowns, daily weather, etc.)
and other stats.
By June, Outside.in counted a total number
of 35,312 towns and neighbourhoods in its
aggregation database.
In December, news broadcaster CNN
invested in Outside.in, as part of the site’s
$7million series B funding round. CNN

99

PAGe

expected to begin displaying feeds from
the revamped Outside.in by early 2010, in
an attempt to customise news feeds for
readers based on their location.
The move could also be seen as a response
to MSNBC.com’s purchase of EveryBlock
during the summer. Other investors included
Union Square Ventures, Betaworks, and the
New York City Investment Fund.
CEO Mark Josephson said in an interview
with paidContent that the company is “going
to continue to evolve so that more publishers can do more things with all the data we
aggregate and organise. We’re going to do
more things for local bloggers to drive more
traffic and help them build their business and
we are going to continue to evolve our core
site so that people can get more answers
about what’s going on right around them.”

global trenDs

NoT INTErEsTEd IN HyPErLoCAL? dELoCALIZE
Some newspaper brands have sought to go the other way from hyperlocal content,
instead launching international editions abroad or foreign-language editions.
In December 2009, the Wall Street Journal launched its Japanese-language website,
Japan.WSJ.com. The site offers Japanese translation of English WSJ articles as well
as content from other Dow Jones publications.
The site follows up on Chinese.WSJ.com, which was launched in 2002 and boasts
600,000 registered users, making it number six of the top 10 business and finance
sites in China – and the only foreign site in the list.
The launch of the Japanese site followed a distribution deal in February with the
Yomiuri Shimbun to print a Japanese-language edition of the WSJ paper.
In comparison to the US, where readership numbers have slipped 15% over the past
decade, the five big national dailies in Japan have only seen a drop of 3.2%, and the
average household still subscribes to more than one newspaper.

newsgarden
Founded by Glenn Thomas, Samuel Wan and
Mark Briggs, Serra Media is a Seattle-based
web technology company that develops
interactive projects for news sites and creates software for media companies.
In 2008, the company launched Newsgarden, “a map-based web application that
filters the location of recent news items, blog
posts and other information available on the
web down to the neighbourhood level.”
News sites can purchase the application,
which displays a Google map with plotted
points, to allow readers access to geographically targeted content – stories, photos,
links, video – from both the news staff and
also other readers.
Newsgarden allows publications to geotag content within their pre-existing websites. Serra Media assures publishers that
Newsgarden “helps you grow your audience
while publishing more hyperlocal news
without hiring any more staff. Plus, you’ll
be creating new markets to tap into for
new revenue.”
Three Washington city newspapers have
already implemented Newsgarden, including the Bellingham Herald, the Olympian
and the Peninsula Gateway, as well as
the Iowa-based company Gazette Communications Inc.

Mark Briggs, founder of Serra Media

Newsgarden comes with a built-in advertising network called MicromarketAds, which
enables local advertisers to place ads themselves, using the map to geotarget specific
locations and content.
Serra Media executives were also planning
on the launch of a variety of other userfriendly tools.

“We’ve just launched WhereToGo, a way
to discover and share restaurants, cafes,
bars, attractions, and much more,” said
Briggs. “We’re also launching TownLuxe
to let shoppers browse trends, find sales
and share tips.”

section: 3

The real birth
of personalised news
salVation in the indiViduated newspaper?
Whether it’s niche news or hyperlocal news,
both of these trends point in the same direction: that of providing a more personalised
news experience for the reader slash user,
with the publisher’s expectation to deliver
more targeted, higher-yield, advertising.
A Zatso study, “A View of the 21 st Century News Consumer,” found that 75 % of
respondents “said that they wanted news on
demand and nearly two out of three wanted
personalised news.”
Although it’s been some time since big
media companies such as the New York
Times and the BBC experimented with personalised, customisable homepages, or that
start-ups have tried to develop personalised
platforms for their users, the advent of personalised news is still in the making.
But there’s no denying that many newspapers have understood the importance that
personalised news delivery may have in
the future of news consumption. In June
2009, The Washington Times hosted a twoday symposium in New York to discuss the
topic of the ‘individuated newspaper.’ Peter
Vandevanter, Vice President of the Denverbased Media News Group, coined the term
after researching ways that newspapers can

resist the threats of the ailing industry.
“There are two kinds of content now. You
choose it, or it’s chosen for you. The idea
here is self-selection of the news, delivered to any platform, at any time,” Peter
Vandevanter was quoted saying in The
Washington Times.
Seventy news executives attended the Individuated News Conference, including representatives from the New York Times, The
Washington Post, the Los Angeles Times,
Associated Press, Politico and Gannett.
In May 2009, Vandevanter spoke at the
Power of Print conference in Barcelona,
where he asserted that individuated journalism is the “missing element of the newspaper industry.”
But will consumers who are conditioned to
having music playlists automatically generated for them based on their likings respond
eagerly to the innovation of individuated
newspapers?
According to Vandevanter, the solution lies
in the hope that ‘citizen selected’ content
will be the happy medium between citizen
journalism and professional journalism.

“There’s a trust factor involved. People still
trust newspapers; they still rely on their
credibility and news value. So in that sense,
newspapers are still in the driver’s seat,”
Vandevanter said.
“The idea of delivering customised news
reports is worth exploring,” said Bill Mitchell,
Director of News Transformation and International Programs at the Poynter Institute.
Indeed, a quick glance at the numbers for
US newspaper industry shows that these
are in desperate need of a new model.
Newspaper print ad revenues fell $7.8 billion
in 2008, according to the Newspaper Association of America, and declined $6 billion
in the first quarter of 2009 alone – making
this the worst period of revenue decline in
industry history.
“We’ve entered a period of journalism where
we are struggling to figure out the next
sustainable business models while the old
ones are steadily eroding. It’s a two-fold
challenge. You have to figure out what works
in the long haul, and what will keep you
going for now,” said Mitchell.

photo Jean-Yves Chainon
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personalisation: pros and cons
Like any other new trend, the personalisation of news comes with its risks. One
criticism of the personalisation trend, as
voiced by New York Times op-ed columnist
Nicolas Kristof, stems from the very idea
that it allows people to focus primarily on
just the news that they want to read.
Is it responsible to support people going
online just to look at entertainment news,
for example, and skip politics and current
affairs altogether?
On principle, it is “probably better for
people to be exposed to diverse perspectives on a variety of topics,” admitted
Eduardo Hauser, founder of customised
news site DailyMe. However, as he pointed
out, “people have always been selective
about their media,” whether in print or
online – although the phenomenon has
been exacerbated by the Internet.
According to Hauser, personalised sites
such as DailyMe also give the reader an
opportunity to branch out from his or her
interests. The Top News section includes
articles on all topics, as well as recommended links alongside each story. “We
don’t necessarily see personalisation as
an end point. We see it as the starting
point,” he clarified.

personalisation: letting
the reader be the editor
Another symptom of increased personalisation is the lesser reliance of professional – and human – editors. Due to the
overwhelming amount of news and ways
to find it online, Hauser believes that “the
editorial role has come under enormous
pressure and may be structurally unable
to handle that demand.”
Relying on people alone is not enough any
more, and stories in the personalised section
of the site are chosen by DailyMe’s algorithms. However, an editor’s hand undoubtedly remains important, and the DailyMe’s
editorial team do pick what appears in the
top news section, and which articles appear
higher up.
From a newspaper’s point of view though,
the question of whether or not to offer personalised news options may already be
obsolete.
“If you are a newspaper you want to be in
the widget game,” said Freddy Mini, CEO
of NetVibes. “Now it’s not even a choice: if
you’re not, another rival paper will be, and
you will lose that part of your audience,”
he said.

tips anD resources

PErsoNAL INFormATIoN
TrANsLATEs INTo CAsH
It’s pretty obvious why advertisers
are willing to pay extra for more specific information about newspaper
readers, but just how much?
According to a report by advertising
broker and technology firm Pontiflex,
rather than simply placing marketing
messages on their websites, newspapers should encourage readers
to fill out forms providing personal
information such as their name and
email address.
The report claims that marketers will
pay publishers an average price of
$2.27 for each reader who provides
details of their name, email address
and other personal data, information
that can be easily gathered from
polls and surveys.
Obviously it is hard to estimate how
many readers actually would provide this personal information and
whether, therefore, it would produce
more income than placing traditional
ads. But with low CPMs currently
widespread, this would seem like the
right time to experiment.

newspapers enter the personalised fray
In April 2009, NYT.com boosted its personalised news offerings by launching its “My
Headlines” widget, an application that lets
readers customise news feeds on their NYT
homepage by selecting the sections and
features they want displayed on more than
12,000 topics.
They can even create their own personalised
headlines for reference. The widget is also
available for personal websites and blogs,
allowing readers to have a list of their favourite NYT topics on their own webpages.
In 2008, the BBC had also created personalisation availabilities on their homepage,
following readers’ location, colour preferences and news preferences.

Elmundo.es, BBC.co.uk
and nytimes.com have
all launched personalisation features.
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In July 2009, Spanish newspaper El Mundo
joined the trend toward personalised news
with the launch of its new portal Mi Mundo,
which enables readers to put together a
customised homepage.
Users can mix and match content from
among 49 different “blocks,” or content
boxes, to see the latest headlines and most
recent blog posts in a variety of topics.
Other newspapers, including Le Figaro,
which uses Netvibes, have chosen to use
a third-party platform to offer increased
customisation to their readers.

mng’s i-news: pushing
for digital consumption
During the summer of 2009, the MediaNews Group in the US trialled its “individuated newspaper” concept. The “I-News”
project is a customised online newspaper
that allows the reader to select the types
of news they want delivered.
“You’ll be able to choose the news you want
about anything, whether you’re a Detroit
Red Wings fan or if you’re green-oriented,”
said Mark Winkler, Executive Vice President of sales and marketing for MediaNews
Group. “You become your own editor and
publisher.”
I-News is delivered to subscribers via their
computers, cell phones, or a special standalone printer plugged into a phone line. MNG
was to continue research into the role of
high-speed digital printers in the future of
newspapers, and was working with printer
company Océ to develop user-friendly products for I-News and other projects.

in Depth

PrINTCAsTING: dEmoCrATIsING PrINT PuBLIsHING
The MediaNews Group’s I-News initiative resulted from its partnership with Printcasting, a venture founded by Dan Pacheco and financed by the winnings of the 2008
Knight News Challenge.
Printcasting enables any would-be-publisher to create customised, special interestfocused publications. The model works on an interesting hybrid of online and print:
the software aggregates online-generated content, ranging from news organisations,
bloggers and newsletters, from which aspiring publishers pick relevant pieces to
create their own niche publication. The software then guides the user in placing text,
images and advertisements within a template.
The business model is unusual: 60% of the revenue generated by advertising is
shared with the publishers, while the content contributors receive 30% of all advertising revenue on the network, in proportion to how much their content is used.
“The most natural partners for
local promotion are newspapers,” said Pacheco. Printcasting offers a way for them to
grow their local audience at
lower cost while also leveraging content from bloggers in
their communities. Local bloggers will also benefit through
ad revenue share, assuming
a newspaper chooses to use
their content in one of their
Printcasts, and that Printcast
makes money.
In theory, the collaboration
should be mutually beneficial,
as all involved should hopefully
be driven by similar concerns
for community development
and revenue generation.

Printcasting tools
(above)
Dan Pacheco (left)

The experiment also intended to evaluate
how to combine niche advertising with the
users’ chosen content, matching ads to
topics when possible.
During the trial period, MNG delivered
I-News only three or four times a week.
“Some newspapers make money on
the big insert days and lose money on

“If we print what our readers, not we, want,
if we let our readers participate, we will succeed.”
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other days and that’s why publishers like
Detroit have said they will no longer print
on those days,” said Peter Vandevanter,
Vice President of targeted products. “Our
idea is that we don’t want to lose these
subscribers, but instead we want to better
serve them.”
Since MediaNews Group is the nation’s
fourth largest newspaper chain, operating
61 dailies in 13 states, its experiment with
customised news may well be representative of the future of newspapers.

tips anD resources

PuBLIsH your oWN mAGAZINE
Thanks to MagCloud, a Hewlett Packard Web service launched in 2009, individuals
can produce their own magazines at lower prices and higher quality than at local
copy stores.
“There are so many of the nichey, maybe weird-at-first communities, that can use
this,” said Andrew Bolwell, Head of MagCloud at Hewlett-Packard.
Individuals can design their magazine as they wish, send the PDF file to MagCloud
using their login on the website. MagCloud will then print it and charge 20 cents a
page. In addition, the magazines will be available for sale to other customers too.

Other companies such as the Washington
Times and German software developer Syntops are also developing customised news
projects. “If we print what our readers, not
we, want, if we disregard our arrogance and
old ideas, if we let our readers participate,
we will succeed,” MNG Chairman William
Dean Singleton said in 2008 as the project
was being developed.
“Imagine the value of the targeted newspaper if the newspaper we published knew
what a particular reader wanted and could
combine relevant stories and relevant advertising in each individuated newspaper.”

newspapers enter the personalised fray
the dailyme: respecting
publishers’ content
As is often the case with emerging technologies, pure players and start-ups may be in
the best position to innovate and strive in
the field of personalised and customisable
news. Yet again, amidst the flurry of new
personalisation tools and platforms, it is
hard to foresee which ones will be most
successful, so here’s an overview of some
of the new players in the field:
According to Eduardo Hauser, founder of
customised news platform DailyMe, the
main question for news publishers currently
is: “How do we address the overwhelming
amount of content on the web and how do
we deliver it to the right audience?” The
Daily Me offers users the chance to easily
locate the sort of news that they want to
read, and to read it within the site, as content
is licensed.

Registered users can sign up to thematic
news feeds, and once they have started to
use DailyMe, the site tracks their preferences with the aim of providing them with
appropriate recommendations and advertising, through what Hauser described as
“dynamic personalisation.”
DailyMe offers three different strands of articles: Top News, which is the same selection
of breaking stories for all users, DailyMe,
which allows users to select their news
preferences by topic and Daily We, which
is community-driven, and allows users to
rate stories.
Within the DailyMe section, users can choose
from subjects such as world news, science,
travel, or industry-specific. The DailyWe area
both charts the most-read stories and gathers reader feedback. Registered users can
assign one of six different descriptions to
rate a story: infuriating, amazing, important,

sad, uplifting or odd/funny: “six emotions
consistent with people’s reactions when
they read the news,” according to Hauser. So
as well as looking through the most viewed
news, users can browse the most important,
or the most infuriating stories.
News is sorted largely by topic rather than
by source so readers can easily compare
many different stories in the fields that
interest them. DailyMe licenses and “processes” 10,000 stories a day from 500 different newspapers and wires, such as the
Associated Press, the Chicago Tribune, the
Seattle Times and the Detroit Free Press.
“We have chosen newspapers because we
go after an audience that is loyal to brands,”
Hauser said.
However, due to the decline in online advertising rates, the DailyMe has had to create new revenue streams in addition to
advertising. At the end of February 2009,
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the DailyMe started talking to newspaper
publishers about licensing its technology
in order to give them the ability to “deploy
content personalisation and recommendation products on their own sites.”

Eduardo Hauser, founder
of customised news platform DailyMe

Another reason for entering licensing agreements, both for content and the platform
was the desire to enter the news market
as a friend to publishers, rather than a foe.
Hauser pointed out that “We need to find a
way for journalists to be properly compensated for their work.”
DailyMe is in the process of developing a
third version of the product. The challenge,
however, is developing a strong audience. In
2009, the site had 20,000 registered users,
and although many more visit it, the base
must grow considerably before advertising
revenue will truly take off.

netvibes: the
myspace of news
Netvibes has also been successful in the
domain of online news customisation,
offering users the chance to create highly
personalised home pages using many different widgets.
Founded in 2005, Netvibes now has 30
staff at its headquarters in Paris, five in San
Francisco and a presence in London.
When a user creates a Netvibes page, they
can change everything: they choose which
widgets they want, where they are placed,
how big they are, what shape they take,
or what colours they use: “Widgets must
be fluid or liquid enough to participate in
a more sophisticated layout,” commented
CEO Freddy Mini.
“There is a lot of intelligence in the product
and we built it to make sure that people will
try things and the product will react and
surprise the user,” he said. “It’s all about
making the pages really yours,” said Mini.
The platform is very user-friendly and makes
it easy for companies or publications to
create simple RSS-based widgets, using a
Netvibes ‘wizard.’ About half of the 180,000
widgets on Netvibes are RSS-based, meaning that they are essentially one or more
RSS feeds in widget format, but there are
many more complex ones involving video

Netvibes CEO Freddy
Mini
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feeds or programming: searches for flights
or hotels, or the possibility to access email
or social networking sites such as Facebook
or Twitter.
When working with newspapers, Netvibes
helps the paper to “granulise” the content
into a widget and make that widget into a
destination in itself, rather than just a way
to “fish for an audience and drag the user
immediately back to the site.”
Mini believes that if the widget simply links
back to the site in one click, then “it is like
an ad and it gives the user a poor return.”
So Netvibes built widgets have at least
one or two clicks within Netvibes before
redirecting to the paper’s website.
As well as their private page, Netvibes also
offers users the chance to create a public
page, or a “Universe”. Other people cannot
alter the page in any way, but can see what
another user is reading. Users can search
for friends and connect to set up a network
within Netvibes; Mini clarified that the site
was not built to be a social network, but has
some of “the basic capabilities.”
No money is exchanged when papers place
widgets on the Netvibes site, but the company makes money in three different ways
– interestingly, not through advertising. The
first is through promoting widgets by listing
them first to make them far easier to find
among the more than 180,000 options.
The widget owner pays per install, and the
widgets are marked as sponsored.
The second is through selling its ‘Premium
Universe’ service, which allows companies
to create their own page using Netvibes’
software, but with their own branding and
own URL. There is a set-up fee, and then
a yearly contract to pay. The pages are
fully ‘personalisable,’ unlike the free public
pages, which are static, and consumers
can create accounts and sign in. Unlike the
basic personal pages, the Premium Universe
pages come fully loaded with widgets.
The 80-90 clients include advertising agency
Ogilvy, which created The Daily Influence,
and French daily Le Figaro. The news company can advertise on its Universe and keeps
the revenue generated. In this area, Mini
explained, Netvibes is effectively being used
as a publishing tool such as Wordpress.

Installing Netvibes on the servers of others, effectively licensing Netvibes’ source
codes, is the company’s third source
income: Netvibes for Enterprise. This gives
the client even more power to customise
than with the Premium Universe, which is
a turn-key solution that Netvibes maintains,
and which remains on its server. For this
service Netvibes sends the client one of its
engineers who will spend five days installing
the software and will remain for a further
two days to train the relevant IT staff. The
licenses are tailor-made depending on what
the software is used for.
By 2009, Netvibes counted more than 3.7
million active users, Mini said.

newscastmix:
personalised video feeds
Launched in 2009, NewsCastMix allows
users to create a newscast based on personally chosen geographic and thematic
settings. The newscast can broadcast all
kinds of information, even non-newsy content such as documentaries.
“More viewers are going online and stations
need to find a way to keep that audience.
NewscastMix puts a new spin on online
news video that delivers finely targeted
content to each viewer,” said Michael P.
Hill, whose company HD Media Ventures,
created NewscastMix.
Along with a new way to broadcast, media
outlets can also use NewscastMix and others like it as a new revenue source in the
growing online video advertising market.

Advertisers can easily target certain audiences based on time of day and geographical location.

circlabs
In May 2009, the creation of personalised
news platform CircLabs was announced.
3 Based in Silicon Valley, the founders
are Bill Densmore, Martin Langeveld, Jeff
Vander Clute and Joe Bergeron.
CHAP

CircLabs’ first product, launched in late
2009, was designed to “address the challenges of how to increase traffic to mediaaffiliated websites, secure relationships
with online users and enhance the value
of news,” according to Nieman Journalism
Lab’s Langeveld.
This includes “new and convenient ways for
the Web to ‘come to’ users, including social
functionality that integrates, at their option,
with their social network accounts.”

mashlogic customises
browsing experience
In October, another start-up dubbed MashLogic sought to help publishers increase
their traffic by providing consumers with
a “personalised search tool,” as described
by John Bryan, Vice President of business
development.
MashLogic operates in three ways: first, a
consumer can go to the MashLogic site and
download an Internet Explorer or Firefox
plug-in. A MashLogic icon then appears
in the browser’s tool bar. Clicking on this
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gives users a choice of more than 20 news
sources to select, and the RSS feeds from
these sources are read by the MashLogic
algorithm. MashLogic then searches each
web page that the user visits and underlines
key terms for which it can provide extra
information from the source feeds. When
the user scrolls over one of these terms, a
box pops up with additional links from the
sources that the user has chosen. If the
user wants to read an article, they click
on the link and the page opens in a new
browser tab.
“So what we’re doing,” said Bryan, “is
providing users with a tool that gives them
direct access to relevant content, rather than
going to Google or Yahoo, which give you
articles loosely associated with the terms
you’re searching for.”
According to Bryan, on average, a user
will click through to a link offered by the
box four times.
Second among MashLogic’s features is a tool
for publisher called ‘Branded Mash,’ which
gives publications the opportunity to register
for a branded pop-up box that would contain
links only to their own content and that of
partners such as Wikipedia or Amazon. For
example, visitors to the New York Times
would see a branded box that would link to
other NYT articles and Twitter feeds.
The third offering is the reverse concept: if
someone was a big fan of the Guardian, they

could choose to have a Guardian pop-up box,
linking to only Guardian content, appear on
any page they were looking at.
The essential benefit of MashLogic for
publishers would be to increase traffic and
page views. Using the Branded Mash, a
reader would always be just one click away
from content on their chosen newspaper or
magazine website, even if on a competitor’s site.
As well as increasing CPMs, another way
that MashLogic could help publishers raise
money is by promoting e-commerce. The
pop-up boxes would, where relevant, contain links to e-commerce providers such as
Amazon, E-bay, iTunes, TicketMaster and

more, and if a user were to buy something
then the publisher and MashLogic would
receive a cut of the revenue.
“I don’t see us as being the sole solution,”
Bryan said, “I see us as being one of the
multiple solutions that publishers will use
at different times.”
MashLogic’s approach is in some ways
similar to that of Apture: both offering a
pop up box with links to more information,
the main difference being that it is the
journalist who chooses the key words to
link to using Apture.

a NIIU beginning for personalised news in print
In November 2009, two German entrepreneurs launched an innovative personalised
print newspaper service targeted to young
people – the first of its kind in Europe – at
arguably the worst time, and for a limited
Berlin-only market.
The idea is to create an individualised newspaper, composed of selected pages and sections from papers, delivered each morning
to one’s door just like a regular paper.
“The whole idea was based on our own
behaviour research and experience; [as
young people] we’re used to very different

information sources. The main idea was to
combine all the varying sources of news
and information, because it is normal for
young people who have grown up with the
Internet to have not one source of information but many,” said Wanja Obherof, one of
the founders.
But why a newspaper format? Surely a less
risky and lower-cost alternative would be
setting up a personal news aggregator.
Not so, Oberhof said: “We asked this target group which is the most comfortable
and which is the best distribution channel;
is it an e-paper, is it only on mobile, is it

printed or online? The feedback was that
for now, paper is still the best distribution
channel.”
“The vision that we offer is all the information that is relevant for the reader. As
a next step it is the reader’s choice which
distribution channel they will use, whether
it’s a mobile phone, e-paper, the Internet,
or whatever else.”
After signing up for a short-term subscription, clients have until 2 p.m. to choose their
news sources for the following morning’s
paper. On Niiu’s website they can select
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from a wide variety of publications and
online sources; from national, local or
international newspapers like the New York
Times, or online news sources and blogs.
A 24-page personalised paper, researched
from and composed of their choices, then
appears on the subscriber’s doorstep the
next morning.

Wanja Obherof and Hendrik Tiedmann,
founders of individuated print newspaper
Niuu.

On Oberhof and Hendrik Tiedmann’s side,
however, things are a bit more complicated.
Over the past two years, their company
InterTi GmbH has had to create a specialised
software for compiling sources and setting
the layout, arrange digital printing deals,
close licensing contracts with news sources,
attract advertisers, create a new business
model and work out delivery schedules.
“We outsource everything,” said Oberhof.
“We don’t have an editorial team, we don’t
have the printing machines, we don’t have a
delivery structure; we have partners.”
The two entrepreneurs outsourced the
creation of the software to a Swiss firm,
of the digital printing to a Dutch company,
a German copy house takes care of the
actual printing and a Berlin delivery service
delivers Niuu. Given all this outsourcing and
subcontracting, circulation revenues can
hardly cover the costs.
Luckily, thanks to its highly personalised
delivery, Niuu also offers space for highly
targeted advertising. “We have had large
amounts of positive feedback from advertising clients, and they have several different
ideas such as at first only distinguishing
between male and female readers, then
differentiating by neighbourhood and age
in Berlin. Some big German car players are
interested and have said ‘different cars for
different people’ based on the interests of
the readers, like the family man being interested in the new X5 or the young student
being shown the BMW 1.”
One might think that newspaper publishers
would have been reticent to the idea, but
many have partnered Niuu. Even for German
newspapers, since Niuu targets a young
audience, there is no direct competition
in theory.
Niiu has a contract with each newspaper and
online provider, in which “we have a little
license fee which we pay for every used

in Depth

TImE MINE: PErsoNALIsEd mEETs AGGrEGATIoN IN PrINT
Similar to Niuu, Mine magazine represents a further effort in the on-demand initiative to diversify the print industry. The Time Inc. publication professes to deliver a
fortnightly magazine personalised to the subscriber’s interests. Mine’s content is
an assortment of articles from a selection of Time’s Inc.’s publications, of which the
reader must choose five titles. Upon subscription, readers are asked four questions of
personal choice to further gauge their tastes.
Its editors aim to provide a printed alternative to the wealth of online information that
users habitually sift through to find pieces appealing directly to their own interests.
According to Slate writer and recipient of the magazine, Farhad Manjoo:
“Mine offers a model for a smoother transition from
print to digital. It gives readers much of what we like
about the Web but in a package that – until a colour
Kindle comes along – is much more practical.
“The model will also attract advertisers, too: The same
information that the magazine uses to pick out my
articles can also be used to target advertising, which
means the mag can charge much higher ad rates.”
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“We don’t have an editorial team,

we don’t have the printing machines, we don’t
have a delivery structure; we have partners.”
page,” Oberhof explained. The licenses, and
thus the copies of Niiu itself, are based on
pages: “We pay a fixed fee for each page
we use...because we take one-to-one pages
from each newspaper,” meaning the pages
of Niiu are exact replicas of the original page
from the source.
“The newspapers give us access to everything they have. That means every page and
article that is used in the New York Times we
can have the next day in Niiu,” he said.
Some industry experts are not so optimistic about the future of Niuu. For Joachim
Blum, a digital media consultant, the idea
is interesting but it just won’t work because
the target audience has left paper behind:
“People who read newspapers are office
workers, not students,” Blum told Spiegel
Online.
Another issue relates to traditional newspapers’ own challenges with the Internet.
For all its supposed innovation, “Niiu shares
the same dilemma of print journalism in the
age of the Internet: every paper you read
in the morning only contains yesterday’s
news,” said Stephan Weichert, a journalism
professor at the Macromedia University of
Applied Sciences in Hamburg.
“The Web offers news every second and
gives the option to link to blogs and other
websites. Why would people read and even
buy a story or information, which they select
on the Internet the day before? It’s oldschool journalism,” he tells Time.
The circulation scope for now is limited
because of the high quality but rather slow
digital printing. “You can’t compare it to a
classical offset machine that could print
200,000 copies of Niiu in an hour; our
digital printers can only do about 2000 in
an hour,” said Oberhof.
Having recognised that the print newspaper
may only be around for so long, InterTi
GmbH is planning “to offer an e-paper as
a second step, probably by the end of this
year,” Oberhof said.

tips anD resources

iCurrENT: mAKE usErs PAy For PErsoNALIsEd
CoNVENIENCE, NoT CoNTENT

With the launch of new electronic reading devices such as Apple’s iPad, and the
increase in mobile Web usage, the personalisation of content is on the brink of a
revolution. According to media consultant Steve Outing, traditional media are better
off developing their personalisation features than seeking to charge for content.
He considers the personalised news service iCurrent, which lets users rank items
and and packages content based on users’ preferences over time. Users sign up for
an account and add keywords for their preferred topics, called channels. Stories also
come complete with up and down arrows, to tune their service more closely to the
reader’s interests, and with ‘more like this’ options. Two-thirds of the page is devoted
to personalised news, and another third to top stories for everyone.
“If I had an iPad, an app I’d pay for: iCurrent,” wrote Outing. “I wouldn’t be paying for
the news content, but rather for the convenience and value that a really good personalisation app would provide.”

There is no denying the simple ingenuity of
Niiu. But while the potential for newspaper
innovation through individualisation is huge,
it remains to be seen whether Niiu and
other growing ventures will capitalise on
this trend.
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PPF media goes hyperlocal
with ‘news cafes’
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In 2009 a unique news project was inaugurated in the Czech Republic by PPF Media. ‘News cafes’ were built in four different Czech
towns, placing small hyperlocal newsrooms in specially-designed
cafes, leaving the handfuls of journalists in each highly accessible
to the public. Each newsroom produces content for websites and
print weeklies under the name Nase adresa, in collaboration with
its local community. Newsrooms are supported by PPF’s multimedia
training centre in Prague, Futuroom. 4
CHAP

In June 2010 the national roll-out of the Nase adresa project will
begin, and by the end of 2011 there should be news cafes, weeklies
and websites in all 89 regions of the Czech Republic. In each region
there will be one café and between one and three weeklies and
four to seven websites. The roll-out will be swift, with fifteen café
openings planned for summer 2010, one every five days.
By the end of 2011, there will be about 400 editorial employees,
200 in the café section and 100 in sales. Each journalist spends
three to four months training in the news group’s Futuroom before
starting work in a news café.
Roman Gallo, PPF Media Director of media strategies and head
of the project, explained the forward-thinking hyperlocal project
in more detail:
What’s the exact relationship between the Web and the weekly
products?
We have a Web-first philosophy. Each of our journalists works first
for the website and many articles are written for the Web then
republished for print. However, there are some investigative and
analysis pieces which are prepared uniquely for the Monday print
edition. The print edition also contains a big section on football and
sports results from the weekend.
What sort of content is Nase adresa focused on?
The first thing to note is that there is no international or national
content from a national perspective: the publications are targeted only at local news and events, everything has to have
local relevance.
There are four ‘pillars’ of content. As I mentioned before, you have
investigative and more analytical pieces prepared for the print
edition: this is high quality journalism. The second part is community content, which is created in conjunction with journalists,
and accounts for about one third of content. The sports pages
make up another one third or one quarter, targeted at the local
community with news about local teams in football and other sports
and leisure. The last part is services and information – what’s
happening in the area, what’s on at the cinema, for example, and
short news articles.

How important is the community content? How do local
contributors work with journalists?

Roman Gallo, PPF Media
Director of media strategies
and head of the project

Without having these contributors and the community content
they provide, we would not be
able to survive. It’s a vital part of
our business model. We invest a
lot of energy into getting these contributors on board and making
them into regular freelancers who are involved in our project.
Each local fulltime journalist is placed in charge of managing a
specific community. He/she is responsible for communicating
with them and for inviting them for coffee and giving them tools,
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or sending them news. The journalist trains and motivates them.
The work of contributors is not published directly to the sites or
weeklies, it always goes through these community editors.

Why did you choose a dual print/online strategy? What is the
value of each?

There is daily contact between the local editors-in-chief and
the Futuroom, and there is threefold support coming from the
Futuroom centre:

The decision was made because if you study the situation in the
Czech market – which is similar to that in plenty of other markets
– the power of press, particularly at a local level, is very significant, both in terms of reader interest and in terms of advertising
requests. Without a print edition we would not be able to reach
enough advertisers, which would mean we didn’t have enough
money for the delivery of quality content.

1. Delivery of know-how to the regions. Futuroom has know-how
about journalism, advertising, everything in the media. If we see
any interesting ideas around the globe we test them here and we
transfer these ideas to our local outlets.

However, a weekly production on its own would not be enough for
us in terms of news coverage. Having the websites allows us to
offer current information on an hourly or daily basis without having
a daily print edition, which would be too expensive.

2. Transfer of journalistic power. Imagine a small city, where we
have one journalist and insufficient capacity to immediately cover
a big accident, for example, on as high a level as we would like.
When something major happens, we create a virtual editorial team
here in Futuroom to support this one journalist in the field for six
hours or two days – for as long as necessary. There will be a person
doing infographics, others working on visual journalism, data mining
or storytelling: these few people here in the centre increase the
editorial power targeted on that specific location.

do you have any competition in the hyperlocal arena?

What is the nature of the day-to-day contact between the
news cafés and the Futuroom in Prague?

3. The Futuroom editorial and graphical team often prepares visual
pieces, such as dynamic infographics for websites or 3D graphs for
print editions. We offer these regions a template: they can put their
local data in and put them in the weekly or on the website. This
is something that you could not prepare on a local level because
you would need greater resources.
Can selling coffee and reporting news really be smoothly
combined into one operation? Has mixing these elements
caused problems?
We have not encountered any problems. We do run both of these
operations – local media publishing and the coffee business –
under the Nase adresa umbrella. But these two businesses are two
separate units, and each of them is run on its own, of course.
We use the power of our media portfolio that we offer at a local level
to support the coffee business, by inviting people to go there and
using the publications as marketing tools. And when we have people
in the cafes we use these people to improve our content. So from
this point of view there is overlap, but essentially these two projects
are run separately from a budget/business point of view.
Having a place where the public can easily and directly
approach journalists must lead to significantly increased
journalistic accountability?
Absolutely – this is very important for both sides of the relationship.
It’s very difficult to say whether it directly brings you this or that
amount of money, but it definitely brings you much a better connection between the editorial part of the project and the public.

We have competitors at a regional level, though it is not direct competition as they are not so deep in the regions as we are – I would
say they are one level above us. Looking at hyperlocal projects,
there are some online-only projects, but they are not very strong.
Overall, there is nothing directly comparable to our project.
do you think Nase adresa would work well in other countries,
or is the project particularly suited to the Czech market?
I do not think you can replicate an exact model of any project in
any other country.
Without a doubt the idea on which we built Nase adresa can be
applied to other countries, though maybe it wouldn’t involve coffee
shops – maybe some kind of community clubs instead. The basic
model – how to get your audience more in touch with your editorial
section – is something which I am sure could work well in other
countries, you just need to customise it to take into account each
country’s unique condition.
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enTrePreneuriAL
JournALism
in A diGiTAL worLd
section 1:
investigative and
non-profit journalism
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section 2:
online-only news
strives for sustainability

As newspapers and the news industry as a whole struggle to develop a profitable

online business model, there have been concerns as to the future of quality news and especially
investigative journalism, as it is costly to produce. But despite some doom and gloom over
the future of quality reporting, most editors remain convinced that the Internet is opening the
way to new methods of investigation and news coverage. At the forefront of this evolution,
investigative non-profits, online pure-players and other recently launched news organisations
are venturing into new digital formats for news and creating new reporting processes through
collaboration with their readers.
Non-profits: Is the non-profit model really sustainable for news? While most analysts don’t
believe this is a viable option for all newspapers, non-profit pure-players have already demonstrated their efficiency as quality sources in complement to traditional news organisations.
online-only: The future of news is online (mostly), but at this time revenues generated online
don’t nearly compensate for print revenues or the cost of news production. Some online pureplayers have flourished while others have floundered, and newspapers that have transitioned
to online-only have experienced very mixed results.
Learn from the competition: Newspapers and other traditional news organisations are currently facing one of their greatest structural challenges of yet. While they don’t necessarily
want to imitate their online-only competitors, they should seek to learn from these leaner,
typically more innovative players.
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section: 1

investigative and
non-profit journalism
propublica: setting a new path for inVestigatiVe journalism?
ProPublica, which won a Pulitzer Prize in
April 2010 for investigative reporting, is the
largest non-profit investigative newsroom
in the US and has served as an inspiration
and prompted the creation of other smaller
outfits. It has more than 30 reporters and an
annual budget of around $9million, it was
reported in late 2009. It offers its stories to
partner news outlets at no cost.
The Pulitzer Prize went to Sheri Fink, whose
13,000-word article on events at Memorial
Medical Center following Hurricane Katrina
appeared in the New York Times Magazine
in August 2009. The piece took two years
and $400,000 to produce, ten times that of
the average price of NYT magazine cover
stories. It was a project that might well have
not been conceivable for a newspaper to
undertake alone in these times of financial
cutbacks: The collaboration with ProPublica
and financing from the Kaiser Family Foundation was crucial.
Fink is a ProPublica staff reporter; she and
her editors met with the Times magazine

in Depth

Too EXPENsIVE To PrINT
Sometimes it is not just the cost of producing stories which is problematic,
but also the cost of printing them. In June 2009, the Washington Post took
the unusual step of publishing a long investigative reporting piece on a local
homicide only on its website, rather than in the print paper. Even though many
articles are published online first and then in print, it has become common
practice to publish in-depth pieces which are not breaking news in the print
paper first, and the Post’s move was somewhat of a break with tradition.
The 7,000 word article on the unsolved murder of Robert Wone appeared on
the Post’s website in two parts, on May 31 and June 1 2009. It is, however, the
“sort of long-form reporting that newspaper editors say still justifies print in
the digital age,” the New York Times commented at the time. Unsurprisingly,
keeping the article out of the print edition angered many readers who pay
for the newspaper, with comments on the article questioning the move.
The New York Times reported that editors at the Post were not trying to take a
stand in favour of online-only journalism, but said that the decision was made
because the article was too long for the print paper at a time when financial
pressures mean that the Post is trying to scale back newsprint costs.
Increasingly, newspaper websites feature articles that do not appear in print, simply
because the website offers an almost infinite amount of space and potential to
reporters. Although not all Web content can translate into print, is it fair to paying
customers to leave out detailed, in-depth reporting? Many editors would argue not,
whilst others such a move: at the Minneapolis Star-Tribune, investigative pieces are
published in the print edition on Sundays and then posted online on Wednesdays, in
order to give those readers who pay for the paper something extra for their money.
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in summer 2008 to discuss publication of
the story. As Times magazine Editor Gerald
Marzorati noted, “this is not the first collaboration between ProPublica and The Times,
but it is the biggest such undertaking.” The
article was edited by both ProPublica and
the Times, passing through “the magazine’s normal editing process,” Marzorati
specified.
The article’s topic was an important and
particularly pertinent one given the ongoing debate over healthcare in the US, even
though the events it discusses took place
several years previously. Fink reported on
allegations of euthanasia at the Memorial
Medical Center in the aftermath of the disaster, a hospital where more patients died
than at any other comparable-size institution
in the city. At 13,000 words it is a long read
and one more likely to be finished in print
than online, although ProPublica provided
interactive graphics and a timeline on its site
to complement the reporting. In short, it is an
impressive piece that highlights the need for
good quality investigative journalism.

with the five-year anniversary of Hurricane
Katrina. It features video, social networking
tools, photos and documents to report on
several cases involving New Orleans police
and civilians in the immediate aftermath
of the hurricane. One Frontline reporter
and one ProPublica reporter worked on
the story from offices in New York, while
three Times-Picayune journalists covered it
from New Orleans. The project is ongoing,
with plans to regularly update the site and
a phone-in tip hotline.

and asked professional journalists and the
public to collaborate.

Another notable ProPublica reporting effort
took place during the 2010 Super Bowl.
Reporter Marcus Stern planned to use the
football game to spot members of Congress
who were attending and figure out how they
obtained their tickets, as Congress members are not allowed to accept Super Bowl
tickets as gifts and are required to pay for
them. But since Stern knew that trying to
contact 535 members of Congress would
be too big a task for one person, he turned
the investigation into a crowdsourcing effort

Traditionally, the Selden Ring Award for
Investigative reporting has gone to big-name
newspapers, and the fact that ProPublica’s
work with the Los Angeles Times was recognised with an award that tends to be
given to major newspapers shows that
high-quality investigative journalism can
come from a non-traditional news outlet. It
also highlighted the fact that newspapers
are no longer the only ones with the funds
or credibility to provide information in the
public interest.

And the Pulitzer is not ProPublica’s first
award: ProPublica reporter T. Christian Miller
won the prestigious 2010 Selden Ring Award
for Investigative Reporting. Editor & Publisher reported that a collaboration between
The Los Angeles Times and the non-profit
news outfit produced Miller’s winning report
into abuses of insurance coverage for private contractors in war zones.

The way it was produced demonstrates the
value of collaboration between traditional
media organisations and newer types of outlets. ProPublica’s nonprofit structure, based
on a substantial foundation largely provided
by the Sandler family, coupled with its pure
focus on investigative reporting, allows it to
fund stories that newspapers might not be
able to afford. Its commitment to offering
these to news organisations means that its
articles get the attention they deserve.
This story inspired another collaboration
between ProPublica, The Times-Picayune
of New Orleans and public affairs television
program Frontline. The resulting project,
Law & Disorder, was launched to coincide

threats to inVestigatiVe journalism
Although many newspapers have been
cutting back on investigative reporting,
they have seldom done so by choice, but
because it is highly expensive to produce
and is not always the sort of reporting that
draws in readers, making it less than a top
priority in financially difficult times.

Traditionally, investigative reporters frequently spend months on a story, requiring
considerable resources for their projects,
and it has become more and more difficult
for newspapers to meet these demands.
Although some investigative journalism
funds have been around for some time, such

as the Fund for Investigative Journalism
(founded in 1969), Investigative Reporters
and Editors (in 1975), and the Center for
Investigative Reporting (in 1977), in recent
years the arrival of the Internet and fears for
the survival of the craft have sparked the
launch of a plethora of non-profit investigative news start-ups. Some, like the VoiceOf-
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SanDiego and MinnPost are now relatively
well-established in their communities, and
many new sites appeared throughout 2009
and early 2010.
tips anD resources

legal challenges to
investigative journalism

WIKILEAKs: ProVIdING THE uLTImATE ProTECTIoN For
sourCEs
Founded in late 2006, Wikileaks publishes anonymous
submissions and leaks of sensitive documents from
governments and other sources, and protects these
sources’ anonymity, thus providing investigative journalists with a potentially powerful resource.

In May 2009 in the UK, a number of editors told members of parliament how the
high costs of legal action were discouraging many newspapers from the business
of investigative journalism, the Guardian
reported. London has emerged as the de
facto capital of libel tourism due to a 19thcentury libel law that places the burden on
proof on the defendant.
Speaking before the committee, the Guardian’s Editor Alan Rusbridger, together with
Ian Hislop, Editor of fortnightly satirical
newspaper Private Eye, told those present
that newspapers were increasingly put off
from working on any contentious stories
involving large firms or individuals in power,
due to the associated high costs of having
to deal with any potential libel cases.
Rusbridger gave one recent example where
his newspaper felt obliged to pay £90,000 in
legal fees before even running the sequence
of articles about tax avoidance in order to
ensure the story was factually correct. “With
these kinds of sums, work it out for yourself:
there are very few organisations that are
going to do that kind of journalism in future
faced by that kind of penalty.”
However, Icelandic MPs, with the help of
non-profit website WikiLeaks, are hoping
to do something about this, with the help
of a new proposal submitted to Iceland’s
parliament on February 17, to be voted on
in April/May 2010.
WikiLeaks Editor Julian Assange spent two
months in Iceland consulting parliamentarians on the bipartisan Icelandic Modern
Media Initiative (IMMI) that hopes to turn
Iceland into a “journalism haven,” he told
the BBC. The proposal would implement
some of the strongest legal protection in the
world for the press and its sources.
If the IMMI passes through parliament, as
expected, it could prove to be a coup for
freedom of speech in the country, as well as
a boon for business in Iceland’s struggling

Documents are stored in Sweden, where the law prohibits journalists from revealing sources, and tips and
potential stories are fact checked by an editorial team
to ensure that they are accurate. This team also adds
context, translates and promotes important leaks. In
June 2009, it received Amnesty International’s New
Media Award.
The site was forced to close temporarily in early
2010, when it ran out of money: it survives off public
donations. On February 3, however, it announced that it had achieved its minimum
fundraising goal of $200,000.
In October 2009 Wikileaks proposed a plan to allow newspapers, human rights
organisations, criminal investigators and others to embed an “upload a disclosure to
me via Wikileaks” form onto their sites. The information will be given to the website
which proposed its submission, after Wikileaks has verified and confirmed that the
material is legitimate.
The whistle-blower site made headlines in April 2010 when it released a video showing a Reuters journalist and photographer, as well as 10 other people, being killed by
gunfire from a US helicopter. The sensational video had been viewed over 6 million
times within two weeks of its appearance on YouTube, prompted a follow-up article
in the New York Times and drew worldwide attention.

QuicK Facts

HoW To dEFINE INVEsTIGATIVE JourNALIsm?
“All journalism is investigative, because it is, or should be, an attempt to uncover the
truth,” said the Guardian’s columnist Nick Davies at the 2009 World Editors Forum in
India.
He thought that ‘long-term journalism’ was a better way to describe the kind of major
in-depth projects that are usually described as investigative.
Guardian columnist Nick
Davies, author of Flat Earth
News
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economy. It would also end “libel tourism,”
a legal tactic used by plaintiffs to file libel
suits in jurisdictions with strict laws against
libel, no matter where the alleged defamation took place. Journalists, publishers, and
Internet hosts have all been targets of libel
tourism in the past.
“If it then has these additional media and
publishing law protections then it is likely
to encourage the international press and
internet start-ups to locate their services
here,” Assange told the BBC.
“Iceland could be the antidote to secrecy
havens, rather it may become an island
where openness is protected,” he told the
Guardian.

non-profits make moves
to further entrench
their legitimacy
In July 2009, 25 American non-profit news
organisations came together to form an
Investigative News Network, following a
three-day conference at the Pocantico Conference Center in New York. Its mission
is to aid the work and public reach of its
members, and to foster the “highest quality
investigative journalism” to hold those in
power accountable.
The Pocantico Declaration anticipated an
increase in the number of investigative news
publishers, and hence sought to establish
“basic shared goals and news values.” It
identified several different forms of potential
collaboration. Firstly, editorial: meaning that
nonprofits could carry out joint accountability projects. Secondly, administrative:
organisations could exchange information

about organisational functions and even
possibly centralise some of these. Thirdly,
financial, which could consist either of just
sharing information and jointly fundraising, or even of “pioneering new economic
models to help to monetise the shared,
combined content of the member organisations, in order to achieve a more sustainable
journalism.
A steering committee was formed to oversee the new venture until a new non-profit
corporation could be formed with its own
Board of Directors. The committee consists of eleven members, including those
from centres such as the Center for Public
Integrity and the Centre for Investigative
Reporting and publications such as VoiceofSanDiego and MinnPost. This team
was to immediately start fundraising work
for a planning grant and a possible grant
for editorial project collaboration, and start

to foster administrative efficiencies.
The committee also created a website for
the Investigative News Network, to “take full
advantage of other emerging technologies
to coordinate, curate and showcase the best
content of the Network member publishers and its growing, searchable “long tail”
archive.” Additionally, the committee was
to put forward recommendations about the
Network’s news standards and practices,
and define issues such as the criteria for
Network membership.
The first major collaborative effort took
place in February 2010, when seven nonprofit outlets worked together on a story
on sexual assaults on university campuses
around the US.

california watch’s Quest for reVenue
Launched in December 2009 by the Center
for Investigative Reporting (CIR), California
Watch (CW) is a non-profit news organisation based in Sacramento that supports
local investigative journalism and provides
stories to news publishers. CW is the largest investigative team in California and
is dedicated to serving the state’s public
through accountability reporting.

CW has a 13-person editorial team. Its stories are distributed widely through collaborative relationships with local and regional
news publishers across California via a
‘syndication-fee model’. Having gained significant leverage even before its launch by
getting front page stories published across
the state, CW intends to find a business
model that works.

In November, for example, California Watch
and KQED Public Radio announced a partnership for editorial collaboration. CW
reports were to be aired over 28 stations,
reaching some 600,000 listeners.
In an interview with Niemen Journalism Lab
in November, CIR executive director Robert
Rosenthal said simply of CW’s stories, “our
goal is not to give it away.”
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CW is under pressure from its backers to
turn in revenue, or at least to stay out of
the red. The start-up secured $3.7 million
in funding from Knight, Hewlett and Irvine,
each of which want CW to secure revenues
through royalties from published stories
(approximated between 25-40% of total revenue from the story) and advertisements.
Strategies could include pursuing smaller
donors, fostering Facebook and Twitter communities, and asking for public donations
after presenting their reporting as a public
good are all being considered as sustainable
models, Rosenthal said.
California Watch launched a new website in
January, with a focus on enabling readers
to learn more and take action on the investigations its team pursues. The new website
includes a blog related to the beats that its
reporters cover as well as its journalists’
investigative stories.
It also has databases and research centres that readers can access directly, with
information such as campaign finance
records, crime statistics, school attendance
rates, and environmental clean up sites.
For example, reports submitted to the U.S.
government by recipients of the stimulus
funds are available for searching on the
site. There are also sections with contact
information for public officials, advice on
accessing public records and insights from
reporters on the news gathering process.
The idea is to encourage readers to access
the information that interests them, whether
about their local area or their preferred topics, and take action.
“We’ve created an investigative reporting team for California that will not only
expose corruption and wrongdoing, but will
spark debate and give people the tools to
learn more and identify solutions that will
hopefully improve the quality of life in the
state,” said CIR Executive Director Robert
Rosenthal.

Also in January, staff members from California Watch and the Center for Investigative
Reporting held an ‘Open Newsroom’ day,
where reporters worked from cafes across
the state. The move was in part motivated
by desire for a more open discussion with
the public, who were welcome to drop in
and chat to reporters, even offering article
suggestions, but was also a product of
necessity, as the staff were in the process
of moving offices.
Editorial Director Mark Katches said that
even after the office move is complete,

more Open Newsrooms are planned. “We’re
hoping it will be a regular part of what we
do,” he wrote on the California Watch Inside
the Newsroom blog. “The Open Newsroom
concept is part of a goal to connect with
readers and get out of the office. “The
staff posted their café locations and hours
online to enable members of the public to
drop by.
This strategy was also adopted by hyperlocal Czech newspaper Nase Adresa, which
runs cafes in its local newsrooms to enable
journalists to work closer to their readers.
CHAP
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Robert Rosenthal, CIR
Executive Director

“We’ve created an investigative reporting team

for California that will not only expose corruption
and wrongdoing, but will spark debate
and give people the tools to learn more.”
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teXas tribune: a start-up with the funds to succeed?
The Texas Tribune launched in November
2009, taking inspiration from ProPublica
and aiming to achieve something similar on
a smaller and more political scale, offering
Texans a news source designed to compliment local newspapers that already exist.
According to founder Evan Smith, “We’ve
made a point of not presenting this as a
binary choice… Read your local paper and
read us. In fact read as much stuff as there
is out there.”
In his first posting on the website Smith
described the Tribune’s mission: to promote
civic engagement and discourse on public
policy, politics, government, and other matters of statewide concern.”
Similar to ProPublica, all the information
published on the Tribune’s website is up
for grabs for other media organisations as
part of a content-sharing plan designed to
help other reporters who might not have the
time to look into an issue in depth. Matt
Stiles, one of the Tribune’s staff reporters, told Poynter Online in an interview:
“Ultimately, we’d like to tell every paper
in the state, ‘If you like this data set, just
take it’.”
Smith left his position as Editor-in-Chief
of established Texas Monthly magazine
to take up the post as CEO and Editor of
the Tribune in July 2009. A few months
later, the Tribune added Elise Hu, Emily
Ramshaw and Matt Stiles to its list of
experienced journalists. In an interview
with Poynter in September, Ramshaw
talked of her decision to join the project:
“I feel, and still feel, that the newspaper
business is in serious crisis. I’m not content to cling to a deck chair and go down
with a sinking ship.”
Ramshaw worked for The Dallas Morning
News for six years, the last three of which
she was state investigative reporter. “We’re
trying to prepare for the next incarnation of
journalism. If this venture is going to work,
it’s going to work because serious, talented
journalists were brave enough to take the
risk,” she said.
The Tribune built up a selection of notable
reporters willing to do this and Chairman
and co-founder John Thorton was quoted

as saying “We didn’t hire journalists out of
work. We hired reporters whose editors were
pissed off that they lost them.”

funding
Smith and Thornton worked hard on securing donations, with Thornton himself donating $1 million to the Tribune. In early October
the founders confirmed they had received a
further $750,000 in grants from the Houston
Endowment and the Knight Foundation. The
Tribune set a $4 million target to continue
running for two years, and at the time of
opening had $3.7 million.
Membership is a key source of support.
In January 2010 it was reported that the
Tribune had 1500 members, and each one
had contributed between $50 and $5,000,
with an average donation of $98: this works
out to around $147,000. Corporate sponsorships also brought in some funds and
the Tribune acquired the Texas Weekly, a
newsletter for government and politics in
Texas, which has around 1,200 subscriptions at $250 a year.
The sum is considerable for a start up
website, as paidContent’s Staci Kramer
noted at the time of launch: “the Tribune is
launching with enough money for a wellpaid staff of 16, including 11 reporters,”
referring to salaries of $315K for the editor in chief, and up to $90K for seasoned
reporters.

how the site works
The site itself is divided into ten pages, the
organisation of which differ from your average news website. Eleven databases under
a section titled ‘Library’ contain information
ranging from federal campaign donations,
gubernatorial appointees and lawmaker
spending. In addition to this there is a complete electoral directory of every Texan senator and governor- the site essentially offers
a single space for complete personal and
political data on the ‘242 occupants of the
state’s highest offices’.
As well as the databases, the site boasts
eight of its own blogs and links to some 25
others; has a ‘topics’ section where stories
can be found based on theme; a calender,
where information about local events can
be found or submitted; and a ‘Tweetwire’,
a Twitter feed from all Texan politicians on
the website’s front page.
The Texan team have embraced the capacities of the Internet and technology to the full,
utilising social media, widgets, videos, blogs
and mobile applications- something Smith
believes to be key to the way in which the
use of media is changing.
Smith suggests that publishers need to
adapt to measure up to this changed method
of consuming news: “You cannot simply go
out and record the news, present that to
people and believe that that’s going to be
enough. You need to give them the tools to
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better understand their world, to better know
their state, to better know the people they
elected, to better hold them accountable
and that often is all not simply conventional
reporting but the amassing and presenting of data that allows people to access
the world in which they live from a more
detailed level.”

seeking success where
others have failed
Smith says that the Tribune has a good business plan, arguing that other nonprofits such
as the Rocky Mountain Independent and
InDenver Times failed because they were
run by journalists, not business people and
“didn’t really have a plan for how to make
the model sustainable.”
Part of the reason the Tribune is choosing
to remain online-only is because “the cost
of printing a print publication for postage
and paper and print facilities is so expensive
that you reduce your overhead dramatically

and therefore make it much more likely that
your business model will sustain.”
The new publication’s healthy budget insulates it against some of the problems faced
by other publications. Having the financial
capacity to buy the latest technology and
hire top journalists will “go a very long
way to allowing us to do our best work,”
Smith said.

navigating the ethical
issues of non-profit
A nagging question over the non-profit model
is how publications will be able to resist
influence from major donors. Smith argues
that the separation between donors and the
editorial team is no different to the situation
between advertisers and editorial.
What would Smith do if he was approached
by a donor to cover a particular story?
“Donors don’t expect that we’re going
to write about their issues or about their

enemy’s issues in a negative way, they’re
not looking for us to take sides- they’re
supporting the principle that hovers above
all this activity: that journalism in the public
interest has value.”
“Any donor who is unhappy with the coverage we provide because of such an expectation is welcome to his or her money back,”
he says, adding: “I’d rather lose my funding
then lose my integrity.”
At the end of March, Smith announced that
since the launch, the website has significantly exceeded its target of 150,000 unique
monthly visitors by the end of 2010, counting an impressive 200,000 monthly unique
visits and more than 1 million monthly page
views for the month of March.
Smith described the statistics as “well
beyond where we had a right to expect
we’d be and way, way, way ahead of
schedule.”

inVestigatewest: striVing for change
A new investigative journalism project,
InvestigateWest, was set up in July 2009
by a group of journalists who worked at
the Seattle Post-Intelligencer, which went
online-only and shed many of its staff
in March 2009. The site aims to provide
“high-quality investigative journalism about
environmental, health and social justice
issues across the West,” according to a
press release at the time of launch.
InvestigateWest is non-profit and produces work for online, print and radio and
TV stations. It distributes its multimedia
content through individual partnerships
with media organisations and through its
own syndicated service. A core group of
five journalists, who between them “have
won or been finalists for every significant
national journalism award for investigative
and narrative work,” is supplemented by a
network of other correspondents.
“Our goal is to produce journalism that
empowers citizens and changes institutions. We will measure our success by
the impact of our stories,” said Executive

Director and Editor Rita Hibbard. She noted
the recent closure of daily newspapers in
Seattle, Denver, Tucson and Albuquerque
and described InvestigateWest as “a new
model of public service journalism that
seeks to fill the void rapidly developing in
investigative coverage.” As well as being

a challenging time for the news industry, it
is also “a time to be creative and try new
approaches,” she added.
InvestigateWest has received a grant from
the Fund for Investigative Journalism and
$100,000 from the Ethics and Excellence in
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Journalism Foudation, in-kind contributions
from major firms, including the K&L Gates
law firm and Point B Solutions Group in Seattle, donations from individual donors, and it
is actively fundraising from individuals and

foundations. It has produced content that has
been distributed via media partners including MSNBC.com, the Spokesman-Review,
Seattlepi.com, and KUOW-FM, according to
Hibbard on the initiative’s website.

inVestigatiVe journalism across the atlantic
Many of the investigative alternatives to
mainstream news have been founded in
the US, but Europe is starting to see similar
initiatives emerge. For example, the European Fund for Investigative Journalism, or
Journalismfund.eu, was launched in February 2009 with a plan to raise funding for
investigative reporting that involved crossborder collaboration in Europe.
“In Europe we can see that politics, business, even organised crime all cross borders, while journalists and their coverage are
often focussed purely on a national target
group and are reluctant to cross borders,”
Director Brigitte Alfter explained in an interview shortly after the launch.
A little over a year later, two investigative
stories had been published and eight more
were being researched, with groups of two to
six journalists working on each. The first story
to be published was about slave workers in
Central Europe: men and women are lured
to the Czech Republic under false pretences
and then held captive and forced to work.
The story involved collaboration between
journalists in Romania, Ukraine and Moldova,
with a budget of €4,180. A journalist from
the Czech Republic backed out because he
feared getting involved with reporting about
organized crime. The story was published in
Romania, Ukraine, Moldova and Croatia.
A money-laundering scheme was the subject of the second investigation, published
in March. Two Estonian reporters working at
business daily Äripäev applied for €2,550
from Journalismfund.eu to investigate
rumours of money-laundering in Estonia
and Bulgaria, and established contact with
a Bulgarian investigative journalist who
researched in his country. Stories were
subsequently published in Äripäev about
dishonesty in politicians’ campaign-funding,
which led to an amendment of the law to

tighten the monitoring of party campaign
costs, and about a corrupt investment
scheme, which led to an investigation by
the Estonian finance watchdog agency.
Journalismfund.eu, started by the Belgian
Pascal Decroos Fund, is currently operating
thanks to a €114,000 grant from the Media
Program of the Open Society Institute. Alfter
is preparing to launch another round of
funding, and is planning to start a similar
project, whereby journalists carry out in
depth research into an aspect of European
legislation and this is then adapted and
published throughout the European Union.
She also hopes to pursue research into
new business models for journalism in the
near future. A sister project from the Pascal
Decroos Fund is Wobbing.eu: a site that supports and helps journalists who are submitting freedom of information requests.

bureau of investigative
journalism
The Bureau of Investigative Journalism, a
new British initiative to support investigative journalism, was launched in July 2009
with £2 million in funding from the Potter
Foundation, due to start work in 2010. It is
an initiative of the Investigations Fund, a
not-for-profit project backed by a group of
investigative reporters launched in June.

“Our goal in helping establish this project
is to support investigative journalism of the
highest ethical standards and to search for
sustainable models for its long-term future,”
said Elaine Potter, a former Sunday Times
journalist who is co-founder of the foundation with her husband, David, who is the
founder, CEO and chairman of hand-held
computer manufacturer Psion.
Stephen Grey, the bureau’s first acting editor,
said that the new bureau would be focussed
on production rather than on publication: it
will sell its stories to a news organisation
after writing. The bureau will hire a managing editor and a couple of reporters, as well
as funding several freelance contributors.
Centre for Investigative Journalism director
and co-founder of the bureau Gavin Macfadyen said: “We will experiment with all the
techniques available to us from crowdfunding to crowdsourcing and provide content
across the media spectrum.” Google will
help the bureau with software tools and
technical training.
It was announced in September 2009 that
an executive producer at ITN, Iain Overton,
was to head the Bureau. At the time of the
announcement, Overton described the state
of investigative journalism as “derelict”, adding that “there is a vital need for honest information to combat distortion and spin.”

Journalismfund.eu
Director Brigitte Alfter
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“For-profit newspapers lose money accidentally.

Nonprofit news operations lose money deliberately.”
The BIJ started hiring in November 2009,
looking to recruit three to four investigative
journalists to start with, but with the intention of continuing to expand as needed,
potentially hiring up to twenty new journalists. Those hired will likely be working in
small teams on each story. This is to aid

in the investigations as well as the final
stories, according to Iain Overton, MD of
the BIJ, who told Journalism.co.uk, “the
collaborative relationships between print
and TV broadcast journalists, or online and
radio journalists, will help establish investigations where the quality of which will not

only benefit from the different skills brought
to the table, but also the end material will
be better suited to be used across a wider
variety of media platforms.”

is the non-profit model really sustainable ?
ProPublica General Manager Richard Tofel
said that the non-profit investigative journalism outlet cannot “save investigative
reporting” in the US, reported Poynter in
April 2009. Speaking at the Massachusetts
Institute of Technology, Tofel explained how
the organisation could not possibly fill the
gaps left by newsroom cutbacks across the
country. He stressed that the initiative has
proved it can do major important work, and
that organisation’s next big task is to come
up with a sustainable revenue model. Tofel
believes that some kinds of journalism, just
as investigative, “are revealing themselves
to be public goods and need to be funded
as such.” The problem with government
funding, however, is that “the nature of
investigative reporting is to have an adversarial relationship with government.”
The wider debate on whether or not nonprofits are the future of journalism has been
raging for some time. 2009 saw much discussion of whether going non-profit could be
a viable solution for a major newspaper such
as the New York Times. A bill put forward
by US Senator Benjamin Cardin proposed
that newspapers would be allowed to operate as tax-exempt non-profits. This would
protect them from market pressures and
allow them to focus on the quality of their
journalism. 1
CHAP

Their new status would mean, however,
that newspapers would be prevented from
endorsing political candidates: something
which many editors would find problematic.
Many vocal opponents of the non-profit

model exist. Slate’s Jack Shafer, for example, insists that: “In the current arrangement,
we’re substituting one flawed business
model for another. For-profit newspapers
lose money accidentally. Nonprofit news
operations lose money deliberately.” It
can be argued that there is a risk that reliance on non-profits could stifle innovation
and the search for a new business model
which could provide a more effective and
self-sustainable means of funding news
reporting.
Veteran media analyst Alan Mutter is very
doubtful about the potential of the non-profit
model, asserting that “simple math” proves
“conclusively” why philanthropic contributions will never be able to take over the
funding of journalism. He wrote in March

2010 that by his calculations it would take
an endowment of $88 billion to support
news reporting in the US.
However, as others including journalism
professor Jay Rosen pointed out, the role
of non-profits is seen by most not as an
attempt to replace traditional funding but
rather to supplement it and fill some of the
holes. He argues that it will take a variety
of different business models to sustain
journalism, with the non-profit sector as
one of these.
It is indeed unlikely that many major newspapers could find the funds to go non-profit
due to the huge sums of money involved,
but the model has potential to support some
niche or public interest reporting that is
significantly time-consuming.
Thornton, the Texas Tribune’s chairman, hit
back at criticism from other media executives: “I call it the Stockholm Syndrome.
They are sympathising with their advertisercaptors.”
According to Pro Publica Director Richard
Tofel and journalism professor Jay Rosen,
investigative non-profits are meant to
supplement traditional reporting.
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pure-players: founded and driVen by professionals
In past years, as many print publications
have struggled with declining ad revenues
and circulation, a vast array of online-only
news sites have emerged in an effort to fill
the gap. But, as opposed to the stereotypical
vision of online news sites being inaccurate
and amateurish, most successful pureplayers were founded and are edited by
professional journalists – who have usually
turned away from print due to their publication’s financial hardship. In some cases, traditional media have not only recognised the
pure-players as legitimate news sources,
but have even merged with or acquired the
online ventures.
In October 2009, Thompson Reuters
announced the acquisition of online financial commentary site Breakingviews. Whilst
Breakingviews co-founder and former
Financial Times columnist Hugh Dixon didn’t
officially disclose the sum, he was likely to
personally receive about £2.75m from the
estimated £13m price tag.
In an interview with MediaGuardian, Dixon
said the deal was “great news” in a “time
of so much doom and gloom” in the media

Funded by the National
Science Foundation, an
illustration of the Web’s
ramifications.
Photo: Wikipedia.org

industry. “I’ve always had a huge respect for
Reuters. For quite some time, it seemed to
me that a combination between our views
and their news would be a really winning
cocktail,” he said.
The combined Reuters-Breakingviews commentary team continues to operate separately under the Breakingviews brand with
Dixon heading the service, “to ensure that

there remains a clear distinction between
the organization’s news service and commentary offering.”
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Breakingviews syndicates content to many
of the world’s leading newspapers, including The New York Times, Le Monde, NRC
Handelsblatt and El Pais. In addition to its
newspaper connections, Breakingviews
counted about 15,000 subscribers.
Another example of a successful onlineonly player is the French online news site
Rue89, founded in May 2007 by former
journalists from Libération, which expanded
into Québec in October with the launch of
Québec89. Based on a similar model of
pro-am journalism, three freelance journalists coordinate users’ contributions and
produce Québec-based news, in addition
to feeds supplied by Rue89.
The Quebecois site is more locally focused
than its parent site and concentrates on
three areas: politics, media and society.
Rue89 has been successful so far, raising
money through advertising, reader donations and offering services such as website
design, and already has one local section,
Marseille89, and an economics section,
Eco89. News of the launch coincided with
the difficulties of the traditional press, as the
biggest Canadian French-language daily La
Presse faced closure.
And the number of online pure-players
continues to rise. Factual.es was launched
in November 2009 in Spain by Catalan
journalist Arcadi Espada. The daily news
site, launched with a budget of €250,000,
charges €50 for an annual subscription. In
a promotional video, Espada emphasized
the need to establish a model for paid-for
online news. “A journalist’s work is not free,
as nothing in life is free,” said Espada.
“The real problem at hand is how to create a model that is profitable newspaper
business. Until now, the printed newspaper
has been profitable, but this formula is
exhausted, now we have to reinvent the
business.”

a rocky road for online
news ventures
However, the business model for online-only
news remains far from established. A month
earlier, Spanish online-only news site Soitu.
es had closed down, only 22 months after
its launch. Although Soitu had garnered up
to half a million unique visitors monthly, its

Catalan journalist Arcadi
Espada, founder of Factual.es

main backer, banking group BBVA, decided
to pull out of the venture.

Association had even awarded the news site
for its excellence in online journalism.

The closure of Soitu may have been especially disheartening for new media journalism proponents, considering the fact that the
site had been at the forefront of innovation.
Boasting a wide range of news widgets,
tools to automatically link together graphics
or tags, as well as its own social network,
utoi.es, Soitu had rapidly established its
presence as a key player in online news.
Earlier in October 2009, the Online News

Despite the closure, Soitu founder Gumersindo LaFuente reaffirmed his belief in online
journalism: “We don’t know what the future
holds, but we look forward with the hope
that there are many things to do, and many
good stories to tell. And one way or another,
we will continue to report online.”

global trenDs

rEVErsING TrENds: BAKCHICH rETurNs To PrINT
In September 2009, French satirical news site Bakchich went against gloomy forecasts for the future of print by launching
Bakchich Hebdo, a weekly print edition
featuring the site’s content. Interestingly,
the decision was made for financial
reasons, since the site has struggled to
find a profitable business model without
charging for content. “With the collapse
of advertising, we couldn’t make things
add up,” said Nicolas Beau, Editor of the
Bakchich website.
Satirical papers have continued to thrive
in France, where the circulation of the
three of the other main print satirical
publications rose 13% in 2008, selling a
total of about 630,000 copies per week.
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online-only newspapers: the new generation
As the number of online-only news sites
continuously increases, the distinction
between the traditional newspaper and
online site may be quickly blurring. Indeed,
many print newspapers which had been
forced to close down due to economic troubles have resurfaced as leaner, online-only
organisations.
The New York Sun for example, which had
launched in the New York City region in
2002 and shuttered in September 2008 due
to the economic downturn, started anew in
November 2009 with an online-only site. At
the time of the relaunch, nysun.com hosted
about 64,000 monthly visitors.
At about the same time, Dan Rositano,
former Director of information and technology at KPLR Channel 11 announced plans
to relaunch the St. Louis Globe-Democrat
as a free online-only news website. The
Globe-Democrat, which had stopped printing in 1986, was to relaunch in December
with a starting staff of about 20 employees.
Rositano hoped to fend off both print and
online competition by focusing on niche
stories.
“I’m excited about creating jobs for media
professionals,” he said. “The media industry
has been taking some big hits [and] there
is so much talent out there.”

Science Monitor paves way
for online newspapers
Among the larger newspapers which have
migrated to the Web, it seems The Christian
Science Monitor in the US has successfully
managed its transition, after closing its daily
print edition in early 2009 and switching to a
weekly magazine-like publication. see 09
T IN

“93 percent of the 43,000 subscribers of
the printed daily agreed to switch to a new
weekly print magazine,” said Science Monitor Editor John Yemma in an interview with
Poynter Online. In the publication’s short history, its circulation has increased to “67,000
fully paid subscribers (at $89 a year). And
another 18,000 trial subscribers are paying
a reduced rate.” Yemma also reported a 20%
increase in monthly page views, and even
more for unique visits.

Granted, the Monitor has benefited from its
ownership structure, different from most
newspapers. More than half the Monitor’s
budget, roughly $20 million a year, is derived
from income on an endowment and a subsidy from the Church of Christ, Scientist.

The website has also put a lot of emphasis
on frequently updated news and multimedia
series, such as “Little Bill Clinton,” a story
following a young Congolese immigrant
named Bill Clinton Hadan and his travels
through “third grade America.”

Yet the Monitor owes much of its online (and
magazine) success to its forward-thinking
strategy: thanks to extensive marketing, the
magazine’s readership grew – benefiting
also in part from the woes of other print magazines, such as U.S. News & World Report,
which cut back to monthly publication.

Interestingly, Yemma isn’t considering the
paid-for online route so far. Although the
Monitor experimented with a three-page
PDF round-up, entitled the “Daily Briefing”
and sold to its 1,800 subscribers for $7 a
month, Yemma remains a self-confessed
paid online news “sceptic.”

The St. Louis GlobeDemocrat and New
York Sun have both
resurfaced on the
Web.

QuicK Facts

BuyING ouT oF THE PAPEr, INTo THE WEB
In April 2009, about 40 former members of the struggling daily Star-Ledger
joined forces to launch newjerseynewsroom.com. “We had started
talking about doing this even before the buyouts were made,” said Matt
Romanoski, former Deputy Sports Editor at the New Jersey daily.
In the two weeks following the launch, the site garnered about 10,000 page
views per week. Most of the site’s content is local or hyperlocal, and it also
aggregates links to other news sources, including the Star-Ledger.
According to Romanoski, luckily, reporters could rely on their buyout
payments to start with and were not desperate for a salary just yet. Some
of them had outside jobs and contributed one or two stories per week. But
editors of the news site hoped to quickly find a viable business model.
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two sites compete in
denver and seattle
In July 2009, online news magazine the
Rocky Mountain Independent (RMI) was
officially launched to cover the Denver
region. RMI was founded by former staff
members of the defunct daily newspaper
Rocky Mountain News. 1
CHAP

“Our focus is on developing original content
and creating a place to discuss the news
that affects us all,” said co-founder Cindy
House. “We want to tear down the walls
around the newsroom to join the community
in that discussion.”
Revenues were to be generated both through
ads and subscriptions, with yearly membership set at $24 and offering perks such as
live discussions with reporters and fewer
advertisements within articles.
RMI’s team consists of full-time writers and
editors, as well as paid contributors and
independent blogs, including MileHighPolitics.com, a local politics blog, and IwantMyRocky.com, a site initially founded to save the
Rocky Mountain News and which has since
then evolved into a media industry blog.
RMI joined InDenverTimes, another news
site founded by the paper’s former staffers.
Perhaps RMI can learn from some of its
competitor’s lessons: InDenverTimes had
to rethink its subscription-only business
model after failing to reach 50,000 members
by April. Despite this setback, co-founder
Steve Foster and business writer David
Milstead reaffirmed their belief in the future
of journalism online.
“We believe there is money to be made in
local journalism by local journalists and that
there is a unique opportunity in Denver in
wake of the closure of the Rocky Mountain
News,” they said.
In the Seattle area, a similar venture,
launched by former journalists from the
shuttered Seattle Post-Intelligencer, has
seemingly been successful in establishing
an online readership. Developed in a different spirit, the site Seattle PostGlobe relies
mostly on donations from readers and many
staffers work on a volunteer basis.
Its competitor, the Seattle Post-Intelligencer’s

online-only official offspring has, however,
been struggling to maintain readership, with
page views reportedly down 23% in the first
month after the closure of the print edition.

annarbor.com: tough start
The transition from being a print to an online
newspaper hasn’t fared smoothly for all
though. In July 2009, after having rolled off
the printing presses for 174 years, the Ann
Arbor News in the US (Michigan) folded its
print edition. In his farewell letter to readers,
Editor Ed Petykiewicz warned local readers
not to let newspapers disappear completely,
as “They’re the only ones who separate the
self-serving spin by public officials from
what is really happening.”

The print newspaper was replaced by the
online-only AnnArbor.com, which planned to
employ 30 to 35 newsroom staff (compared
to the News’ 60 staffers at its end). However, readers quickly criticized the rather
raw design of the site, as well as the lack
of opinion pages – among others. Despite
its rough start, AnnArbor.com enrolled a
number of community bloggers to write
about niche topics, hoping to provide quality
coverage comparable to the much-missed
print edition.

global trenDs

FrEE INdIAN TABLoId GoEs oNLINE-oNLy
Although most newspapers mentioned above migrated to the Web due to deteriorating economics in the US and European news market, India’s press hasn’t been spared
by the crisis either. In July 2009, free Indian tabloid Ergo announced it would cease
publication of its print edition to move online-only.
Launched as an experimental publication
in 2007 by the publishers of national title
The Hindu, Ergo managed to find a niche
by targeting local IT professionals. Its
printed edition had comprised an original
mix of featured published in collaboration with readers.
According to the Hindu, the “expectation
and hope is that this bond with a growing
community of ‘goergo’ readers can be
retained and strengthened online.”
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is online-only really the way to go?
As newspapers and entrepreneurs around
the world experiment with online-only
ventures, a disturbing study released by
researchers from City University London’s
Graduate School of Journalism in April 2009
found that going online-only could cause a
newspaper to lose 75% of its revenue and
web traffic to actually decrease.
The report, entitled ‘Taking the paper out of
news,’ written by Neil Thurman and Merja
Myllylahti, is based on the case of Finnish financial daily Taloussanomat, which
dropped its print edition at the end of 2007
due to declining readership and revenues.
The authors interviewed the CEO and Editorin-Chief, as well as several other editors
and journalists.
The researchers stated that “logic might
suggest that if a newspaper’s content
ceases to be available in print form, the
title’s website would start to register a significantly higher number of visitors.” But
in fact, following an initial rise, the paper’s
unique users started to fall months after
the paper went online-only, and “compared
with the websites of three newspapers who
retained a print version, Taloussanomat’s
performance looks very poor indeed.” One
such website is that of its main competitor, Kauppalehti, which runs an integrated
print-online operation.
According to the report, five months after
going online-only, Taloussanomat’s unique
visitors were 22% lower and pages impressions were down 11%, compared to the
week before it made the switch. Thurman
and Myllylahti estimated that readers spent
about 75% less time reading the title as a
whole than they did when it was also available in print. This is especially significant in
Finland, which has the third highest level of
newspaper penetration in the world.
Looking at the purely financial aspect of
the move, Taloussanomat’s costs dropped
52% when it stopped printing, but revenues
fell by at least 75% due to the loss of
print advertising and subscription income.
However, according to CEO Juha Pekka
Raeste, in absolute terms, the cost savings
achieved were greater than the loss from
advertising revenue.

In general, the researchers concluded it is
only financially worthwhile “ditching” the
print edition if a newspaper has an operating
loss of 31% or greater. They warned that
going online-only “cannot, on its own, bring
a newspaper back to profit.” They suggested
that newspapers which are forced to adopt
the online-only model might come to rely
on other income streams, such as ‘permission marketing’ via opt-in content such as
specialist email newsletters, content syndication, or partnerships and services and
events that build on newspaper brands.
From an editorial point of view, the study
found that in the streamlined online-only
newsroom, with 41 staff as opposed to
69, there was a reduction in hard news on
companies and markets, leading to “greater
consumer focus, more sensational / celeb-

rity stories, and a shift away from original
reporting, with 80 percent of Taloussanomat’s stories coming from news agencies
and other sources.”
The researchers concluded that this was
the result of “a squeeze on resources and
the nature of the online medium, which
demands a higher turnover of stories to
encourage multiple daily visits.” Staff
felt that their workload had significantly
increased due to the smaller staff, and
researchers detected pressure on journalists and editors from the publisher to raise
visitor numbers. Also, Taloussanomat was
apparently no more innovative in its use of
multimedia or user-generate content than
sites partnered with a print edition, and only
had one journalist providing video content
to the site.

in Depth

Cross-PLATForm PromoTIoN FArEs BETTEr
THAN oNLINE-oNLy
In May 2009, in response to the case study of Taloussanomat,
Poynter Media Business Analyst Rick Edmonds questioned
the migration of print papers to online-only.

Poynter Media
Business
Analyst Rick
Edmonds.

According to Edmonds, many people have wrongly assumed
that an online edition would drastically cut costs while
maintaining the same level of readership. Edmond cited the
Pew’s State of the News Media 2009 report, which found
that only 5%of Americans reported reading both the print and
online editions of a given newspaper. 9% reported reading
online only and 25% reported reading the print edition only.

Thus going online-only may only be a quicker way
for newspapers to lose their readership. Edmonds
suggested that newspapers instead focus on
cross-platform promotion. “Maybe that better pumps up Web traffic than
trying to force-feed the print audience an online substitute,” he wrote.
tips anD resources

dIGITIsATIoN: sPANIsH NEWsPAPEr VIrTuAL ArCHIVEs
LAuNCHEd
The digitsation of newspaper content continued throughout 2009, with the launch of
the Biblioteca Virtual de Prensa Histórica in March. The Historic Press Virtual Library
is the fruit of a collaboration between the Ministry of Culture, the Autonomous Communities of Spain and various other organisations. It aims to eventually digitise all of
Spain’s newspapers, past and present.
At its opening, the virtual library housed some 2000 titles, amounting to more than
4.3 million web pages, with issues dating between 1777 and 2005. According to
the European Library, other digital libraries of its kind include The Finnish Historical
Newspaper Library and the National Library of Holland, with 415,000 and 350,000
web pages each. However, only the Austrian Newspapers Online is comparable in
size, with nearly 3 million pages offered. The Google News Archive also houses thousands of publications and millions of articles. 7
CHAP
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thinKing anew, resolutely web – or not
At a time when most newspapers are transitioning to digital formats, it is essential to
keep in mind that the Web is an altogether
different medium, and that readers don’t
typically come to online editions to get
the same experience as in print. So what
are some of the industry’s most forwardthinking examples?
One peculiar example of an online business
strategy is that of the Newport Daily News,
which has been charging significantly more
for its website that for its print edition: aimed
at preventing readers from dropping the
print edition, subscription to the website
costs $345 per year, while home delivery
is priced at $145 – and $245 for both the
print and online editions.
Since implementing the paywall, the Daily
News’ circulation of 13,000 copies has
slightly risen. But this doesn’t mean Daily
News editors ignore the opportunities offered
by the online edition, with a special online
offer targeted at its 2,500 readers who lives
outside the paper’s delivery area. The Daily
News’ parent company was also planning
the launch of a separate hyperlocal website,
which would include practical information,
readers blogs and local listings.
However, critics have been quick to point
out that this online strategy might not fare
well for larger metropolitan newspapers,
since the Daily News is a small-town paper
with a clearly loyal readership indisposed
to look elsewhere for news.

emag: turning the
newspaper into a
multimedia experience
At the other end of the spectrum, some
newspapers have bolstered their efforts to
offer unique online editions. In November
2009, Germany quality Sunday newspaper
Welt am Sonntag launched an innovative
paid-for multimedia magazine, priced at
€1.5. Dubbed “eMag,” the digital magazine was developed by parent company
Axel Springer.
Designed by the newspaper’s Art Director
Jördis Guzmán Bulla, whose team won the
“World’s Best Designed Newspaper” award
earlier in 2009, the eMag combined the feel of

tips anD resources

WoLFrAm ALPHA: rEVoLuTIoNIsING sEArCH?
In May 2009, new search engine Wolfram Alpha went live, with the self-described
purpose of being “the first step in an ambitious, long-term project to make all systematic knowledge immediately computable by anyone.”
The site collects all objective data and combines it with a search function, allowing
users to search for the answers to factual queries - and a few entertaining responses
to more unusual questions thrown in for fun. The site has been billed as revolutionary, and its ability to throw up and compare data is indeed unprecedented: “If you ask
it to compare the height of Mount Everest to the length of the Golden Gate Bridge, it
will tell you. Or ask what the weather was like in London on the day John F. Kennedy
was assassinated, it will cross-check and provide the answer.”
Wolfram Alpha may also be of great use to newsrooms and database cross-referencing, as reported the Nieman Lab. “As news organisations look to add high-value
content that might form the core of paid-content sections for their sites, compilations
and analysis of public information is one of the areas they’re exploring.”

editions, eMag featured the paper’s New
York correspondent visit the party hosted
by artist Terence Koh and another journalist race around Maranello test track in the
passenger’s seat of the new Ferrari 458
Italia; interactive infographics explained the
Copenhagen Climate Conference and the Bee
Gees spoke about their 50th anniversary.

navigating through a print magazine’s pages
with a vast array of multimedia features.
“’What’s next?’ I wanted to have more to
play with: animations, slideshows, sounds,
videos, voices, and interactive elements. But
I never could find the space in the common
news site format what is more informative
than visually. So I created a ‘new’ platform
and took the great chance to present my
vision directly to the board,” said Guzmán
Bulla in an interview with Editors Weblog.
eMag’s written content is complemented by
animation, films and audio. In one of its early

According to Guzmán Bulla, the creation
of a web-worthy publication came with its
challenges:
“You have to play the same song in a different rhythm and perform with much more
virtuosity. I’m still learning. I still remember
when we shifted from black and white to
colour: Suddenly we had many more possibilities to guide and entertain the reader
but also the danger of confusing him. Now
we have an infinite number of chances - and
risks. But what remains the same is that
in print and in online we have to provide
quality: And a good design doesn’t work
without excellent content.”
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By Emma Heald, Editor-in-Chief, Editors Weblog
Innovation and entrepreneurship in news is not only taking place online. Portugal’s newest daily newspaper, i, was
launched in may 2009 and attracted a significant amount of
attention due to its rising circulation figures and innovative
approach. I’s circulation rose throughout its first summer of
existence, and it was hailed as a symbol of the ongoing power
of print. At a time when the newspaper industry is struggling
worldwide with declining print ad revenues, how is a new
print newspaper seemingly thriving?
What i is doing differently: cutting traditional sections
I is not structured like a traditional paper. The paper’s team worked
with media consultancy Innovation to come up with a new way
to organise the product. “Our feeling was,” said Editor-in-Chief
Martim Figueiredo, who came on board at an early stage, moving
from Diário Económico, “that people were not concerned about
traditional sections any more. Traditionally, journalists have to
fill a politics section even if there is nothing relevant going on in
politics. We wanted to come up with something different.” So the
team came up with five key needs that they wanted the paper to
address, with five key words.

each page would have to be
custom-made to the needs of
a reporter or editor.”
“From a design perspective it’s a little intense,” Mrozowski said. The
design team is challenged to find magazine-quality visual solutions
every day. For example, unlike most daily newspapers, i strives to
include high quality portrait photography rather than just pictures
for events, which means finding the time to sit down with sources.
The paper also has many illustrations, something which many other
newspapers have been cutting back on in recent months, Mrozowski
pointed out. “I think people notice this,” he said.

• 1. opinion is the first section of the paper, based on the key word
think. No other Portuguese paper starts out with opinion.
• 2. radar is the second, accompanied by the key word know.
Radar aims to offer a quick overview of everything that has happened in the past 24 hours. The section is eight pages long, and
the longest article is half a page.
• 3. Zoom is the third section, connected to the key word understand. The 22-26 page section looks at between eight and 13
topics in depth.
• 4. The fourth section is called more, linked to the key concept
feel. This is where anything about people’s private, cultural, social
lives goes. More encompasses the fifth need that the paper wanted
to address: sports, about 80% of which is focused on football.

I has a team design team of seven, two infographic artists and a
group of photographers. This visual team is “like one unit,” Mrozowsi stressed. “We all sit at one big arching table, so it’s very
easy to communicate.”

design: magazine standards on a daily basis

Not just print...

Nick Mrozowski, i’s American Art Director, said that “I think the
overriding concept, not just in the design but in the newspaper as
a whole, is that we want to try to set out to produce a magazine
every day.” The 56 to 64-page paper is tabloid size and stapled,
so looks as much like a magazine as a newspaper.

Unlike many papers, only 40% of content from the paper also goes
online, explained Figueiredo, with the other 60% being exclusive to
the print product. The paper’s print and online operations are broadly
integrated, however, with journalists writing for both platforms. “It’s
a work in progress,” said online Editor-in-Chief Mónica Bello, “it’s
getting better and better all the time.” Two editors are just focused
on the website, and many journalists work on breaking news online
for a few hours and then move on to writing for the paper.

A huge amount of work goes into designing the paper every day.
At first, Mrozowski explained, the idea was that the paper would
have a fixed template for some pages, so that editors could simply put their content into the pre-designed format. “But from day
one that strategy fell apart,” he said. “We realised that the sort of
paper we were making had a lot of very specialised content and

Despite the strong focus on the visual side of the paper, Mrozowski
stressed that this is never at the expense of the content. He was
trained as a journalist as well as a designer, so “I’ve always worked
in newspapers with a journalistic eye.” And he makes sure that
his design team also understands that “the design should come
from the content.” Designers and editors therefore work very
closely together, requiring the design team to have a journalistic
understanding of each page that they work on.

I’s website is an aggregator, in addition to displaying original
content. Figueiredo described how the paper is happy to link to
competitors’ content, with the aim of turning i into a base for users’
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news exploration. “We want to make sure that people on Facebook
and Twitter are using i as their main information source,” he said,
adding that i has a presence on many social networks. The paper
has, in effect, six different homepages online. One is a portal of
general news, one is focused on Portuguese political news, a third
is economic and financial, a fourth is world news, fifth is sports
and the last is the ‘good life’ homepage
There seems to be a general acceptance at i of the fact that online
news is not profitable, at least for the moment. “You can’t make any
money there,” said Figueiredo, “but you have to be there in order
to grow your brand.” Bello said that “the print edition is of course
the priority, and will be at least for the next few years.”
The advantages of youth: potential for constant innovation
Being a new newspaper, part of a new brand, gives i the freedom
to experiment and it seems that this freedom has been passed on
to all the staff. Mrozowski and Bello were extremely enthusiastic
about their working environment and what it allows them to do.
“There’s this motivating feeling,” Bello said. Mrozowski said that the
two senior editors, Figueiredo and André Macedo, “have imparted
this feeling of accomplishing the impossible at every step... There
is no cap to how big these guys will dream and it presses you to
do things that you wouldn’t do at another newspaper.”
“We told them that they have the responsibility to be innovative
because they don’t have a set newspaper in which they have to fill
the gaps, rather it is a newspaper that they have to create everyday
in order to focus on the real issues,” Figueiredo said.
so who is the audience?
I’s specialised focus on politics and economics attracts educated,
ambitious readers, Figueiredo said. 69% of readers have a university
degree, 39% are top management. What is particularly exciting, he
added, is that 22% of i’s readers had not been regular newspaper
buyers before. A key target audience, “that we are still learning
to deal with,” is aged between 23 and 29: they have a university
degree, they have started their professional careers and have
ambition, they are unmarried, they travel frequently and have a
full social and cultural life, Figueiredo explained. “And they want

to know what’s going on. We have been dedicated to studying this
new audience that nobody else has.”
Why do they like it?
According to Figueiredo, “we’ve created a product that goes
directly to the way they think and interact with news.” Most of
these readers are well informed via other media and already know
a lot about what’s going on, but they look to i to “help organise all
the mixed and disparate information that they have to deal with.”
He believes that the in-depth articles on politics and economics,
providing essential background to current issues, are one of the
main reasons why people like the paper. The sports section is “very
creative,” unlike those in most newspapers, Figueiredo added. He
does not think that the rest of the More section is a key motivation for buyers to choose i specifically, pointing out that one of the
paper’s competitors, Público, was very strong on culture.
Finally, he suggested that the format of the print paper was particularly attractive, being small and stapled means that “people
can read it anywhere,” even on the beach. Lisbon is not a major
commuter city, however, meaning that this audience, crucial to the
success of many papers in many countries, does not exist.
What’s next?
I’s shareholders have given it five years to break even financially.
In a time of falling profits, when many papers are losing morney,
this is a significant challenge for a new newspaper. However, i
does seem to be off to a pretty good start. The decision to move
away from the traditional structure of a newspaper and provide
something different makes sense, as does embracing creativity and
innovative thinking in the workplace. The paper has made inroads
with a young, successful demographic that would often be attracted
by online news rather than print, and reaching about half of the
circulation of the major daily papers in a few months is impressive.
However, it remains to be seen whether i can be successful over a
longer period, and if it can indeed become profitable.
If i does succeed, will others follow it down the path of innovation?

chApter

THen THe weB BeCAme
A soCiAL neTworK
section 1:
news on social
networks, social
networks in the news

section 2:
Building on the link
economy
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section 3:
A second breath
for user-generated
content?

In 2009, Facebook’s numbers peaked over 350 million active users. Twitter became
a household name. Google branched out into social media with Google Wave. Publishing
user-generated content became the norm for most news organisations – well, almost. The
outlook for 2010 predicts the same explosive growth for social media. So in these times of
rapid change, what are the lessons to be learned from pure-players, for newspapers seeking
to attract a social media-oriented audience?

Twitter: the instant-messaging platform has demonstrated numerous times its potential in
breaking news situations or when traditional media were muzzled. While news organisations
and individuals around the world have opened Twitter accounts, they should be aware of
potential threats to accuracy and journalistic ethics.
Google: The world’s largest search engine has also become the most-visited news platform
on the Web with its aggregation service Google News. Although Google drives traffic to websites, it also receives a significant share of revenue in the process. How should publishers
work with aggregators, or can they develop a new business model based on aggregation
and paywalls?
Facebook: Mark Zuckerberg’s social network continues to boom, and its users have demonstrated its ability to quickly popularise and distribute news on social networks. Although
Facebook hasn’t declared any intention to enter the news business, publishers have sought
to develop Facebook applications and sometimes their own reader networks.
Aggregate: The key lesson from the Web 3.0 revolution is the necessity for news publishers
to embrace the link economy. News providers, which have traditionally served as destination points for readers, should develop ways to send readers to the best content available
on the Web, whether or not it’s on their sites, as well as encourage readers to contribute to
the news conversation.

section: 1

news on social networks,
social networks in the news
the facebooK reVolution
In December 2009, Facebook announced it
had surpassed the 350 million user mark,
with the average member spending 25
minutes a day on the site, making it the fifth
most visited site on the Web. An astounding
half of these users visited the site daily. By
December, there were over 90,000 applications present on Facebook.
In September, a study by Nielsen showed
that the time spent on social network and
blogging sites had accounted for 17% of
total time spent on the Internet in August
2009, three times more than the previous
year. “This growth suggests a wholesale
change in the way the Internet is used,”
said Jon Gibs, Vice President of media and
agency insights, in the online division. The
rate at which people are uploading photos,
updating statuses, and sharing links reveals
the “desire of online consumers to connect,
communicate and share” and “is increasingly
driving the medium’s growth,” said Gibs.
Facebook has undoubtedly become an
integral part of the media landscape, with
traffic numbers that would make any news
publisher’s mouth water. So how have newspapers hopped onto the bandwagon?

facebook connect:
a news app
Facebook has released its own application
to enable news publishers to draw traffic
from the social networking site. Thanks to
Facebook Connect, Facebook’s millions of
users can connect to and interact directly
with a news site or blog. The links generated
by the discussions are then visible to the
Facebook user’s friends, making Facebook
Connect a highly viral platform for news.
The main feature of Connect is convenience:
one Facebook login enables users to comment on a vast array of sites for which they
would normally have to register individually.
In addition to this, Connect users tend to
be more active Web junkies. According to
Joost, as quoted on the Facebook Connect
site, “Connected users watch 30 percent
more videos, enter 15 percent more comments, and invite 38 percent more friends.”
That’s more page views, more uniques, and
more content. And it’s free.

In addition to adding to traffic quantitatively,
Connect also provides news publishers and
thus advertisers with additional personal
information about users. Since users are
usually registered under their real names,
abusive comments and inappropriate interaction are also limited.
According to the Washington Post, over
80 000 websites had installed Facebook
Connect by December 2009 and more than
60 million Facebook users used the service
each month.
The San Francisco Chronicle has used
Connect on its website SFGate.com, since
January 2009. In that time, the traffic to the
site has grown exponentially. Between early
2008, when first it first created a Facebook
page, and July 2009, SFGate experienced a
1597% growth in page views, with 397%
just between June and July.
New media have also benefited from the
partnership: in August, the Huffington
Post teamed with Facebook to launch
‘Social News,’ a feature in which the
Huffpost aggregates stories that Facebook
friends of a user have recommended or
commented on.
“Our goal is to make HuffPost Social News
the go-to place for Facebook users to share
news – both the stories they love and the

photo Jean-Yves Chainon
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stories they hate – with friends. It should
also appeal to marketers interested in
reaching passionate, savvy readers who
care about the news and who want to share
their interests with friends,” said HuffPost
CEO Eric Hippeau.
In the six months following the partnership,
the HuffPost enjoyed an increase of 500 %
in referrals from Facebook, accounting
for about 3.5 million visits, and over 15%
of all comments to the site come directly
from Facebook. In September, HuffPost had
increased its traffic by 26% year-upon-year,
with up to 9.4 million unique visitors, putting
it ahead of the Washington Post’s website.
Other newspapers, such as The New York
Times, have chosen to use Facebook Connect in conjunction with other social networks – in this case the Times’ own network,
TimesPeople. The network, which went public in September 2008, allows users to log on
the site, share articles, connect with friends,
join networks, and even publish to Twitter.
The network has an application on Facebook
that allows for integration between the two
social media: TimesPeople users can use
Facebook Connect through the Times’ site.
This uploads all of the user’s contacts from
Facebook who are also on TimesPeople
instantly onto the user’s page.

QuicK Facts

NEWs VENTurEs To ENGAGE youTH THrouGH soCIAL
NETWorKING
Early 2009, two sites were launched in an effort to distribute the news to young Facebook users. Hot Dish and the mndaily.com were both funded by the Knight Foundation and powered by NewsCloud, a news-sharing website.
“It could revolutionise the way young people engage and interact with news through
their social network,” said Vadim Lavrusik, Editor-in-Chief and co-Publisher of The
Minnesota Daily.
The mndaily.com application is called The Daily on Facebook and is a part of the student newspaper at the University of Minnesota. The stories are campus-related and
users have the opportunity to sign up to take part in challenges to win prizes.
“But there is also a potential business model for news organisations that are struggling to make money on the Web,” said Lavrusik, “News organisations could use the
incentive-based model to make revenue by working with businesses to post challenges for users that they would gain points toward prizes.”
A research group led by Christine Greenhow at the University of Minnesota was to
study their Facebook news site to collect data on how online social network sites can
bring the headlines to the 16-25 year-olds, and involve them in world affairs.

In the UK, The Independent launched Plotstar, a network aimed to provide information
about “where to go and what to do near
specified locations, see what deals local
companies offer and plan events with their
friends.” Plotstar users can also use Facebook Connect to send invitations to friends
or post information about events.

if facebooK made the news
According to Ben LaMothe, writing for
Econsultancy, Facebook has all the tools
necessary to turn the social networking site
into the next big news publisher. “All that’s
stopping Facebook from becoming the preeminent news publisher for its 300m users
is Zuckerberg’s desire to do it,” LaMothe
wrote in October 2009.
After turning a profit a year earlier than

anticipated, LaMothe argued that it is wasn’t
unrealistic to think that Facebook founder
Mark Zuckerberg might consider investing
in news production, despite the question
mark hanging over its current profitability.
Referring to an interview with Zuckerberg
published in The Wall Street Journal in 2007,
LaMothe said that Zuckerberg “alluded to
a new stage to transform Facebook from
simply a social media site into a diverse

platform. He said that in future iterations,
users would see “real stories being produced on their Facebook feeds.”
It does seem that Facebook and similar
social network sites are in a privileged position, given the young age of their users (the
majority of Facebook users are between 18
and 34). As LaMothe argued, Facebook has
already to an extent turned into a news plat-
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form: “By ‘friending’ someone, you acknowledge shared interests and perspectives.
When a friend posts a link to a news article,
video or other media, you’re likely to click
on it because of the inherent trust of having
‘friended’ them.”
If a successful news production model were
to emerge from social networks, some
editorial guardrails would have to prevail.
LaMothe cited the example of the non-profit
Bay Area News Project, where unpaid journalism students do the legwork and a small
team of professional journalists check the
content before anything is published. On a
larger scale, however, it would be harder
for Facebook to implement such a system,
owing to its 300 million plus users. However,
one might imagine a Wikipedia-like system,
where the editorial leverage of contributors
would depend on the frequency and quality
of their work.

Facebook could also evolve to simply
aggregate news items posted by its users,
collecting headlines and linking to other
articles and websites. This, unless some
sort of deal is established with publishers,
would mean that Facebook would have to
pay nothing, or very little, for the actual
content produced.

newspapers’ miXed results with social media
In September 2009, the BBC announced that
it would “change the face of the BBC,” shifting its focus to become more social-media
friendly. The UK broadcaster had previously
announced it would appoint a ‘social media
editor’ to oversee the change.
Indeed, the trend of social media is here
to stay. “There are lots of times when I’ll
read an interesting story online and send
the U.R.L. to 10 friends,” said Lauren Wolfe,
25, quoted in a New York Times article about
young people’s news consumption habits.
“I’d rather read an e-mail from a friend with
an attached story than search through a
newspaper to find the story.”
Media journalist Mercedes Bunz wrote:
“This shrinks the overloaded news world
down to the news that are important to
the user and their friends. They are the
people who decide what is important to
know – perhaps this was meant by the
much-quoted saying that that journalists’
reign as “gatekeepers of information” is
over. What friends are reading is at least
as important as the news displayed on the
homepage of a news site.”
However, many news organisations are

advancing into social media with caution. In
November 2009, an article by the Newspaper
Association of America (NAA) studied cases
of newspapers that experimented with social
networking initiatives, with mixed results. For
example, The Chicago Tribune’s Associate
Managing Editor for Innovation Bill Adee credited Digg with 5% of the newspaper’s site’s
total traffic - about half of the 10% of page
views generated from social media sites.
According to the NAA’s article, “the UK’s
Daily Telegraph Web site saw referrals from
Digg rise from less than 600,000 in May to
about 5.5 million in December after it added
a Digg button and a Digg widget.”
However, social media buttons on Twincities.
com performed so poorly that it removed
the links because, according to Vice-President Michael Fibbison, “nobody clicked
on them and it was taking up load time.”
And according to Jason Erdahl, Executive
Director of Digital at the Star Tribune, traffic
from all social media sites accounted for
less than one-hundredth of a percent of
all web traffic.
So what makes the difference? Although
there is no one-size-fits-all solution, the

NAA article offered the following tips. Stories about technology or quirky subjects
tend more easily to create buzz and be
discussed on social media sites. Larger
papers such as national titles tend to benefit
more from Digg.com for its geographic span.
By the same logic, sites like Facebook tend
to benefit smaller, more localised papers
because users have more friends concentrated around where they live, and thus,
who are more likely to lead them to local
news and happenings.

BBC’s ‘Your Story’ illustrates
the broadcaster’s effort to
harness the strengh of social
media.
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social media guidelines for journalism
As newspapers increasingly embrace the
tools offered by social media, many have
chosen to release guidelines for journalists
making their first steps into the domain
of social media and interaction. Different organisations have taken different
approaches, however, with some embracing
the world of Facebook, Twitter and the like,
whilst others are urging their journalists to
be more selective in what they reveal about
themselves online.
In November 2009, The Los Angeles Times
released a set of guidelines about its journalists’ use of social media. The Times’ Standards and Practices Committee sent a memo
advising all employees to “watch what they
post on Facebook, Twitter, MySpace or any
online social space,” reported Biz Journal.
“Integrity is our most important commodity:
Avoid writing or posting anything that would
embarrass The Times or compromise your
ability to do your job,” the memo read.
It went on to say that employees should
“assume that your professional life and your
personal life will merge online regardless of
your care in separating them. Privacy tools
that determine who can see and read what
you post have little meaning when publishing on a public website. “
In guidelines sent to its staff, the Washington
Post deemed social media sites an area
that is “potentially hazardous” to journalists. “We must remember that Washington
Post journalists are always Washington Post
journalists,” said the memo, and similar to
the LA Times, it advised Post staff to tread
carefully when joining Facebook groups and
adding friends so as not to compromise their
expected objectivity.
“Post journalists must recognise that any
content associated with them in an online
social network is, for practical purposes,
the equivalent of what appears beneath
their bylines in the newspaper or on our
website,” stated the memo, in the wake
of Managing Editor Raju Narisetti’s controversial tweets (see box).
However, the Editoral Board at Arizona State
University’s daily newspaper Statepress
responded in a blog posting that offering

tips anD resources

JourNALIsTs BrANdING THEmsELVEs THrouGH FACEBooK
Whether the guidelines set out by newspapers are deemed as prudent or unrealistic,
journalists now have increased opportunities to brand themselves individually thanks
to the Web and social networks.
During the summer of 2009, Facebook gave its users the opportunity to create a specific URL for themselves. Facebook usernames make it easier for people to find and
connect with others on the social network by simply entering a username as part of
the URL in a search engine’s browser.
Star journalists could leverage the popularity of Facebook by marketing their own
name through personalised URLs.

in Depth

BE AWArE oF THE rIsKs oF soCIAL NETWorKING sITEs
The Washington Post released its set of guidelines regarding use of social media
shortly after Managing Editor of the Post Raju Narisetti tweeted two messages on
his personal Twitter account, which put into question his journalistic impartiality.
“We can incur all sorts of federal deficits for wars and what not,” read one message.
“But we have to promise not to increase it by $1 for healthcare reform? Sad.”
“Sen Byrd (91) in hospital after he falls from ‘standing up too quickly.’ How about
term limits. Or retirement age. Or commonsense to prevail,” read the other.
“In today’s hyper-sensitive political environment, Narisetti’s tweets could be
seen as one of the Post’s top editors taking sides on the question of whether a
health-care reform plan must be budget neutral. On Byrd, his comments could be
construed as favouring term limits or mandatory retirement for aging lawmakers,”
commented Andrew Alexander, ombudsman for the Post, in his Omblog.
Though Narisetti stressed the messages were personal observations intended
to be read by some 90 friends and associates, he acknowledged that his
tweets were “unwise” and that his opinions reflected on his position as
Managing Editor of the Post. He has since closed his Twitter account.

journalists’ personal information – and
biases – could in fact increase transparency. “While it is important as a journalist to
approach reporting and writing from neutral
ground, it’s silly to think that means biases
can just be wiped away,” read the posting.
Statepress editors suggested that a journalist’s personal social networking page
could be the key to boosting confidence in
mainstream media, allowing the public to
judge for themselves where a journalist’s
prejudices might lie.
In January 2009, Craig Whitney, The New
York Times’ Assistant Managing Editor, had
raised questions over who staff should
accepts as ‘friends’ and whether it was
acceptable to write about them.
“Should we avoid consenting to be Facebook
‘friends’ of people in the news we cover?
Mostly no, but the answer can depend on

the situation. A useful way to think about
this is to imagine whether public disclosure
of a ‘friend’ could somehow turn out to be
an embarrassment that casts doubt on our
impartiality. It would not have looked good
in the presidential election campaign for
a national political reporter to agree to be
a “friend” of Barack Obama without first
making sure to be a ‘friend’ of John McCain,
too,” wrote Whitney.
In May, the Wall Street Journal caused some
controversy after releasing a similar set of
‘Dos and Don’ts’, which according to Allbritton Communications Director of Community
Engagement Steve Buttry, reflected “a lack
of understanding about social media.”
The rules included a warning about adding or accepting a friend that might be a
confidential news source and therefore
exposing that source to poachers and possible invasions of privacy.
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Journalists were also discouraged from
enlisting friends or family members to
“promote or defend” their work. Journalist
and Save the media blog writer Gina Chen
criticised this point, arguing that “One of the
great benefits of Twitter, Facebook, other
social media is you can link to your blog or
story and let others who might be interested
know about it. It seems without that ability
social media becomes somewhat pointless,
and you limit your audience to those who
already read you or happened upon you in
a Google search.”
Other media commentators such as BuzzMachine’s Jeff Jarvis or Matthew Ingram,
writing for the Nieman Journalism Lab,

agreed: “The idea that you can maintain a
strict division between the personal and professional just doesn’t jibe with the way social
networks (or human beings) operate.”
With regards to collecting data and general
information from users on sites, reporters
were told to be upfront about who they are
and who they represent.
In the emailed memo, Deputy Managing
Editor Alix Freedman simply told employees:
“We’ve pulled together into one document the
policies that guide appropriate professional
conduct for all of us in the News Departments
of the Journal, Newswires and MarketWatch.
Many of these will be familiar.”

The memo was sent as part of a general
update on staff etiquette, including instructions on how to behave in a multitude of
situations, from everyday outside activities
to television and radio appearances.
On the other hand some media, such as
National Public Radio, have been more
enthusiastic about social media. Although
NPR executives acknowledged that “the line
between private and public activity has been
blurred by these tools,” Senior Vice President
for News Ellen Weiss encouraged NPR staff
to embrace this and to “use social media
for journalistic purposes and as a way to
connect with the audience.”

how journalists use social media to report
While speaking at the World Editors Forum
in December 2009, Paul Johnson, Deputy
Editor and Head of news, business and sport
at The Guardian, shared some examples
of in-depth, investigative stories the paper
recently published that drew resources
from social networking sites and eyewitness reports.

about really, letting us reach the maximum
number of people.”

In April 2009, following the G20 protests, the
paper obtained amateur video coverage that
showed police hitting a protester who later
died. The Guardian posted the video and its
reporters used blogs and social networks
to spread the story. Much coverage ensued
and 280 complaints were made against the
police. The policemen involved ended up
being charged.

Participating news organisations included
Agence France-Presse, ANP of the Netherlands, APA of Austria, APcom of Italy,
Canadian Press, dpa of Germany, Kyodo of
Japan, Lusa of Portugal, Press Association of
the United Kingdom and RIA of Russia. The
team launched a Facebook page, called The
Climate Pool, featuring a blog with contributions form all participating members.

Johnson also highlighted the Trafigura
case to illustrate how social networks
can contribute to a story. Trafigura, the
Swiss energy firm, had issued gagging
orders to several newspapers, including
the Guardian. The Guardian then published
a story describing the gagging order but
without providing any details. Twitter users
managed to piece the story together and
it was reported in various blogs, causing
the gag to be swiftly lifted.

The aim of the collaboration was to encourage a global conversation about climate

Twitter, blogs, citizen journalism, and the
“long tail” of the web are all tools that can
help journalists reach their audiences, Johnson said. “That’s what our journalism is

In December, the Associated Press collaborated with 10 other newspapers
worldwide to cover the United Nations
Climate Change Conference in Copenhagen – through Facebook.

change awareness, as well as to provide
a forum for readers to speak directly with
journalists.
The page can also be seen as an attempt
by traditional media to harness the power of
social networks while maintaining editorial
standards. “The news agencies involved will
be posting blog items, linking to relevant
content and driving debate on the page’s
discussion boards as well as by using other
tools of social media – moderating those
discussions in accordance with the highest
journalistic standards,” read a statement on
The Climate Pool Facebook page.
“This site is not aimed at replicating the
traditional media coverage of such an event
but at providing back stories and a forum for
analysis and various points of view. Many of
the participating news agencies will concentrate on national aspects concerning their
home markets; some will focus more on a
global market. All are committed to jointly
providing a new model for collaborative
journalism and reader engagement.”

Paul Johnson, Deputy
Editor at the Guardian
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Building on the link economy
google news ramps up, publishers sQueeZed
Throughout 2009 Google News developed
its services, making some news publishers
increasingly uneasy. In late February, Google
announced plans to place ads on the Google
News site, which aggregates stories from
more than 4,500 English-language news
sources worldwide. The ads were only seen
by US users, and marked the first time that
Google News carried any advertising since
its launch in 2002 (see conclusion).
There’s a wide variety of news aggregators:
some are based on reader interaction such
as Digg, others like the Huffington Post and
the Daily Beast provide aggregation alongside original reporting and commentary,
while others simply offer headlines. Google
News, however, also collects brief excerpts
from articles on its homepage, and makes
them available via a search function. Unlike
some aggregators such as the Drudge
Report that have a human editor choosing
the headlines, Google News’ aggregation is
entirely based on its algorithms.
Although a number of editors have praised
the Google service for bringing traffic to
their websites, some news publishers are
concerned that they are not getting appropriately compensated for their content, with
a click-through rate of only about 10% for
search results on Google News. And even if
people do click through, they are less likely
to visit newspapers’ homepages and therefore newspapers cannot make much money
from their premium advertising spots.
Thus, following Google News’ placement of
ads alongside search results in the US, many
publishers complained that Google was only
increasing its share of revenue from their
content. New York Times writer David Carr
noted: “Newspapers’ audiences are harvested and sold divorced from the content
that attracted them in the first place.”
Yet in March Google News announced that
it had struck a deal with eight European
news agencies to host their content and to
display advertisements around their stories.
Participating agencies included EFE, which
services Spain and Latin America, LUSA
(Portugal and Brazil), Keystone (Switzerland),

in Depth

rEmINdEr oF FACTs IN THE GooGLE VErsus NEWs
PuBLIsHErs dEBATE
• In 2007, Belgian newspaper copyright group CopiePresse wins its lawsuit against
Google News, forcing the aggregator to remove its links to stories published by
the newspapers represented by CopiePresse, as well as pay damages. In 2008,
Copiepress launches a second suit against Google.
• Google CEO Eric Schmidt has been outspoken about his desire to save the ailing
newspaper industry, and his belief that its demise would be “a real tragedy.”
• Google News announces plans to place ads on its US site in February 2009, causing
worry amongst news publishers.
• Schmidt speaks at the Newspaper Association of America annual meeting
and reiterates the fact that newspapers which do not want to be picked
up by Google can easily implement code to stop this from happening,
and that Google directs a lot of traffic to newspaper websites.
• In May, ENPA issues a statement of protest against the placement of ads on
Google News and encourages news publishers to enforce their copyright.
• In June, Google launches a redesigned version of Google News.

APA (Austria), PAP (Poland), MTI (Hungary),
ANA (Greece) and Belga (Belgium).
The ads run alongside content from the
agencies whose content Google already
hosts including the Associated Press,
the Agence France-Presse, the UK Press
Association and Canada Press. Google had
previously settled with these agencies to
license their stories – since they don’t have
a consumer website offering their content,
Google can’t drive traffic to news wires as
it would to newspapers.
In April, when Google CEO Eric Schmidt spoke
at the annual meeting of the Newspaper Association of America, media observers awaited
the “high tension face-off,” as described by
the New York Times. Although the speech
turned out to be rather anticlimactic, some
of Schmidt’s points are worth noting:
• The future of news is online. He suggested
newspapers try to build online audiences
five or ten times the size of their print readership thanks to low distribution costs.
• The news business will remain largely
ad-based. “We think we can build a business – again, with you guys – with significant advertising resources, where the
advertising is targeted to the content,” he
said, encouraging publishers to create more

Google CEO Eric
Schmidt

personalised news products that could be
delivered effectively online or to mobile
phones or other devices.
In May the European Newspaper Publishers’
Association (ENPA), which represents over
5,200 newspapers, issued a statement in
which it outlined its concerns regarding the
expansion of news aggregators’ activities
using newspapers’ content, with particular
concerns over the recent introduction of
advertising on Google News.
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Google had previously assured publishers
that Google News would not feature advertisements, and ENPA stated that such a move
sent “a very negative signal that there is no
intention by Google to negotiate in an open
and fair basis with newspaper publishers.”
Although it wasn’t clear whether Google
News intended to expand its ads to its international platform, ENPA encouraged newspaper publishers to enforce their copyright
and “consider all legal and other means to
ensure that Google understands the harm it
is causing to readers, journalists and other
employees and its impact in the industry,
democracy and employment.”
The same month, Google stepped on Twitter’s territory by launching a feature enabling users to search for results within the
past 24 hours, or 7 days, and access up to
the minute news.
In June, Google News celebrated its seventh
birthday with a redesign, with the categories
such as ‘Top Stories’, ‘Business’ and ‘World’
incorporating featured videos and photos
provided by Google’s partners. Popular
stories and images can found on the right
side of the screen when looking at news
results. YouTube logos were also added to
news videos, so that users can more easily
identify video content.

QuicK Facts

ENTErTAIN mE: GooGLE mIXEs NEWs ANd usEr-GENErATEd
CoNTENT
Is Google getting interested in producing the news?
Google is working on a concept called ‘Entertain me,’ which would deliver professional content from sources like newspapers alongside user-generated content
such as Wikipedia-style reference information and real-time Twitter-style updates,
reported the Wall Street Journal.
The service will predict readers’ interests based on their browsing history, and if it is
on a phone it will deliver news and information based on the user’s precise location.
It will also include ‘mood mapping:’ essentially meaning that users can constantly
share their opinions and emotions with friends, according to Editor & Publisher. This
service would be primarily advertising-based.

in Depth

NEWs BEForE usErs sEArCH IT
In April 2009, according to Sharon Waxman of TheWrap, Google CEO Eric Schmidt
revealed that while Google has no plans to begin creating original content, it had
plans to “roll out a system that will bring high-quality news content to users without
them actively looking for it,” reported Waxman.
Visitors to Google’s site will be automatically served the news that interests them as
established by the company’s latest algorithms, based on search words history, user
choices, purchases and so on to determine “what the reader is looking for without
knowing they’re looking for it.”
Content producers, however, weren’t to receive a cut from this extra revenue.
According to Schmidt, the arrangement will bring traffic to news sites because readers will be offered stories that they are more likely to read.
According to Waxman, the New York Times and Washington Post would be the first
two news organisations to participate in the new search feature.

google’s new serVices:
fast-flip, first-clicK free, buZZ, liVing stories
Throughout 2009 and 2010, Google developed a wide array of new formats for news
and services useful for publishers, editors,
as well as users (see conclusion for more
details).
Among these, Google experimented with its
Living Stories platform in partnership with
the Washington Post and New York Times
from December 2009 through February
2010. On the Google Labs Living Stories
page, users could access a publication’s
series of articles on a given topic, presented
in a convenient timeline manner, in an effort
to give readers more perspective on given
stories. First results were encouraging, with
users engaging with content for about nine
minutes per session, according to Google

News founder Krishna Bharat.
At the end of 2008, Google had introduced
its First Click Free option for news publishers
who protect their content behind paywalls
but seek to attract new readers by offering

them a limited selection of free content
through Google’s Web search.
As Bharat said, “First Click Free is a nice
compromise between paid-for and free con-
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tent.” However, in December 2009, Google
had to amend some of its policies to accommodate protests from news publishers. A
Google News blog posting announced that
“We’ve found that some who might try it
are worried about people abusing the spirit
of First Click Free to access almost all of
their content.”
“We’ve decided to allow publishers to limit
the number of accesses under the First Click
Free policy to five free accesses per user
each day.” Although Google hasn’t disclosed
any numbers, it seems many news publishers have experimented with First Click Free,
especially as the industry seeks to transition
to a paid-for model for online content.
In September 2009, Google Labs launched
Fast-Flip, an original platform that gives
readers the opportunity to (very) quickly
scan through news items, by ‘flipping’
through screenshots and headlines in the
manner of newspaper pages. Users can
flip through content by source, freshness,
sections, popular topics and more.
Screenshots of content and headlines
include feeds from most of Google News’
partnering news platforms including the
Washington Post, Huffington Post, Chicago
Tribune and more. Fast-Flip has since then
also been made available at the bottom of
the Google News homepage.
Although not (yet) directly related to news,
Google launched its Google Buzz service in
early 2010. The platform is a clear attempt
by Google to embrace the social media

revolution, by offering its Gmail users a vast
array of news social functionalities, both
based on the models of Facebook and Twitter. Through Google Buzz, users are invited to
create networks of friends and groups, with
whom they can share multimedia content
and quick updates. Users can also choose
to follow other groups or sources, in the
manner of Twitter, and Buzz recommends

content to users based on their click history
and preferences.
Although Google declined to comment on
any upcoming integration of Google Buzz,
Google News and Google Wave, the search
giant is undoubtedly betting on the ongoing
centralisation of news content with userbased social networks.

google: can and should newspapers liVe without?
So, apart from simply suing Google and
trying to halt a seemingly irreversible trend,
how can newspapers tackle these problems,
which are all the more crucial as revenues
decline for many publishers?
One possibility is the solution provided by
ACAP, or Automated Content Access Protocol, a coalition of newspaper, magazine and
book publishers led by the World Association
of Newspapers and News Publishers, which
claims to put “content owners in control of
their online content in a way that is con-

ducive to developing new online business
models, putting new, high-quality content
on the net and maximising the benefits of
the relationship with search engines.”

could be for newspapers themselves to
provide more aggregation, which many
have despite some initial scepticism (see
article below).

In essence, it would mean that copyrighted
material could not be used so freely in
search engines. Over 700 news organisations have implemented ACAP as a symbolic gesture in anticipation of search
engines recognising the service.

In order to do this though, newspapers must
adopt “a fundamentally different mindset,”
said Publishing 2.0 author Scott Karp, who
coined the term “link journalism.” According to Karp, newspapers should realise that
sending readers ‘away’ to other appropriately interesting articles may well keep
them coming back for more. The Huffington

Another non-confrontational solution
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Post, for example, which thrives on sending
readers away to other articles, managed
to become the most linked-to blog on the
web. 6
CHAP

Traditional media can also have an editorial
advantage over automated aggregators
such as Google, which lack an editorial
agenda: while a newspaper might not be
able to provide as comprehensive an aggregation service as Google, it can offer an
additional layer of editorial perspective in
its selection of articles.
Another more radical and controversial
option to defy the search engine aggregators is to start charging for content. If
newspapers were to come together and start
charging online readers, via joint subscriptions or micropayments, they could create
a newspaper-owned search engine and
aggregator which included advertising and
fairly distributed revenue, hence keeping all
income from newspaper content within the
control of newspapers.

if you can’t beat
them, join them?
Newspaper analyst Steve Outing advised
that news publishers seek ways to work
with, rather than against, Google. Instead of
fighting the company “think through how
you can help Google make more money,”
wrote Outing.

According to Outing, the news industry
should join forces and elaborate a plan with
Google to better share revenue. He also
proposed that the industry look to improve
Google News by “establishing new methods
for identifying the original sources of news
so that they can be put at the top of relevant
Google News pages and search results.”
In fact, a number of news publishers have
teamed up with Google for their coverage.
In May 2009 for example, political news site
Politico, the broadcaster ABC and Google
partnered to provide multimedia coverage

of a debate between candidates for the
position of governor of Virginia.
The public was encouraged to submit questions through multiple platforms, including video questions on YouTube, or text
comments through Google’s moderator
programme, as well as the ABC and Politico
websites . The questions were submitted to
the public’s vote, with the most popular ones
being selected for the debate. Interviews
of the contenders were conducted by ABC
anchor Leon Harris and Politico Editor-inChief John Harris.

QuicK Facts

mICrosoFT LAuNCHEs BING To THWArT GooGLE
In June 2009, Microsoft unveiled
its news search engine, Bing,
aimed at competing with market
leader Google. Labelled a “decision engine,” Bing is in essence a
revamped version of the Windows
Live search engine.
Some handy features are included,
especially for image and video
searches. An image search draws
up items that are displayed on the
same page - no matter how many - that can be accessed by a special scroll-down
button that continues to bring up relevant items as you move the cursor downwards.
Better still, when a user searches for a video, running the mouse over the thumbnail
image of the video also treats visitors to a preview, without having to visit the site;
particularly convenient for filtering items in order of relevance.
But will this be enough to rival Google?

google waVe: facebooK meets twitter meets wiKipedia?
In late May 2009, Google unveiled Google
Wave in its beta version, a new online networking and publishing service. Described
as a “personal communication and collaboration tool,” Google Wave allows users to
chat and share documents including audio
files, videos and photos in real-time.
“It’s open sourced for many reasons. Not
only do we want to contribute to the Internet
but frankly we need developers to help us
complete this product and we need your
support,” said Vic Gundotra, VP of engineering for Google.
The truly revolutionary aspect of Google
Wave is its emphasis on real-time publish-

ing. Wave allows users to see what’s being
typed as instantly as it appears on the screen
of the person who is typing. In the case of
sensitive information sharing, an opt-out
button allows users to conceal what they are
writing until they hit the “send” button.
Google Wave is the brainchild of Lars
and Jens Rasmussen, the brothers who
developed Google Maps. They explain they
wanted to “rethink what a single communications platform might look like if we
started from scratch.”
For instance, a document uploaded on Wave
can be edited by multiple users in one go,
with changes appearing instantaneously. This

Vic Gundotra, VP of engineering for Google
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applies to basically any file that gets added
and represents a new level of efficiency not
previously seen on such services.
A “playback” function allows for users joining a conversation at the latter stages to see
how the chat precisely developed. Another
interesting feature Google Wave is currently
working on is its ability to integrate and
embed existing communications systems,
including Twitter, with an update to Wave,
for instance, automatically updating Twitter
when the option is selected.

google wave for journalists
The potential of Google Wave, for general users as well as for journalists, is
undeniable.
“Imagine a team of reporters – together with
witnesses on the scene – able to contribute
photos and news to the same Wave (formerly
known as a story or a page). One can write
up what is known; a witness can add facts
from the scene and photos; an editor or
reader can ask questions. And it is all contained under a single address – a permalink
for the story – that is constantly updated
from a collaborative team,” wrote media
commentator Jeff Jarvis on Buzzmachine.
“Wave isn’t just the email we’d invent if
email were invented today, as was Google’s
goal. Wave is what news can be if we invent
it today, as we must. Wave is the new news,”
he added.
Despite the ongoing strife between Google
and some news publishers, the media welcomed the new application, and Google’s
own tone was conciliatory:
“We hope we are giving you [journalists]
the platform today. We think this is an
amazing tool for journalists. You can go in
there with your collaborators; people you
write articles for; you can be in a Wave
together; you can simultaneously edit content; you can be searching the web and
you can be dropping in content: “Now I’m

going to use this link”, “I’m going to use
this photo” and the best thing I think for
journalists is revision history. We store
every single operation that happens on
the Web so you can use this sort of playback mechanism,” said Stephanie Hannon,
Wave project manager, speaking to RTBF’s
Damien Van Achter.
However, although Google Wave may offer
interesting opportunities for new methods of
news production, journalists should keep in
mind the limitations of real-time publishing
for some aspects of their work.
“There is something to be said about ‘crafting an e-mail’ or ‘writing a news article’
or ‘publishing a book.’ Most of the time, I
don’t want the recipients of my e-mails or
Word documents to read them as I’m writing
them. I want to go back and edit, add points,
restructure sections that aren’t clear, etc.
When it’s done, then it can be ‘published’
(i.e., Sent),” read one of the comments in
response to Jarvis’ blog posting.

“Wave is what news can be

if we invent it today, as we must.
Wave is the new news.”

Lars and Jens Rasmussen, the
brothers who developed Google
Maps and Google Wave
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“…the ability to fill out the content in local newspapers
with content that’s written by bloggers in a local area.”
the linK economy: from algorithms to professional journalists
Although Google News has carved its lion’s
share of the news aggregation market,
there is a flurry of other news aggregators,
from automated sites crawling the Web for
news feeds to aggregation services offered
by traditional news sites, passing through
start-up hybrids combining algorithms and
human supervision.

Darian Shirazi, founder of aggregating site Fwix

fwix: real-time local feeds
Among the latest players in news aggregation, Fwix aggregates local news feeds
from newspapers, blogs, and news sites,
packaging together related content from
these various sources.
“I think what we’re offering is the ability to
fill out the content in local newspapers with
content that’s written by bloggers in a local
area,” said Darian Shirazi, the site’s founder.
Fwix combines local newspapers’ news with
content such as restaurant or movie reviews
from blogs into one city feed.
Fwix displays a headline linked to the original
article, along with a snippet from the story,
as permitted by fair use regulations. When
readers click through to an original article,
they are directed to the content-producer’s
website but the page carries a Fwix banner across the bottom, allowing the user to
quickly return to Fwix or share the article.

QuicK Facts

NEWsNoW LosEs CoPyrIGHT BATTLE AGAINsT
NEWsPAPErs
In November 2009, as UK-based news aggregator NewsNow faced multiple
legal actions from news publishers. Newsnow.co.uk’s Managing Director
and Chairman Struan Bartlett sent an open letter addressed to UK papers,
pleading: “We don’t redistribute your web pages to anyone. We operate
within the law, and we don’t do you any harm...We deliver you traffic
and drive you revenues you otherwise wouldn’t have received.”
In December, however, after being threatened with legal suits by the Newspaper
Licensing Agency Limited (NLA), NewsNow was forced to remove links to many
national newspaper websites. In January, News International online publications
blocked their content from NewsNow, a move swiftly followed by mirror.co.uk.
NewsNow is the UK’s second largest news aggregator with a 20%
market share, and its subscription service provides content snippets
from about 37,000 sources in 141 countries for £75 a month.
global trenDs

The site is built so that Facebook or Twitter users can log in with their accounts:
when they share a story on Fwix it also
appears on their social network profiles.
Shirazi also mentioned plans to release an
iPhone application, which would enable
users to also report the news by sending
content to Fwix.
In September 2009, the site counted 400,000
unique visitors monthly and aggregated content from over 8,000 publications.

soCIAL NEWs EXPANds IN AusTrALIA
In March 2009, an article in Australian publication Business Week claimed that social news
sites “on which people recommend and share
their favourite internet content, are poised to
hit mainstream Australia after years of being
dominated by US- and technology-focused
content.”
Among the popular Australian social news
sites, Kwoff has been rapidly growing and
Regator references more than 4,000 blogs
nationwide.
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newspapers on the aggregation bandwagon
Although for a long time news publishers
tended to be sceptical of news aggregation
(whether it was their content being aggregated by others or the issues of aggregating
other brands’ content on their site), some
newspapers have proven that there is much
to benefit from embracing the link economy
of the Web.
In May 2009, the Telegraph’s websites in the
UK reportedly attracted 8% of their traffic
from news aggregators and social networking sites such as Delicious, Digg, Facebook,
Reddit, Stumbleupon and Twitter.
According to Julian Sambles, Head of audience development at the Telegraph, social
media sites, Twitter in particular, are the
most effective ways to discover new content
– and people’s reactions to it – quicker than
through any other media. Not only can social
media sites like Digg, Reddit, or Facebook,
draw traffic to news websites, they can also
offer valuable insight about the quality of
journalism through their users’ ratings and
recommendations to friends.
In order to attract a high proportion of traffic
through social media sites, the Telegraph has
adopted a proactive attitude towards these
platforms, for example by adding a “share
this” button on all of its stories. The button
allows users to add their own headline and
comments, in addition to sharing the story.
Within the Telegraph’s site, the paper has
also developed social ranking tools for its
articles (popular stories, related content feature offering relevant tweets, and more).
“All of these articles can be found by coming
to our site but relying on this alone will limit
the size of our audience. By working on how
this content can be distributed and found in
the digital world we can (and have) greatly
increased the audience that reads our rich
content,” said Sambles.
Many other newspapers have also forayed
into aggregation, such as the NYT with its
Times Extra page, an alternative homepage
which includes links to articles from other
sites under the Times’ own stories. The
Washington Post has a politics-specific
Political Browser which freely links to other
publications.

QuicK Facts

THE sLATEsT: NEW AGGrEGATIoN Vs. ‘oLd’ AGGrEGATIoN
In August 2009, US magazine Slate replaced its Today’s Papers morning aggregation
service, which was based on print newspapers, with The Slatest. The new feature
is updated three times a day and includes the Slate Dozen, a list of summaries for
12 top news stories including blog entries, magazine features, as well as videos.
Resolutely more digital-oriented, this approach contrasts with the previous version,
which provided lengthy summaries of the day’s content in five major US papers.
Yet, as commented Slate Editor David Plotz, Today’s Papers had been running
since 1997 – a time when aggregation “hadn’t even been invented yet.”

QuicK Facts

AGGrEGATor ToPIX ToPs NEWsPAPEr sITEs
In April 2009, Topix, a news aggregator owned 75% by Gannett, Tribune and
McClatchy, reported becoming the leading news site among the three companies’
Internet portfolio – beating even the USA Today sites.
But according to Robert Ivan, writing for the Metaprinter blog about news media innovation, the statistics should be considered with caution, since Tribune sites use Topix
to send readers to related articles, and other news sites use Topix as a platform for
their comments sections.
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If newspapers embrace this linking policy
further, they can succeed in providing significant competition to aggregators. As well
as just linking to other papers, they can
use a variety of third-party platforms such
as Pluck’s BlogBurst, a blog syndication
service that allows newspapers to easily
search ‘quality’ blogs and find content to
supplement their own stories.

Newsweek hedges
on aggregation
Indeed, other publications have attempted
to adapt to the link economy. In May, Newsweek redesigned its website with particular
focus on aggregation and user-generated
content. According to Newsweek’s site,
the new homepage displays an aggregative section on the upper part of the page,
featuring content from the magazine and
related content from other outlets.
Included is ‘the best of the Web’ with Newsweek’s new ‘Intelligence Aggregated’ feature, which tries to find the best content on
the Web and provide Newsweek’s own take
on the coverage. A new Newsweekopedia
section arranges the magazine’s archives by
topic, so when reporters break news, editors
will offer links to related topic pages. Editors
also gather thoughts, comments and questions directed to Newsweek via Twitter and
put them on the page. A new section called
‘Serious Fun’ invites readers to contribute to
discussions on people, groups or concepts
chosen by the editors. The ‘In the Know’
area offers readers four links to “informational gems” that might otherwise be “all
too impossible to find” among the flood of
news on the Web. A Newsweek archive index
allows users to select a day from the past
week and it shows the top three stories from
each of the magazine’s sections.
In an interview with Minonline.com, Newsweek Digital General Manager Geoff Reiss
explained that the magazine wanted to have
the first traditional media news site focused
on combining branded media, aggregated
content and user-generated discussion.
The redesign of the online edition coincides
with a new editorial line for the magazine,
which suffered in 2008 from losses in revenue, the first in recent memory. While
Newsweek in print aims to become more of
a niche publication, the website on the other

hand said it sought to cast “as wide a net
as possible” and “embrace the best work of
other journalists around the Web.”

aggregating feeds
from local blogs
Another way for newspapers to benefit from
aggregating content is by featuring content
produced by some of the best local bloggers,
as the Seattle Times has with its hyperlocal
partnership. 5
CHAP

“Seattle has become a hotbed for neighbourhood and niche blogs,” said Kathy Best,
the Times’ Managing Editor for digital news
and innovation. “As we watched our own
newsroom resources shrink, we began
talking about how we could tap into that
hyper-local community movement to create
partnerships that would allow us to continue
to offer quality coverage in key areas.”
In collaboration with American University’s
J-Lab: The Institute for Interactive Journalism, the Seattle Times has linked to five
local blogs and news sites, including the
West Seattle Blog, Next Door Media, CHS
Capitol Hill Seattle, Rainier Valley Post and
Local Health Guide/Seattle.
Each of the blogs are run by people who
reside in the community they cover, and
two of the four publications were founded
by veteran journalists with backgrounds
in broadcast news. In theory, both sides
benefit since local blogs and independent
news sites gain greater exposure via links
from the Times, while the paper can publish
additional local content that it might not have

been able to afford otherwise.
Bob Payne, Director of Communities for the
Times’ website, described a story in which
the partnership particularly paid off. A wild
cougar was trapped in a city park on a
Sunday morning, and Magnolia Voice, one
of Next Door Media’s sites, broke the story
and alerted the Times.
“Almost immediately, they [the Times]
posted a link on their site to MagnoliaVoice.
com,” Bergman said. “Once they gathered
additional information, they replaced the
link with their own story featuring one of
our photos.”
At a time when most newsrooms are
forced to shrink their reporting budgets,
smart aggregation of external content can
be a solution for newspapers to fulfil their
journalistic duties of news provision while
cutting down on costly reporting.
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the rise of a new player: the twitter reVolution
In just about two years, Twitter has managed
to become a well-known brand, both for
the public and journalists. According to a
Nielsen study, Twitter is the fastest-growing
social networking site around, experiencing
a 1382% growth from 2008 to 2009, with
7 million unique visitors accessing the site
in February 2009.
In past years, Twitter has proved time and
again that it could be the most effective
way to deliver snippets of breaking news,
as was the case with the Hudson river plane
landing, the earthquakes in China, or the
June 2009 protests following the disputed
elections in Iran. see 09
T IN

In June 2009, the Associated Press’ Style
Book, the trusted and often dubbed ‘journalist’s bible,’ acknowledged the increasing
importance of Twitter in the realm of journalism. The 2009 edition of The Associated
Press Stylebook included updates with the
lingo of the much hailed and rapidly growing
micro-blogging site.

The verb phrases, “to Twitter”, and “to
Tweet” are now recognised and validated
by the prestigious Associated Press as “Twitter” is described as a social networking
website where users can emit “Tweets,” or
short messages. Another term now defined
in the 2009 edition that describes short
messages, but is not necessarily exclusive to
the Twitter-sphere, is “text” and its cousins,
“texting” and “texted.”
Twitter proponents – and detractors – have
been numerous. In March, LA Times writer
David Sarno argued that Twitter is “mindcasting,” as opposed to “lifecasting.” This
“simple service is powering a new economy
of info-sharing and connectivity”, which by
its public and interactive nature “takes the
concept of social networking and blows the
doors off it,” wrote Sarno.
For journalism professor and new media
proponent Jay Rosen, who coined the term
“mindcasting,” Twitter feeds are an editorial
product, since they are “editing the Web for
me in real time” – as opposed to people

posting about “what I ate for breakfast.”
From a more balanced perspective, after
attending a press conference with Hector Sants of the UK’s Financial Services
Authority, Kate Day of the Telegraph noted
that the “subdued atmosphere amongst the
experts and financial journalists in the room”
was in sharp contrast to the lively debate
which was going on outside the room, with
bloggers covering the event live, and questions from Twitter users being fed in to the
discussion by a Reuters journalist.
However, as Day noted, is Twitter simply
enabling journalists to be lazy, asking questions submitted by other people? In a way,
– perhaps yes. But this doesn’t preclude
journalists from having to do their work.
“Specialists who can probe the depths of
our financial systems will always be valuable
and will offer something that most people
cannot. But surely events like this one also
show that far from being lazy, a more open
media could be crucial,” she concluded.
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According to Hitwise, the
share of UK traffic going to
Twitter has been steadily
increasing, while remaining
stable on Google News and
newspaper sites.
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twitter and journalism: threats
A number of established media brands
have created Twitter accounts, whether
to distribute news or follow other people’s
feeds. Users of the BusinessWeek community website, Business Exchange, can send
comments directly to a Twitter feed. They
can also link their Twitter account through
their profile or in the comment box and
type a 120-character response that will be
shared on Twitter as well as on Business
Exchange. Business Week was one of the
first media companies to incorporate a Twitter API into its Web site.
However, Twitter has also served as a platform for false rumours: in March a Twitter feed announced that The New Yorker
was considering to cut the frequency of its
publication to biweekly or monthly. John
Koblin wrote in his article for The New York
Observer that, “within minutes, it spread
throughout the Twitterverse like bird flu.”
In June, two university graduates threw light
onto the potential risks of Twitter-based
coverage for traditional media. After creating a fake Twitter account for UK Foreign
Secretary David Miliband, the graduates
attracted attention when several news
outlets including the Guardian, AFP, the
Times and the Telegraph picked up the
Miliband impersonators’ tribute to Michael
Jackson, once again highlighting the need
for verification when journalists deal with
social media.
The quote “Never has one soared so high
and yet dived so low. RIP Michael” was
published in several papers. Rory Crew and
Knud Noelle claim that they were not aiming
to trick the media, but think that journalists

“learned something” about not taking such
things at face value. They wrote in an email
to the Guardian that “It does highlight the
importance of the verification of sources,
which is clearly becoming more difficult in
the web 2.0 era.”
Crew expressed disappointment in the
media and said he believes the mistakes
were made as a result of newspapers cutting sub editors and hence falling behind
on fact checking.
Although Twitter offers journalists the
opportunity to verify the information with
an account owner, in many cases news
outlets have reported unverified news broken via Twitter – without always stating the
unverified accuracy of their reports.

twitter jeopardises
court decisions
In March, the BBC reported that the verdicts in two US trials were being appealed
because of comments about the trials made
by jurors on social networking sites. Jurors
are forbidden to discuss anything relating to
a case outside the courts, but experts believe
that the emergence of new technologies is
challenging the rules.
In both cases, defence lawyers argued
that postings by jurors on sites such as
Twitter and Facebook could be grounds for
appeal. In one case in Philadelphia, juror
Eric Wuest admitted posting comments
about proceedings on Facebook, such as
telling people to expect “a big announcement on Monday.” Wuest maintained that
they were his private musings, and the

twitter and journalism: pros
Despite potential threats to quality journalism, many news organisations have
ramped up their Twitter coverage – some
going to the extent of appointing a dedicated Twitter journalist. “I think most people
do [understand what I’m doing]. It’s about
being part of the conversation – listening
and responding,” said Ruth Barnett, Sky
News’ new Twitter correspondent in a

Ruth Barnett, new Twitter
correspondent at Sky News.

judge resisted calls from the defence to
remove him from the jury.
The other case took place in Arkansas,
where building materials company Stoam
Holdings appealed against a judge’s order
to pay out $12.6m to its investors, claiming that juror Jonathan Powell was posting
messages related to the trial on Twitter. One
of the messages reportedly read “Nobody
buy Stoam. It’s bad mojo and they’ll probably cease to exist, now that their wallet is
12m lighter.”
Courtroom-related use of Twitter had
already caused controversy in the US, after
Kansas lawyers voiced concerns about
the fact that Wichita Eagle reporter Ron
Sylvester was tweeting from the courtroom and jurors might be influenced by
his posts. However, US District Judge J.
Thomas Marten dismissed their arguments,
saying that jurors are always told to avoid
any media coverage.
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“twinterview” in March 2009 with journalism.co.uk.
Barnett expected her job would “make us
easier to approach, you can give feedback
to us very quickly, it’s a genuine interaction.”
Some were more sceptical about the
appointment, including Guardian media
writer and Twitter user Jemima Kiss. Twitter,
she said, “should be a tool that any forwardthinking journalist tries out, learns and then
incorporates into their newsgathering”.
According to Kiss, Sky News’ decision was
only the “inevitable, ludicrous conclusion of
the frenzied Twitter coverage we’ve seen in
the past few weeks”.
In the US, the Des Moines Register has also
been taking advantage of Twitter, in part
to crowd-source, but also to get immediate reader feedback. Digital Editor Reagan
Reichmann pointed out that Twitter is particularly useful in a geographical sense, and
that due to the Register’s regional nature it
has been “lucky, in that we have been able
to build up a local network”.
The Des Moines Register created a page
dedicated to its Tweeting reporters, linking
to both them and the publication’s main
Twitter page.
In April 2009, following a ruling from the
Iowa Supreme Court that legalised samesex marriages, making it the third state
in the US to do so, the ‘hashtag’ (searchable Twitter tags, preceded by the ‘#” sign)
#iagaymarriage quickly became one of the
most popular topics on Twitter. Interestingly
though, the hashtag had been created by
the Register before the ruling occurred, as
an experiment.
“It was a great way to showcase to readers,
whether they are on Twitter not, the power
that it holds,” Reichmann said. “A big lesson
from our #iagaymarriage hashtag was to
show the community how we’re using these
new tools to interact with them and encourage discussion. It’s important to highlight

tips anD resources

NyousE.Com: TWITTEr-BAsEd NEWs TIPs For uK
PuBLIsHErs
Nyouse.com, a Twitter-based service launched in March 2009, aims to pass
story tips and newsworthy topics directly on to journalists. Pronounced
‘news,’ the site is the brainchild of UK-based copywriter Leif Kendall.
Speaking to Journalism.co.uk, Kendall explained that he is “trying to set
up a communication channel for ordinary people to alert the press.”
Nyouse works as a platform which receives all story ideas from Twitter
users labelled with the tag #nyouse. According to Kendall, it can be difficult
for members of the public to get their stories reported - and it only takes
one journalist to say no for the story to die before it has begun.
Nyouse.com plans to overcome these pitfalls by presenting an open forum,
where journalists can access a variety of leads from the public.
global trenDs

TWITTEr IN JourNALIsm sCHooLs: BrEAKING TWEETs
Journalism schools have also adapted to the changes brought about by the Twitter
revolution. A new course offering from DePaul University in Chicago taught journalism students how Twitter can be used in the newsroom, showing them how to sift
through all the information that is available through social media sites like Twitter,
specifically as it relates to uncovering breaking news and verifying the authenticity of
amateur sources.
The course was taught by alumnus Craig Kanalley, a digital news intern at the Chicago Tribune and founder of the website Breaking Tweets, which aggregates tweets
related to news stories. Kanalley’s students were to contribute to Breaking Tweets.
An editor writes a short introduction to a story topic and then tweeters send in their
opinions, eyewitness media, or related links. The 28 editors at Breaking Tweets then
organise the most interesting feeds in an order that makes sense.
“It’s a new type of journalism. I haven’t seen anyone doing anything remotely close to
this besides Global Voices, but they focus more on blogs. Breaking Tweets changes
the practice because it focuses on editing the Web. There is so much clutter out there
but it takes it all and seeks to make sense of it,” said Kanalley.
Many other journalism schools have also embraced social media as they redefine
their curricula to prepare students for digital journalism. A Mashable column by
Columbia University student Vadim Lavrusik highlighted the ways journalism programs have integrated lessons on sites like Twitter and Facebook into their courses,
going beyond breaking news and crowd sourcing to building a personal brand and
studying the ethical questions raised by journalists using social media.

your social media efforts when possible,
rather than assuming readers will find you
on whatever platform they prefer.”
“It’s scary to say what Twitter will be in the
future, it changes so quickly,” said Reichmann. “We’ve given reporters one-on-one
Twitter sessions and then three months later
everything has changed and we’re doing it
wrong. Later it will change again.”

“It’s important to highlight your social media efforts
when possible, rather than assuming readers
will find you on whatever platform they prefer.”
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twitter: $1bn in Value, 0$ in profits
By March 2009, there was much speculation
as to how the fast-growing micro-blogging
site would generate revenue. That month,
Twitter began placing a search box on some
user pages, allowing users to search Tweets
for key words and ‘hashtags.’
In an interview with Der Spiegel, Twitter
founder and CEO Evan Williams revealed
that the company was considering a future
feature that allows Twitter users to follow
events in their local areas. Such a development could make Twitter a fairly effective and practically instant - local news provider.
It would also offer a perfect platform for
targeted local advertising.
In September, Twitter secured a 100$ million
round of funding from New York venture
capital firm Insight and mutual fund T. Rowe
Price. Thanks to this round of funding, the
company’s value was boosted to an estimated $1 billion – although it had yet to
turn a profit.
At the same time, Twitter was planning to
add paid services for businesses, such as
features aimed at companies using the
service to communicate with customers,
Bloomberg reported. Another possible product is an “analytics dashboard” that could
help companies monitor Tweets about their
business.
Shortly after, Twitter revised its “terms of
service” to permit advertisers to run ads on
its site, and in April of this year the social
networking site announced its intentions to
carry ads in order to generate revenue.
The ads, reported to appear later this year,
will appear in users feeds. Stone underlined
that they will be “relevant,” and stressed
that promoted Tweets will offer relevant
information whereas those that “don’t
resonate” with users will be removed.
Advertisers will be charged according to a
cost-per-thousand system.
Whether the ads will produce the kind of
profits Stone is hoping for will remain to
be seen. Despite the fact that in August
the site had attracted 54.7 million visitors
worldwide, this figure had dropped somewhat by November, when Nielsen found
that US traffic had declined 27% between

September and October, down to 18.9 million unique hits. ComScore also recorded an
8.1% decline in Twitter traffic for the month
of October. However, the decline in traffic
should be considered prudently.
On the website’s blog, eMarketer’s senior
analyst, Debra Aho Williamson, wrote:

eMarketer.com compared the numbers of
various measurement
firms, which all found
a decrease in October
2009 in the number of
US unique visitors to
Twitter.

“While it’s valuable to look at Twitter’s Web
traffic, the true picture won’t emerge until
all the third-party traffic from mobile phones
and API clients is accounted for.”

global trenDs

GooGLE ANd FACEBooK TWITTEr uP
Throughout 2009, other major online players such as Facebook and Google have
expressed interest in the instant-publishing service. So much so that there were
rumours that Google was considering the acquisition of Twitter. In 2008, Twitter
rejected a $500 million offer by Facebook. In fact, both Google and Facebook implemented Twitter-like features for some of their products, with Facebook shifting to
real-time publishing in March.
“People will no longer come to Facebook to consume a particular piece or type of
content, but to consume and participate in the stream itself,” commented founder
Mark Zuckerberg.
In April, Google News created a
Twitter account to post links to
its ‘top stories’ from over 25,000
news sources.
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interview with Krishna Bharat,
the creator of Google news
Krishna Bharat is a distinguished researcher at Google’s
headquarters in mountain View, California, and the creator of
Google News, which he founded in the aftermath of september
11, 2001. He also headed the launch of Google’s research &
development center in Bangalore in 2004.
By Jean yves Chainon

I) GooGle News aNd Its servIces:
lIvING storIes, Fast FlIp, FIrst-clIck Free

What were the results of the Living stories’ trial from december
2009 through February 2010?
We started with the New York Times and Washington Post. At
the end of the trial in February, we shared the results and made
the technology available to other publishers. The premise of the
experiment was that when you cover the development of a story
throughout the day (or longer), readers get the story in context. As
a result, readers engage more with the content and spend more
time. Indeed, that is what we found, with Living Stories users
engaging into the stories for 9 minutes per session. At this point
we’re in the process of providing the technology to publishers to
implement it on their site: there are currently about two dozen
publishers working with some of our engineers to figure out how
to use the service.
Has Google Labs’ Fast Flip proven popular among consumers
after its promotion to the Google News homepage?
Traffic increase has been quite substantial since Google News
began promoting Fast Flip. Obviously, there are many more people
looking at it on Google News than on Google Labs. It’s still at the
bottom of the page, so only users who have scrolled down have
actually looked at it. But partnering publishers have been extremely
happy with the added traffic from Fast Flip. As we expected, people

look at a lot more articles this way and engage in more ads. The
premise is that it simplifies the news consumption process in two
ways: it makes it very fast, since there’s no loss of inertia going
from one article to the next. Also, users don’t have to think that
much, since they can turn the page and get to the next article very
quickly, whereas on a traditional website users have to think all
the time about their next move.
Google Labs is still experimenting with the recently launched
‘Controversial’ category for navigation on Fast Flip, based on
stories that get many user votes (‘likes’ and ‘un-likes’). I wouldn’t
attach too much importance to it quite yet, since it’s still something
we’re trying out. The ultimate goal is to surface the viral content
that is causing buzz.
How flexible is First Click Free for publishers?
At the moment, publishers must allow users to access a minimum
of five paid-for articles per day for free to implement First Click
Free. It’s up to them to set the exact number of stories they allow
readers to see above five.
We don’t want to have to individually negotiate with each publisher.
I think that First Click Free enables publishers to benefit from links
from bloggers and social networks. People are reluctant to link to
content that is locked behind paywalls. We need to understand
that links are natural means for new traffic to come into sites. First
Click Free recognises the reality that people who aren’t familiar
with a publication’s content should first have the opportunity to
access it in order to try it.
It’s true that for any serious reader, I suppose a paywall could be
employed. First-Click Free is a nice compromise between paid-for
and free content.
do you have any plans to go more local than the current
national Google News sites?
Yes. Beyond national editions for Google News, we also make it
possible for users to create a local section about their city, for
example. People still have to select into that though. We’re thinking
about ways to more proactively (automatically) suggest a hyperlocal section that will make sense to users. There’s lots that can be
done in that area.
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you’ve said before that professional editorial judgment, individual personalisation and the power of social tools will
increasingly weigh equally in the editorial presentation of
news. Currently though, the default setting for Google News
remains largely based on the first, with most items prioritised
as they might on an edited newspaper homepage.

sites each month, including one billion from Google News,
but a study earlier in the year in the us by outsell Inc. found
that 44% of people using Google News said they only scan the
headlines and don’t actually go to the news sites themselves.
In that case, how does Google defend its position as benefiting
publishers’ business?

How do you think this default presentation will change in
the future?

First, it’s hard to argue against the fact that Google drives traffic to
news sites, and the revenue that this entails. Secondly, there are
some serious concerns as to the methodology of the study and
its conclusions. For example, it’s impossible to tell if respondents
meant they had sometimes scanned headlines, or often, or always.
I’m sure all of the users have at least at some point visited the
source sites.

Let me make an analogy with the print newspaper. Readers
start with the front page, that everybody is going to read. Then
readers go into the paper, where they can pick any section they
want. There needs to be a balance between getting news you
need to know and navigating through the news that readers
want to follow.
We are trying to offer more functionality with social-recommended
content and personalisation tools, but we won’t change our emphasis on having readers access first and foremost the news that
professional editors consider important.
II - GooGle News aNd coNteNt producers

some Google News critics argue that the aggregation service,
based on algorithms, doesn’t always do justice to mainstream
news sources. Can you name one example when the lack of
human editorial intervention benefited Google News and its
users, and one example when it didn’t do so well?
The way we rate credibility of sources is based on usage of our
website. If our users’ click patterns show that, for example, ESPN’s
sports section is more appealing than that of the New York Times,
then we believe that ESPN’s sport section is more credible. But
the credibility of the source is only one factor, other factors include
the freshness of the content, the origin of the content, locality, and
so on. We also look for citations in the story to better identify the
original content creator.
We get it right thousands of times each day, and I can’t think of
an example when we got it wrong, but it’s true that for some of
these indicators, there have been occasional cases when they can
turn out be misleading.
on the other hand, do you have any thoughts as to possible
threats to ‘Web democratisation’ for developing news sites
and sources?

do you believe the current legal battles between Web-based
aggregation services and content producers are an unfortunate yet perhaps sometimes necessary development in the
elaboration of a legal framework for the new digital news
ecosystem?
People dwell on the legal aspects, but these maybe don’t reflect the
reality: if publishers want to be linked, we’re happy to work with
them, and if they don’t, we’re happy not to. I don’t think we need to
get to the point of a legal conflict, we just need to get to the point
when we’re not conflicted on the business relationship we have.
To give you an example, some publishers may call us to ask why
they’re not more prominently featured on Google and Google News,
while someone else in the same office may follow up by asking
for a link to be removed. We’re happy to work with publishers
either way.
III - the Future oF the dIGItal News laNdscape

some analysts argue Facebook could emerge as a rival to
Google News in terms of how people access news. do you
think Facebook can be a viable competitor in the news business and what are some of the teachings of the social media
revolution?
Not at all. Facebook and Google News serve different purposes.
Facebook and other social networks are great to popularise a story
within the network.
But first users have to find it, and that’s where we come in.
Google News gives you a quick and structured access to global
reporting.

We think that smaller news sources are as important as larger
ones, and we try to promote these smaller publications. We
have instrumentation to find out which sources are syndicating content from other sources and those that produce original
content. Smaller sources and local content gets surfaced – for
example, if something important happens in New Orleans, the
local newspaper Times-Picayune would be considered a trusted
source of coverage.

Once something has been published and accessed, then it can create
buzz on a social network, which drives traffic to publishers’ sites,
and we welcome that. But social networks do a lot more in terms
of amplifying a story and making e it become more popular. We
serve very different purposes so I don’t think we have any issues
with that. We’re both parts of the ecosystem helping publishers’
content get more attention.

Google claims to drive four billion news clicks to news web-

One thing we’ve realised is that when everything is behind a

the future of digital news: interView with Krishna bharat
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paywall, the effects of social networks don’t come into play. The
fact that not all users can access the content makes people less
comfortable linking to it. We’ve also enabled sharing of content
to social networks, something we’re monitoring and following, as
well as email content on Google News and Buzz.
On Fast Flip, users can share content to social networks. And email
sharing is enabled in Google News and Buzz. In Google News, for
example, there’s an “Email this story link” next to story clusters.
I think there’s a food chain in the way information is accessed:
ultimately all the websites that contribute to it, whether publishers’
sites, Google News or social networks that help propagate the news,
are different phases of the process and we welcome the others.
How would publishers, Google and users benefit from a more
standardised Web architecture for the publication of news
content (enabling more effective cross-platform search)?
Standardisation is a good thing but needs to be applied broadly. A
common language that applies to all is welcome. For news specifically, the more information we have the better, because some
of it is being assessed by algorithms crawling the websites. It’s
important not to create standards for each Web-based community
but instead try to raise Web-wide standards.
In a march 2010 interview with the Washington Post, you
declined to comment on the upcoming evolution and / or
integration of Google Buzz, Google Wave and Google News. Is
there anything else you could say at this point?
No, sorry.
What is the current status of the Google News Archive?
It’s up-and-running. We have both indexed content and scanned
content available for searching. We have a mix of both paid content
and free content. We already have lots of scanned newspaper
content in the Archive and offer tools to scan through a particular
title’s images or articles.
Although Google didn’t disclose numbers, the News Archive includes
millions of articles from thousands of titles.
Fast Flip, among other services, illustrates one of the trends
for the future of news consumption: speed. In five key words,
what are the main trends for the evolution of digital news?
speed: Maximising accessibility.
Personalisation: Give users the reading experience they prefer.
monetisation: Ultimately the industry needs to make money and
needs quality content.
sharing: Social networks have illustrated the benefits of social
‘virality.’
Expert participation: Users will increasingly contribute their
expertise on given stories.

Krishna Bharat, creator of Google News (above)
Photo: recsys.acm.org
Results of Google Wave user survey (below)
Credit: Google Wave Blog

8

chApter

BesT moBiLe APPs

With the growth of the iPhone, mobile applications have become a common feature,

and news publishers worldwide haven’t failed to see the potential of apps to capture an audience increasingly on the move. Throughout 2009 and 2010, many mainstream publications
and other news platforms have launched apps for the iPhone and – to a lesser extent – other
mobile devices.
And indeed, some of the apps have been widely successful and received hundreds of thousands
of downloads within their first months of existence. But in this new journalism landscape,
which apps have been more forward-thinking? Should they be paid-for, in order to generate
revenue, or free, in order to cater to a larger audience?

The World Editors Forum collaborated with the editorial team from Relaxnews, including
Pierre Doncieux, Co-President and Deputy Editors Stéphane Reynaud and Ludovic Desautez,
in order to select and try out 20 mobile apps launched by newspapers, online sites and broadcasters. The news organisation is based in Paris and focused on leisure and lifestyle news.

“With mobile apps, weeklies become dailies, newspapers act like broadcasters, and radio reports
are read rather than heard, changing our relationship with news. Nobody really knows where
this mini-revolution will take us, but one thing is sure: quality will determine longevity.”
Pierre Doncieux, Co-President of Relaxnews

“I think we are in the prehistoric times for such apps and that the next generations of applications will be much more creative and personalised. Nevertheless, this prehistory is interesting
because it gives some trends on future apps.”
Bertrand Pecquerie, Director of the World Editors Forum

moBILE APPs WErE EVALuATEd oN FIVE dIFFErENT CrITErIA,
EACH GrAdEd From oNE To Four
editorial Quality:

Quality of content, freshness, format, nature of the mobile

application
newsworthiness:

Editing, subjects, development of the info

naVigation and design:
multimedia:

Ergonomics, navigation, design

Integration of pictures, video, graphics, sounds

eXtra features:

Services (push, Geoloc, search engine, community...)
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20

ft mobile
publication: Financial Times
language: English
platform: iPhone, iPod Touch, FT

mobile News reader
downloads: 200,000 as of January 2010
launch date: July 2009
price: free with in-app subscription

17
20

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

17/20

editorial Quality
newsworthiness
naVigation & design
multimedia

The FT Mobile app is targeted at business readers wanting to
read the latest information about global markets, shares and
up to date business news. Packed full of informative graphs,
analytic features and market trends, the app is a mobile portal into the
financial world. The application includes a currency converter, a detailed
global markets overview map, stock performance summaries, custom
search features, and the ability to track trends with interactive charts. If
you like to listen to your news as you travel to work, there is a selection
of podcasts waiting to be heard.

the guardian
publication: The Guardian
language: English
platform: iPhone, iPod
downloads: > 100,000 as of Feb

2010

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

17/20

editorial Quality
newsworthiness
naVigation & design
multimedia

launch date: december 2009
price: $3.99

The Guardian iPhone app combines a slick interface with wellresearched journalism in this pocket-sized newspaper. The app
offers comprehensive offline browsing, topic or keyword search
features that span a one year archive, plus the ability to listen to news
podcasts and view image galleries. There are multiple ways to view content
within the application, from choosing an article from the ‘content on fire’
section to flicking through the top stories and staring them for later reading in your favorites file. The Guardian claims to be “the the most personal,
relevant news experience yet on the iPhone,” and the application is close
to living up to its claims.

we liKe:

A lot of time and effort has gone into the design of the application and it
is rich with features. The content is displayed in a way that makes it easy
to digest. Simple features like turning your device to the side to toggle
the reader mode and the pinch-to-enlarge or decrease text size features
make the reading experience more intuitive. The well-designed interactive
graphs and charts are the highlights of the app. Those who take a moment
to create a FT.com portfolio will be rewarded with the ability to keep a track
of their portfolio within the app.
we liKe less:

Users can only read three articles (or an additional seven if they sign up)
per month. In effect, this renders the news section of the application almost
useless for those not willing to pay the $18.15 per month online subscription
fee (or $30 per month for the premium subscription). However, the other
features are still usable regardless of subscription status. Don’t expect the
application to provide you with lavish photographs or videos of the latest
news, the app is essentially for business use. The pop-up banner ads can
be annoying to see when you are reading the news articles.

we liKe:

The application is packed full of content and harnesses the iPhone’s
great user interface to make mobile news consumption a pleasurable
experience. You are constantly finding additional features within the
application – like the little yellow tag that lets you browse news articles
in related subjects or the play button on the photo gallery which lets you
sit back and enjoy a photo slideshow. Content has been optimised for
on-the-go readers. Users can decide which topics to download for later
reading and start the download at a time that is convenient for them.
There are no annoying ads to get in the way.
we liKe less:

With such a large amount of content (the app provides access to virtually all
of the Guardian’s recent web-based content), readers can get lost within the
app. While the Guardian mobile app provides great social media tools (like
trending news topics and most viewed categories), its social networking
integration could do with a small upgrade. For the moment users can only
share stories with their friends via email or Facebook.
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new yorK times
publication: The New York Times
language: English
platform: iPhone, iPod Touch,

Palm Pre, BlackBerry, Timesreader for mobile devices
launch date: July 2008
price: free

15
20

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

15/20

editorial Quality
newsworthiness
naVigation & design
multimedia

The New York Times (NYTimes) mobile application is one of the
most popular applications in the news section of the iTunes
App Store. The app provides online and offline access to The
NYTimes content with text-based news and some (small) images. The full
range of news articles are divided into categories including the latest, most
popular, world, US, politics, business, science, health, opinion, sports, arts,
movies, fashion & style, home & garden, travel, jobs, and magazine
news.

daily telegraph
publication: The Daily Telegraph
language: English
platform: iPhone, iPod Touch,

Android
downloads: 300,000 as of

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

15/20

editorial Quality
newsworthiness
naVigation & design
multimedia

december 2009
launch date: February 2009
price: free

The Daily Telegraph’s mobile app is heavily orientated towards
users wanting a multimedia overview of the news. The app
features a large selection of videos plus a hefty serving of photos. Users can watch broadcasts of the day’s breaking stories, short videos
of the latest gadgets, or find out what’s hot in the fashion world. The photo
section of the app provides a visual recap of the top news stories each week.
Themed galleries focus on news events or visually interesting topics. News
trends are also featured within the mobile app. A news category has been
created for “hot topics” and is updated to reflect breaking news trends.

we liKe:

The app has become the news reader of choice for many people due to its
ease of use, the possibility of reading articles when offline, and the ability
to selectively read news within a large range of categories. Users can
customise the application according to their reading preferences, adding
quick links to their most-read categories at the bottom of the screen.
Saving an article to your favorites or sharing it via email, text message,
Twitter or Facebook with your friends is also a simple task. The ability to
change text size whist reading an article is an added bonus.
we liKe less:

Ads appear in the bottom third of the screen in almost all parts of the
application. While the majority of the ads link to NYTimes’ mobile site
or to web pages where you can download other NYTimes-made mobile
apps – and these links actually open within the app instead of navigating
to Safari – it’s annoying to have even a small bit of the limited screen real
estate covered by ads when trying to read an article. Compared to the
NYTimes’ mobile website, content within the application is limited. It can
also be slow to update information and pictures (up to 7 minutes for a full
sync with images via WiFi and more than 20 minutes via EDGE).

we liKe:

The app is great for younger readers who appreciate consuming their
news in various formats. Videos and media content are generally quick
to load. The application’s direct access to Twitter feeds seems to be a
drawcard for tech-savvy users wanting to stay informed about breaking
news stories in real time. Users can just glance at the top of the screen
to see what the weather is like in their area (provided they live in the
UK), or can get a detailed look at the weather trends for the next week by
tapping on the weather icon in the top right of the screen. There is also
an in-app submission page which encourages readers to become citizen
reporters, and send their news articles and images to The Telegraph.
we liKe less:

One of the application’s biggest drawbacks is the lack of search feature.
The app is also prone to frequent crashes. The multimedia content is more
in depth than news contained in the written selection. While the news
articles are cached for offline viewing, photos (including those contained
within the written news articles) and videos will not display when you are
not connected to the internet. In addition, there is no way to customise the
application according to your news reading or watching preferences.
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14
20

usa today
publication: USA TODAY
language: English
platform: iPhone, iPod, Android
downloads: 1.88 million total

mobile app downloads as of
July 2009
launch date: december 2008
price: free

13
20

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

14/20

editorial Quality
newsworthiness
naVigation & design
multimedia

The USA Today mobile app provides users with a window into
the company’s news website. Readers can glance at the day’s
top stories or browse through headlines in their preferred
topics amongst USA Today’s selection of top news, news, money, sports,
life, tech and travel. There are also sections for NFL, MLB, NBA, NHL,
college football and basketball scores as well as an weather forecasts
and the best photos from the news week. In addition, users can cast their
vote in the app’s “quick question” news-related polls. Once a user has
cast his or her vote they can view results filtered by (US) state or city.

washington
post
publication: The Washington

Post
language: English
platform: iPhone, iPod
launch date: march 2010
price: $1.99 per year

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

13/20

editorial Quality
newsworthiness
naVigation & design
multimedia

The Wash Post application feels like a basic replica of the
company’s mobile web site, complete with simplified article
layouts and most of the multimedia content removed. Headlines,
blogs, “My Posts” and search icons appear as default on the main navigation bar. More category selections can be brought up by tapping on the
“more” button in the main navigation bar. The Wash Post app requires a
yearly subscription to the mobile newspaper, so after twelve months of
using the app consumers will have to pay another $1.99 to resubscribe.
we liKe:

we liKe:

Easy to quickly see the top headlines of the day and to know what they
are about with the short article previews. The app, while free, is almost
completely ad-free. The thumbnail images accompanying the news articles
can be enlarged and have a caption explaining what you are seeing – a
simple but effective detail. Readers can share their favourite articles with
their friends via Facebook, Twitter, email or text message. Offline article
reading is supported once you have downloaded the content.

The My Post feature lets users skim through news headlines within the app
and mark any articles they might want to read later with a star by swiping
the story headline to the left or right. This action brings up a menu from
which you can add the article to your “My Post” category for offline reading,
email it to friends and family or share it on your social networks. The search
feature lets you find articles within the app. Users can add their most-read
categories to the main navigation bar. The app’s photo gallery resembles
the iPhone’s native photo gallery and lets users zoom in on images, read
image captions and even save galleries for offline viewing.

we liKe less:

News content, weather updates and sports scores are generally geared for
US-based users. Layouts and menus often take up much of the screen’s
real estate (but they do make it easy for you to navigate through the
application). Article images and those contained in the photo section do
not display when reading in offline mode. The overall app design is starting to look dated compared to some of the other applications available
within the app store.

we liKe less:

Many users complain about having to pay for an app that contains intrusive
banner ads in both the application headlines and article sections when other
free applications are ad-free. With the large Washington Post banner at the
top, menus on both the top and bottom of the screen and an always-there
banner ad encroaching onto the limited reading space, article text begins
to feel boxed in. The tap to enlarge text feature seems counterproductive
for iPhone users who are used to the pinch-to-zoom gestures. Thumbnail
images are shown alongside article headlines, but do not appear on screen
when you read the article (except within the photo gallery section).
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16
20

huffington
post
website: huffingtonpost.com
language: English
platform: iPhone, iPod, Android
launch date: march 2009
price: free

17
20

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

16/20

editorial Quality
newsworthiness
naVigation & design
multimedia

The HuffingtonPost.com app home screen opens with a large
photo of a current news event and a title overlay breaking the
news. Underneath you can see today’s headlines accompanied
by thumbnail images to the left. The design is clean and refreshing. Unfortunately the layout is not carried over into the articles themselves; the
format of black text on white background looks stark and unfinished in
comparison. The application is fully integrated with social networks like
Twitter and enables consumers to view reader comments from within the
app.
we liKe:

The HuffingtonPost.com app is well equipped with web and social
networking-friendly features. At the bottom of many articles there are links
to related news stories, slideshows and tweets about the article’s subject.
This added interaction keeps readers within the app, and provides access
additional content, not available from within many other news applications.
The HuffingtonPost.com app gives you the ability to save (and delete) the
articles you like the best and want to keep for re-reading later on. Text
can be scaled when reading an article and a button at the bottom of the
screen will bring up user comments on the selected story.
we liKe less:

Article text and video content is not specifically formatted for the iPhone;
occasionally an article will contain a Flash video which not play on the
device (unlike some of the other embedded YouTube videos which will play
from within the app). The HuffingtonPost.com application was previously
free of ads, but a recent update has brought with it banner ads (and angry
cries from long time users). Images do not display and Twitter integration
does not work when in offline mode.

mashable!
website: mashable.com
language: English
platform: iPhone, iPod
launch date: April 2009
price: free

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

17/20

editorial Quality
newsworthiness
naVigation & design
multimedia

Technology blog Mashable! has put together a mobile version
of its online blog for iPhone users. The application lets you
browse articles by latest news, article category, tags, or author
and has integrated support for social networking applications like Twitter
and Facebook. The cleanly-designed application makes it easy to navigate
between articles and to find the information you are interested in.
we liKe:

Technology blog readers have high expectations when it comes to iPhone
applications and this means web-based companies like Mashable are more
likely to live up to these expectations and deliver applications which are
feature-rich, uncluttered, regularly updated and most important user-friendly.
Mashable!’s user interface is well designed and puts the most important
buttons at the tip of your finger. The addition of an in-app browser means
you can view any external links within the app, which is a real plus.
we liKe less:

Readers have to sign up to Instapaper (which is not such a bad thing, as
Instapaper is a great application for the iPhone) to save the articles they
want to read while away from an internet connection. The application is
ad supported. Most of the videos included in Mashable articles will play
in the iPhone’s YouTube video player, but some are still displayed in Flash
and will not play on the device.
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12
20

yahoo!
website: yahoo.com
language: English
platform: iPhone, iPod, Black-

Berry
launch date: April 2010
price: free

12
20

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

12/20

editorial Quality
newsworthiness
naVigation & design
multimedia

bbc world
news
publication: BBC World News
language: English
platform: iPhone, iPod Touch
launch date: June 2009
price: free with in-app

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

12/20

editorial Quality
newsworthiness
naVigation & design
multimedia

subscription (€1.59 for 30
days access)

The Yahoo! Mobile app is one of the ever-increasing numbers
of mobile applications providing readers with aggregated news
from multiple sources. The benefits of using the Yahoo! app are
not apparent until after you have specified your user reading preferences
– for the uninitiated, this process can be a bit of learning curve. The Yahoo!
app is a one-stop portal for news, current events, important emails and
status updates sourced from all your favorite web services.

The BBC World News application connects you to a live feed of
real time, broadcast quality BBC news coverage – just like
watching the BBC World News channel on your TV. Users can
take the mobile TV station with them where ever they travel in the world
and have access to a 24-hour per day video feed from the BBC World News
channel.
we liKe:

The application is highly customisable, letting you create your own categories by interest. Yahoo! Is heading in the right direction with its application,
offering consumers a glance at their online “lives” in one central place.
The combination of web services like Yahoo! news, email, social networks,
Yahoo! Messenger, Yahoo! Calendar and RSS news feeds within the one
application works well, but Yahoo! could go further to better implement
the app’s features.

Unlimited access to live news coverage in real time from your mobile
phone. The application can be used via both WiFi and 3G connections,
as opposed to many video streaming apps that only let you connect via
WiFi. When connecting to the live stream via a 3G connection, the app
reverts to standard quality audio and video to limit your data consumption.
Users also have access to the BBC Mobile site from within the application.
Consumers do not have to pay for a yearly subscription and can pay to
consume TV on a month by month basis.

we liKe less:

we liKe less:

Articles contained within the ‘featured news’ section, email messages and
other links do not open within the app. Instead the user is forced to read the
text in Safari and has to re-open the app if they wish to continue browsing.
This is a major flaw for most mobile users who want everything – including links from search queries – to be contained within the app. To get the
most out of the application, the user must first invest time searching for
and adding RSS feeds, subjects and social networks that they wish to read
about. Sometimes content contained within the user defined categories
will not display and instead show a message saying “article is no longer
available.” The visual appearance of the application is also somewhat
lacking and can be confusing to navigate through.

Users must be connected to the internet to use the application. No video
is cached within the app so you cannot watch offline. There is no way to
save video or store the live feed for later viewing. The app does not have
an on-board TV guide to inform you about the shows you are watching,
which would make a nice addition to the application. After a short preview
period users must pay a monthly fee (of around €1.59) during the months
in which they wish to use the application.

we liKe:
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20

bild
publication: Bild (Axel springer

Group)
language: German
launch date: december 2009
price: 0,79 euros for the first

19
20

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

16/20

editorial Quality
newsworthiness
naVigation & design
multimedia

month, 1,59 euros thereafter

Bild is Europe’s biggest-selling daily newspaper, and its iPhone
app, one of the first among major German media, was muchanticipated. Its Bild-Girl, who can be undressed by shaking the
iPhone, got publisher Axel Springer into trouble recently due to Apple’s
no-nudity policy, but other than that, the app is the biggest competitor for
‘serious’ news media such as Der Spiegel or Stern.
we liKe:

A one-minute tutorial shows you how to make most of the app, before you
can personalise your push notifications (breaking news, VIPs, sports, or
lottery). The full print version can be downloaded in PDF format to be read
later, even if in offline mode, and a view called iBild optimises the content
for your phone, differentiating the offer from simply browsing the webpage
on the go. For the price of 3,99 euros per month, iPhone users can even
get next morning’s paper at 10pm the night before the print version is out.
Another big plus: the app lets readers upload their own photos and suggest
headlines that will be published in Bild’s print edition.
we liKe less:

Navigation is the weakest point of this app, with users having to scroll
through the entire paper to get to the part that interests them – skipping pages or entire parts of the publication is not possible. Apart from
the aspects mentioned above, the offer remains similar to what you see
in your mobile browser, including problems experienced when zooming
into an article: often, the text appears out of focus and becomes almost
unreadable. Also, there are no archive or printing functions included in this
app, and given the paper’s prominence in Europe, an English version would
have seemed appropriate.

dw news portal
publication: deutsche Welle
language: German, Croatian,

English, Polish, romanian,
russian, serbian, spanish,
Turkish
launch date: march 2010
price: free

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

19/20

editorial Quality
newsworthiness
naVigation & design
multimedia

Deutsche Welle is Germany’s international broadcaster: online,
on-screen and over the air. Its journalistic portfolio includes
DW-RADIO, the multimedia internet portal DW-WORLD.DE in
30 languages and DW-TV in German, English, Arabic and Spanish. All
combined, Deutsche Welle reaches nearly 90 million listeners and viewers
worldwide every week.
we liKe:

A big plus of the application is of course its international appeal: news is
available in the seven languages mentioned above, and in addition, radio
and TV live streams can be listened to in Asian languages as well as German, English, and Russian. The ‘video of the day’ adds to the popularity
of the service, as does the absence of ads. As usual, news content can be
downloaded and saved for a later, offline use.
we liKe less:

Earlier versions irritated users due to the lack of a German version of
the international news service. With the language issue resolved and TV
streaming quality improved in this March update, there is little to complain
about.
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20

stern.de
publication: Stern
language: German
platform: iPhone, iPod Touch
launch date: February 2009
price: free

15
20

multimedia

★★★★
★★★★
★★★★
★★★★

eXtra features

★★★★

oVerall grade:

18/20

editorial Quality
newsworthiness
naVigation & design

Stern is Germany’s biggest weekly news magazine. While its
rival, Der Spiegel, is known for its investigative journalism,
Stern’s signature is photographic reportage, which was important to work into its iPhone app in order to keep the publication’s characteristic feel.
we liKe:

An optional landscape viewing mode does the high-quality pictures
justice. Stern’s famous Bilder der Woche (photos of the week) can be
viewed as a slideshow, and the photos remain the focus of the content,
both as leads for articles and links to other stories. They also come with
the sharp comments the magazine is reputed for, which all in all makes
for a very entertaining read on the go. Plus: all new pictures and articles
can be downloaded so that they can be accessed later, even if no WLAN
is available. A great offer, especially for a free app.
we liKe less:

Because of the size and number of pictures, features often take longer to
load, and the app crashed a few times during this test. The download-to-go
function, meant to load all new contents for a later offline read, requires
patience (or several cups of coffee, as one user pointed out). It could also
be said that most information given as part of this application remains
superficial, and readers looking for more background on a story should
opt for Der Spiegel or similar publications.

20minutes.fr
publication: 20 Minutes
language: French
platform: iPhone 3.0

version 1.2
(updated march 2010)
price: free

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

15/20

editorial Quality
newsworthiness
naVigation & design
multimedia

Straight-to-the-point articles, a news coverage with a special
focus on political news, news in brief, sports news, and celebrity news: the app is a faithful extension of the free daily
newspaper, which cleverly optimises the iPhone’s resources/features.
Topics are available on the front page, through hypertext links, below each
article, and also via browsing tools, which let the user look for articles
classified by section or by theme. The tabs titled “24 heures” and “En
images” display the news of the day in pictures. The app also offers local
news for eight different French cities.
we liKe:

We like the customisation features. You can customise the front page
using the “ma une” feature, which lets you select your favorite sections,
the number of articles you want and the order in which they’re displayed.
You can choose the font size and block the pics (which can be useful with
a slow connection). The app is also very interactive: the user can post
comments, flag abusive posts, email articles or post them on Twitter and
Facebook, and even send pictures and news to 20minutes.fr’s editorial
staff through their iPhone.
we liKe less:

Not enough videos and no audio reports. Some of the ad banners are
intrusive. The front page is well-stocked but a little disorganised, which
makes it hard for the readers to find what they’re looking for, and requires
a lot of scrolling. The browsing tools are easy to use but a little too basic:
sports, high-tech, and “arts & stars” are included, but why aren’t there more
sections? Overall, lots of celebrity-oriented news and slideshows.
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lefigaro.fr
publication: Le Figaro
language: French
platform: iPhone 3.0

version 1.0
(updated August 2009)
price: free

12
20

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

14/20

editorial Quality
newsworthiness
naVigation & design
multimedia

rue89
website: www.rue89.com
language: French
operating systems: iPhone 3.1

version 2.1
(updated march 2010)
price: free

eXtra features

★★★★
★★★★
★★★★
★★★★
★★★★

oVerall grade:

12/20

editorial Quality
newsworthiness
naVigation & design
multimedia

This is the application that all the readers who had to make
do with the iPhone optimised version of the website lefigaro.fr
had been waiting for. The app was launched in August 2009 on
the App Store. It’s easy to use, with a clear, well spaced layout following
the same design as the newspaper. The app covers the main topics in the
national and international news. The app’s main difference from the iPhone
optimised version of the website is that it has a more thorough choice of
sections, with a focus on videos and wires (in the Flash section).

The application sticks to the news website’s graphic design
and editorial policy, with in-depth articles presented in a sober
layout. It offers deep coverage of current events, with a special
focus on political news and social issues. The app’s front page is more or
less identical to the website’s, enabling access to the twenty or so most
recent articles, published in full. Articles are updated simultaneously on
the website and on the app, with a dozen new articles published every
day.

we liKe:

we liKe:

We like the neat coverflow display enabling easy browsing through the
most recent articles at a glance. The sections are displayed in a scrolling
sidebar, and the “Mon Figaro” feature enables you to save your favorite
articles for a 15 day period. We also like the “Videos” section where you can
find the videos of the interviews in the “Talk” Section, and the “Services”
section which displays stock quotes, TV guides, and access to the good
deals offered by the Figaroscope.

We love the slick layout with headlines that stand out, reader-friendly
and generally lengthy articles, in contrast with the usual fare on news
websites, which often offer shorter articles that lack in-depth analysis. We
love the fact you can opt for horizontal or vertical reading. We also like its
user-friendly aspects: the transversal browsing between topics, the ability
to tweet and email articles, and the best comments’ selection from the
website. We also like the feedback tool, which enables users to provide
their thoughts on the app.

we liKe less:

The layout of the articles was not really optimised for a small screen (the
browsing buttons are too large, the layout has no breathing space). There is
no “push” mode for the articles and wires, as opposed to some of the app’s
rivals. There’s also a glaring hole in terms of social networking features:
you can send an email with a link to an article, but you can’t share the
news on Facebook or on Twitter, and comments aren’t enabled… Another
downer is the media section’s flimsiness: there are some videos, but no
slideshows and audio reports.

we liKe less:

We don’t like the lack of sections, with articles just posted on the front
page, and the fact you can’t browse articles by theme. No wires, no search
engine, no archives. The social networking tools are extremely lean and
have been reduced to the bare minimum: there’s no way of customising the
front page to select your favorite topics, of posting comments, or of sharing
the articles on Facebook. No computer graphics, no sound, no videos, even
when there are such elements to enhance the articles published on the
website. Furthermore, the app suffers a technical glitch: there is sometimes
a bug when the app starts, which makes the headlines unreadable.
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El Mundo has made a well designed, visually appealing app
with a great deal of content, functions and features. Articles can
be shared via Twitter, Facebook or email. There is an adequate
multimedia section, divided into photos and videos.

This app benefits from the extensive international section of
El Pais, which makes it a top iPhone destination for Spanishlanguage international news. The app is very simple and easy
to browse.

we liKe:

we liKe:

Everything is accessible from the homepage so there is no “more” section
where you have to go to find the topic you are looking for. The horizontal
scrolling menu across the top offers links to all topics. It has small but useful
features such as the time and date, on the homepage, and a mini weather
forecast on every page of the app. Automatically-read audio versions of
some of the articles are available. It also provides TV scheduling, and Radio
Marca also accessible from any page of the application.

Navigation is concentrated in one menu at the bottom of the app, with four
fully customisable icons and no tricky menu to handle. It is not possible to
get lost in the app. Layout is also clear: on the homepage of the app, each
article is presented just by its title, sometimes accompanied by a picture.
This makes it very light and spaced out, and generally pleasant to look at
as it is not over crowded with content or complicated at all. The app also
boasts an impressive video gallery.

we liKe less:

we liKe less:

The homepage appears overcrowded with content and menus. Many
buttons are too small, meaning that accidental clicking is not uncommon, especially on the horizontal scrolling menu at the top. A banner ad
appears close to the bottom of the screen up each time you load a new
page. There are only three pictures galleries and the topics are fixed: news,
sports and people.

A couple of notable weak points: there is no possibility to save or bookmark
your favourite articles, and you can only share an article by email, rather
than by Facebook or Twitter. There is a banner ad space at the bottom of
the app which it is easy to click on accidentally while scrolling. This also
makes the space for news slightly smaller. There is only one big pictures
gallery, rather than multiple thematic slide shows that some other news
apps feature. The app is lacking in extra functionalities such as an audio
or radio feature.
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launch date: February 2009
price: €4.99 per month,

€44.99 per year

Corriere della Sera offers most of the standard features of an
iPhone news app with a few extras. A horizontal scrolling menu
on the homepage offers links to the different sections of the
newspaper, such as economics, sport, opinion, politics, culture and more.
There is a separate video section, and a local info tab where the user can
receive local news for the city of their choice (17 Italian cities to choose
from.) Articles can be shared by email, Twitter or Facebook, and can be
saved. Text size can be adjusted to the user’s preference
we liKe:

The front page is frequently updated and the latest news feed scrolls across
the top of the home page so the user feels adequately up to date. The app
will read you articles in an electronic voice, which could be useful while
walking, for instance. There is also a finance section with stock market
figures for Italian and major international indexes. For those in Italy, the app
offers an extensive services section, using geo-location to allow you to find
nearby restaurants, hotels, bars, cinemas, petrol stations, taxi companies,
supermarkets and more.
we liKe less:

The layout of the lists of articles seems a little cramped. The ‘related
articles’ function does not work for every article. Photos seem to be limited
and not very easily accessible: there is one large, general slideshow of
photos of the day and it is possible to find within articles, but they are not
clearly displayed.

La Repubblica launched a paid version of its iPhone app in
February. The app is still free to download and the homepage,
article previews and some sections of the site are freely available,
with the more sophisticated paid version claiming to offer “the best from
the print paper on the debates and analysis surrounding the news.”
we liKe:

There is an advanced search and push notification offering in the paid version,
including the possibility to select a specific football team to track – great for
sports fans. You can search the archives, and the app will send notifications
of breaking news or articles which contain key words of the user’s choice.
There is a breaking news feed to keep readers entirely up to date.
we liKe less:

There is no option to share articles via social networks and sharing via email
requires leaving the application. Nor is there sorting by section, besides
opinion articles, unless you go into the ‘more’ menu. Photo slideshows
can be slow to load.
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