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The	
  news	
  industry’s	
  future	
  	
  

is	
  about	
  our	
  numbers,	
  

and	
  more	
  importantly	
  about	
  	
  how	
  ci8zens	
  

engage	
  and	
  par8cipate	
  	
  
in	
  the	
  society	
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Introduc8on	
  

News	
  media	
  are	
  flourishing,	
  thanks	
  to	
  growing	
  print	
  circulaBon
	
  in	
  the	
  BRIC	
  naBons	
  and	
  digital	
  growth	
  in	
  Western	
  Markets.	
  

Source:	
  World	
  Press	
  Trends.	
  Zenith	
  OpBmedia	
   ©	
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Over	
  half	
  the	
  world’s	
  adult	
  popula8on	
  
read	
  a	
  daily	
  newspaper	
  

Over	
  2.5	
  billion	
  in	
  print	
  

More	
  than	
  600	
  million	
  in	
  digital	
  form	
  

Today	
  newspapers	
  generate	
  	
  
$200	
  billion	
  of	
  revenue	
  globally	
  



CIRCULATION!
TRENDS!
THE MOVE TO DIGITAL!

WORLD	
  PRESS	
  TRENDS	
  2013	
  "
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Circulation
 2012/2011	
  	
  -­‐0.9%	
  

2012/2008	
  	
  -­‐2.2%	
  

Copies	
  paid	
  and	
  free	
  (000’s)	
  

Australia	
  &	
  NZ	
  

MENA	
  
Asia	
  
Europe	
  -­‐	
  other	
  
Eastern	
  Europe	
  
Western	
  Europe	
  

LaBn	
  America	
  
North	
  America	
  

534	
  790	
   546	
  230	
   535	
  771	
   527	
  380	
   522	
  828	
  

2008	
   2009	
   2010	
   2011	
   2012	
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Asia	
  dominates	
  circula8on	
  	
  
and	
  con8nues	
  to	
  enjoy	
  growth	
  	
  

though	
  at	
  a	
  lower	
  rate	
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Europe	
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  America	
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Copies	
  (000’s)	
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in	
  mature	
  markets	
  print	
  circula8on	
  con8nues
	
  to	
  decline	
  as	
  consumers	
  move	
  to	
  digital	
  

Australia	
  NZ	
  

MEA	
  
Asia	
  
Europe	
  -­‐	
  other	
  
Eastern	
  European	
  
Western	
  Europe	
  

LaBn	
  America	
  
North	
  America	
  

2008	
   2009	
   2010	
   2011	
   2012	
  

Source:	
  World	
  Press	
  Trends	
  
Copies	
  (000’s)	
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  Source:	
  World	
  Press	
  Trends.	
  	
  

Asia	
  and	
  La8n	
  America	
  	
  
now	
  showing	
  slowing	
  levels	
  	
  
of	
  growth.	
  

Rates	
  of	
  decline	
  in	
  Western	
  
Europe	
  markets	
  are	
  easing,	
  
despite	
  aggressive	
  pricing	
  
policies	
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While	
  single	
  copy	
  sales	
  have	
  fallen	
  by	
  26%	
  since	
  2008,
	
  subscripBon	
  sales	
  have	
  declined	
  by	
  only	
  8%.	
  

Source:	
  World	
  Press	
  Trends.	
  	
  

	
  %
	
  V
ar
ia
nc
e	
  
in
	
  s
al
es
	
  2
00
8-­‐
20
12
	
  

Subscrip8on	
  v	
  single	
  copy	
  



©	
  2013	
  WAN-­‐IFRA	
  

Publishers	
  are	
  enjoying	
  significant	
  	
  
profit	
  contribu8ons	
  from	
  print	
  sales.	
  

Source:	
  World	
  Press	
  Trends.	
  	
  



MEDIA 
CONSUMPTION!
PRINT STILL DOMINATES!

WORLD	
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Newspapers	
  are	
  not	
  losing	
  readers,	
  but	
  
readership	
  frequency	
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While	
  TV	
  remains	
  the	
  most	
  consumed	
  medium,	
  	
  
research	
  shows	
  it	
  is	
  an	
  ambient	
  medium	
  where
	
  people	
  are	
  mul8tasking,	
  whilst	
  the	
  set	
  is	
  on.	
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Broadcast	
  media	
  see	
  far	
  great	
  declines	
  
in	
  interest	
  in	
  news	
  

News	
  accounts	
  for	
  less	
  than	
  5%	
  	
  
of	
  TV	
  viewing	
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News	
  accounts	
  for	
  less	
  than	
  1%	
  	
  
of	
  Internet	
  page	
  views	
  

Source:	
  CHISHOLM	
  analysis.	
  World	
  Press	
  Trends.	
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The	
  loser	
  in	
  the	
  baXle	
  	
  for	
  aXen8on	
  	
  
seems	
  to	
  be	
  	
  the	
  radio	
  

Source:	
  World	
  Press	
  Trends.	
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Print	
  conBnues	
  to	
  dominate	
  	
  
the	
  vast	
  majority	
  of	
  news	
  consump8on	
  

Source:.	
  World	
  Press	
  Trends.	
  	
  

Newspapers	
  are	
  looking	
  forward	
  to	
  the	
  8pping	
  point	
  of	
  digital	
  
driving	
  and	
  profitability	
  



ADVERTISING!
DIVERSIFICATION DRIVES!
THE RISE OF THE INVISIBLE WEB!

WORLD	
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Advertising
 2012/2011	
  	
  	
  -­‐2%	
  

2012/2008	
  	
  	
  -­‐22%	
  

Australasia	
  

MENA	
  
Asia	
  
Europe	
  -­‐	
  other	
  
Eastern	
  Europe	
  
Western	
  Europe	
  

LaBn	
  America	
  
North	
  America	
  

119	
  749	
  

99	
  175	
   97	
  203	
   95	
  354	
  
93	
  446	
  

2008	
   2009	
   2010	
   2011	
   2012	
  

USD	
  (Million)	
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Australasia	
  

MEA	
  
Asia	
  
Europe	
  -­‐	
  other	
  
Eastern	
  European	
  
Western	
  Europe	
  

LaBn	
  America	
  
North	
  America	
  

2008	
   2009	
   2010	
   2011	
   2012	
  

Over	
  the	
  last	
  five	
  years,	
  newspaper	
  print	
  	
  
adverBsing	
  revenues	
  have	
  declined	
  by	
  22%.	
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74%	
  of	
  the	
  lost	
  value	
  has	
  been	
  in	
  the	
  USA,	
  	
  

where	
  revenues	
  have	
  declined	
  by	
  42%.	
  

Source:	
  Zenith	
  OpBmedia.	
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Asian	
  and	
  La8n	
  American	
  markets	
  	
  
con8nue	
  to	
  show	
  growth	
  

Source:	
  Zenith	
  OpBmedia.	
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  -­‐	
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LaBn	
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North	
  America	
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  Zenith	
  OpBmedia.	
  	
  

Elsewhere	
  levels	
  of	
  decline	
  are	
  slowing,	
  	
  
in	
  line	
  with	
  the	
  economy.	
  

2009	
 2010	
 2011	
 2012	
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Asia	
  
Europe	
  -­‐	
  other	
  
Eastern	
  European	
  
Western	
  Europe	
  

LaBn	
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North	
  America	
  



A value chain under pressure


The digital display ecosystem is crowded with third parties who want to take 
ownership of the publishers data and resell the premium inventory…


.


Display	
  adverBsing	
  technology	
  landscape.	
  Source	
  Luma	
  2012	
  



EXPLOSION OF THE 
INVISIBLE WEB


Unique tracking technologies 
increased by 53% in 2012. 


55% of tracking scripts are 
placed on websites by 
someone other than the site’s 
owner


There is every reason to 
forecast continued growth

.


RepresentaBve	
  of	
  data	
  across	
  approx	
  157	
  M	
  unique	
  URL	
  paths	
  per	
  
month	
  and	
  46	
  geographic	
  regions	
  across	
  the	
  2012	
  calendar	
  year..	
  
Source	
  2013	
  Evidon,	
  Inc.	
  



Source	
  2013	
  Evidon,	
  Inc.	
  

Ad scripts make up 
nearly half of all the 
scripts across the web




Data collection tools 

and third level trackers


Source	
  2013	
  Evidon,	
  Inc.	
  

Controlling the tag chain is getting 
increasingly complex




Bullet-textslide 
Header, max two lines 

Text: 
Click on ’Increase Indent’ 
for changing Bullet-level 

To get back,  
click on ’Decrease Indent’ 

Turn off ’CLASSIFICED’ via  
1. ’Insert’ / ’Header & Footer’ 

2. Deactivate by clicking off the 
Footer Checkbox 

3. Check ’Apply to All’ 

Three Major Challenges


Business compliance with Cookie regulation & 
Privacy protection


New page scripts mean new potential security 
vulnerability and increased page latency


AND Revenue loss

  We are losing revenue to players who can buy cheaper audiences outside our sites

  We lose contact with the customer to intermediaries

  We end up in information disadvantage against buyer

  Cost of loading speed: a one second delay results in a 7% loss in conversions




Bullet-textslide 
Header, max two lines 

Text: 
Click on ’Increase Indent’ 
for changing Bullet-level 

To get back,  
click on ’Decrease Indent’ 

Turn off ’CLASSIFICED’ via  
1. ’Insert’ / ’Header & Footer’ 

2. Deactivate by clicking off the 
Footer Checkbox 

3. Check ’Apply to All’ 

Publishers	
  Must	
  Take	
  Steps	
  	
  
to	
  Control	
  «Data	
  Leakage»	
  

1.  If we do not have control of data leakage, we can 
not know if data is properly used in ways that users 
or advertisers agree to


2.  We must be transparent and inform about how we 
use data from our users and advertisers


	
   	
  We	
  want	
  to	
  safeguard	
  the	
  trust	
  of	
  
our	
  users	
  and	
  adver8sers	
  



"white paper » 
for Data Policy 

WAN-IFRA has launched an 
initiative to ensure that users of 
news sites are protected from 
unauthorized collection of data.


Purpose : a fair regulation of 
BtoB relation between 
publishers and advertisers, to 
protect end customers from 
uncontrolled cookie collection 
of user data and behavior. 


Download

www.wan-ifra.org




PAID CONTENT !
IS HOT!

WORLD	
  PRESS	
  TRENDS	
  2013	
   "



Growth	
  of	
  digital	
  subs	
  at	
  NYT	
  
Now	
  >	
  640,000	
  	
  
Paul Smurl

New York Times Digital

@ Digital Media Europe

London April 2013


640,000	
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  of	
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Shieing	
  dependence	
  from	
  «communica8ons»	
  
to	
  «consump8on»	
  revenues	
  

•  print	
  adver8sing	
  revenues	
  	
  revenues	
  are	
  down	
  by	
  8,5%,	
  while	
  overall	
  revenues	
  
only	
  declined	
  by	
  2%	
  	
  

•  Digital	
  revenues	
  now	
  account	
  for	
  11%	
  of	
  all	
  revenues	
  &	
  non	
  publishing	
  revenues	
  
account	
  for	
  8%.	
  

•  Alterna8ve	
  revenues	
  are	
  par8cularly	
  strong	
  among	
  smaller	
  publishers.	
  	
  



Snapshot	
  
	
  the	
  USA	
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  Source:	
  Alliance	
  of	
  Audited	
  Media	
  USA	
  

48%	
  of	
  publishers	
  have	
  a	
  paid	
  content	
  model	
  

40	
  %	
  of	
  publishers	
  are	
  using	
  a	
  metered	
  model	
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  Source:	
  Alliance	
  of	
  Audited	
  Media	
  USA	
  

17	
  percent	
  are	
  using	
  a	
  	
  
“hard”	
  paid	
  model	
  where	
  payment	
  

is	
  required	
  to	
  read	
  any	
  content	
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  Audited	
  Media	
  USA	
  

33	
  percent	
  are	
  using	
  a	
  model	
  
that	
  restricts	
  access	
  	
  
to	
  premium	
  content.	
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We	
  aXract	
  readers	
  on-­‐line	
  	
  
but	
  do	
  not	
  engage	
  them	
  



Source:	
  Media	
  Management	
  Center	
  Nothwestern	
  University2005	
  

SaBsfacBon	
   Engagement	
  

“People	
  pay	
  for	
  the	
  3	
  Es:	
  

Exper8se,	
  Experience,	
  
Emo8on”	
  

Frédérique Lancien, 

L’Équipe , France


@ DigitalMedia Europe, London 
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  Source:	
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Our	
  industry’s	
  biggest	
  challenge	
  is	
  that	
  readers	
  visit	
  our
	
  websites	
  but	
  have	
  very	
  low	
  levels	
  of	
  engagement.	
  

A	
  comparison	
  of	
  pages	
  viewed	
  and	
  Bme	
  spent	
  between	
  	
  
print	
  and	
  digital	
  suggests	
  that	
  digital	
  engagement	
  	
  

is	
  5%	
  of	
  that	
  in	
  print.	
  	
  

Digital	
  revenues	
  are	
  generally	
  around	
  5%	
  of	
  those	
  from	
  print.	
  

In	
  search	
  of	
  a	
  solu8on	
  

The	
  route	
  to	
  the	
  future	
  is	
  
engagement	
  



MOBILE !
IS EXPLODING!
IN A MIDST OF A GLOBAL SHIFT!

WORLD	
  PRESS	
  TRENDS	
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Source:	
  StatCounter	
  Global	
  Stats	
  

Mobile	
  magic	
  
the	
  shij	
  from	
  computer	
  to	
  mobile	
  
Global	
  mobile	
  traffic	
  growing	
  rapidly	
  to	
  15%	
  of	
  Internet	
  traffic	
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Differing	
  paXerns	
  of	
  engagement	
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%	
  of	
  digital	
  consump8on	
  on	
  mobile	
  media	
  

Top	
  ranking	
  countries	
  

Mobile	
   tablet	
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Turkey	
  

Poland	
  

Portugal	
  

France	
  

%	
  of	
  digital	
  consumpBon	
  on	
  mobile	
  media	
  

Lowest	
  ranking	
  countries	
  

Mobile	
   tablet	
  

Differing	
  paXerns	
  of	
  engagement	
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In	
  the	
  USA,	
  in	
  2009,	
  51%	
  of	
  publishers	
  had	
  a	
  mobile	
  presence,	
  	
  

The	
  figure	
  is	
  now	
  90%.	
  

Between	
  2011	
  and	
  2012:	
  

Kindle	
  	
  	
  24%	
  	
  >>>	
  	
  67%	
  
Nook	
  	
  	
  14%	
  	
  >>>	
  	
  57%	
  

iPhone	
  
85%	
  

iPad	
  
87%	
  

Kindle	
  
67%	
  

Nook	
  
57%	
  

Android	
  
75%	
  



Impressive	
  29%	
  	
  
of	
  USA	
  Adults	
  Own	
  Tablet	
  /	
  eReader	
  

Source	
  :	
  Pew	
  Research	
  



Sources	
  Net	
  Metrix	
  Mobile	
  2010-­‐2013-­‐I	
  Comparis	
  

Another	
  example	
  	
  

Number	
  of	
  swiss	
  
tablet	
  owners	
  



Mobile	
  magic	
  
in	
  the	
  midst	
  of	
  a	
  global	
  shij	
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Research	
  in	
  the	
  USA,	
  Germany	
  and	
  France,
	
  suggests	
  that	
  news	
  engagement	
  via	
  a	
  tablet
	
  is	
  equal	
  to	
  that	
  of	
  the	
  printed	
  newspaper.	
  	
  

Older	
  readers	
  with	
  a	
  tablet	
  are	
  parBcularly
	
  engaged	
  with	
  news.	
  

20%	
  of	
  page	
  views	
  on	
  digital	
  are	
  now	
  from
	
  mobiles	
  (15%)	
  or	
  tablets	
  (4%)	
  

Tablets	
  are	
  rapidly	
  becoming	
  the	
  medium	
  of
	
  choice	
  for	
  news	
  consumpBon	
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  of	
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  Media	
  USA	
  

56	
  percent	
  of	
  US	
  publishers	
  charge	
  for	
  their	
  iPad	
  apps	
  	
  

42	
  percent	
  for	
  their	
  iPhone	
  apps	
  	
  

38	
  percent	
  for	
  their	
  Kindle	
  apps	
  	
  

31	
  percent	
  for	
  their	
  Nook	
  

Nearly	
  40	
  percent	
  said	
  they	
  are	
  not	
  currently	
  charging	
  	
  
for	
  their	
  content	
  on	
  any	
  device.	
  

Could	
  this	
  game	
  changer	
  	
  be	
  the	
  
solu8on	
  for	
  content	
  mone8za8on?	
  



Be	
  prepared	
  to	
  an	
  unusual	
  emerging	
  	
  
technology	
  paXern	
  

In two computing cycles…:

1.   Smartphones	
  
2.   Tablets	
  

…a thrird cycle is entering:	
  
3.   Sensor	
  Wearable	
  

	
  Scannable	
  …..	
  
	
  Internet	
  of	
  Things	
  
	
  &	
  Smart	
  Ci8es	
  

©	
  2013	
  WAN-­‐IFRA	
  Source	
  Mary	
  Meeker	
  KPCB	
  2013	
  



OVERVIEW!
NEXT STEPS!
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News	
  media	
  conBnue	
  to	
  advance	
  the	
  migra8on	
  from
	
  print	
  to	
  digital.	
  

Print	
  remains	
  the	
  world’s	
  most	
  potent	
  influence.	
  We
	
  must	
  con8nue	
  to	
  invest	
  in	
  it	
  	
  

•  Build	
  data	
  bases	
  using	
  the	
  relaBonship	
  with	
  our	
  customers	
  ,	
  improve	
  our
	
  capacity	
  to	
  leverage	
  the	
  big	
  amount	
  of	
  data	
  (BigData)	
  now	
  available	
  on
	
  consumer	
  behaviors	
  and	
  develop	
  other	
  forms	
  of	
  relaBonship	
  and	
  revenues	
  

We	
  have	
  ajract	
  readers	
  to	
  our	
  websites	
  but	
  not
	
  intensively	
  enough:	
  

•  ImpacBng	
  on	
  content	
  revenues	
  

•  LimiBng	
  communicaBon	
  revenues	
  

©	
  2013	
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Overwiew	
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Mobile	
  and	
  tablet	
  technology	
  would	
  appear	
  to	
  be	
  
transforming	
  news	
  consump8on	
  

•  High	
  device	
  up-­‐take	
  
•  Higher	
  intensity	
  of	
  consumpBon	
  

There	
  is	
  a	
  need	
  for	
  a	
  beXer	
  understanding	
  of	
  how	
  
people	
  consume	
  and	
  interact	
  with	
  news	
  content	
  in	
  the	
  
digital	
  age.	
  

The	
  industry	
  must	
  match	
  Fast-­‐moving	
  consumer	
  goods	
  
investment	
  standards	
  in	
  branding	
  and	
  marke8ng.	
  

Next	
  steps	
  



The	
  days	
  of	
  correla8ng	
  sales	
  data	
  with	
  a	
  few	
  dozen	
  
discrete	
  adver8sing	
  variables	
  are	
  over	
  

•  Many	
  of	
  the	
  world’s	
  biggest	
  companies	
  are	
  now	
  deploying	
  real	
  Bme	
  
analyBcs	
  2.0	
  to	
  reveal	
  how	
  adverBsing	
  touch	
  points	
  interact	
  
dynamically	
  

•  10%	
  to	
  30%	
  improvements	
  in	
  markeBng	
  performance	
  

Broad	
  adop8on	
  of	
  analy8cs	
  2.0	
  means	
  building	
  
required	
  infrastructure	
  and	
  changing	
  organizaBonal	
  
culture,	
  strategy	
  development	
  

•  As	
  an	
  industry,	
  publishers	
  should	
  dedicate	
  2013	
  to	
  becoming	
  as	
  
intelligent	
  about	
  the	
  tools	
  we	
  employ	
  as	
  we	
  are	
  about	
  the	
  audience	
  
they	
  help	
  us	
  to	
  understand.	
  

•  Businesses	
  that	
  do	
  not	
  will	
  be	
  overtaken	
  by	
  those	
  that	
  do	
  

Next	
  steps	
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Five Years From Now, CMOs Will 
Spend More on IT Than CIOs Do Today


*	
  Gartner	
  2013	
  

shie	
  in	
  buying	
  centers	
  

It’s time for CMOs and CIOs to start forging true, strategic 
partnerships, so both marketing and IT can begin sharing ownership 
of both goals and outcomes
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World	
  Press	
  Trends
	
  data	
  is	
  now	
  	
  

available	
  to	
  WAN-­‐IFRA
	
  members	
  	
  

on	
  the	
  interacBve
	
  database	
  

www.wan-­‐ifra.org/wpt	
  

World	
  Press	
  Trends	
  collects	
  	
  
accurate	
  data	
  for	
  	
  
over	
  70	
  countries,	
  	
  
accoun8ng	
  for	
  	
  

over	
  90%	
  of	
  the	
  industry	
  value.	
  



www.wan-­‐ifra.org	
  



WORLD NEWSPAPER CONGRESS

WORLD EDITORS FORUM

WORLD ADVERTISING FORUM


Torino, 9-11 June 2014




©	
  2013	
  WAN-­‐IFRA	
  

World Press 

Trends 2013


Vincent	
  Peyregne	
  
CEO	
  WAN-­‐IFRA	
  
Vincent.peyregne@wan-­‐ifra.org	
  
twijer	
  vinncentpeyregne	
  



WAN-IFRA TODAY"
World Press Trends!
Mission, Vision & Values!



What?


WAN-­‐IFRA	
  	
  provides	
  strategic	
  
insights,	
  clears	
  the	
  way	
  to	
  
innova8on,	
  brings	
  innovators	
  
together,	
  facilitate	
  crea8on	
  of	
  
plaporms	
  for	
  tomorrows’	
  
needs,	
  improving	
  the	
  way	
  
content	
  and	
  adver8sing	
  is	
  
created,	
  configured,	
  serviced	
  
and	
  consumed.	
  

How?


business sustainability, 
and ability to innovate 
are the best guarantees 
for publishers to remain 
independent and 
contribute to freedom of 
expression	
  

Why?


Everything we do is 
because we believe that 
press freedom is the 
foundation of our 
democratic society, and 
independent news 
publishing promoting 
quality journalism 
integrity its fundamental 
pillar 

WAN-IFRA Golden rules of  


ENGAGEMENT




BUSINESS & 
TECHNOLOGY 

Innovation hub

Emerging Digital Platforms


New  business models

Production technology


ADVOCACY & 
PUBLIC AFFAIRS 

Press Freedom

News literacy


Media development

Regulation Radar


WORLD  
EDITORS 
 FORUM 



MISSION 	
  
WAN-IFRA helps news 
publishing companies to 
succeed in their 
transformation process, to 
grow their business, and to 
lead free debate in open 
societies.

We provide strategic 
insights, bring innovators 
together, facilitate creation 
of platforms for tomorrows’ 
needs, improving the way 
content and advertising is 
created, configured, 
serviced and consumed.


VISION


To be the trusted and reliable 
global partner for the news 
media industry at the forefront 
of quality journalism, and 
sustainable business models.




6 CORE VALUES

1.  We are passionate about the future of news, through promotion of 

free press, quality journalism, youth engagement, news literacy 
and editorial integrity.


2.  We believe that business sustainability is the best guarantee for 
publishers to remain independent and contribute to freedom of 
expression in open societies.


3.  We are solution driven membership organisation committed to 
serve publishers, innovators and technology suppliers, organising 
services where members can find solutions to their challenges.


4.  We have ability to deal with uncertainty. We are  proactive and a 
driver of new business models, with a holistic point of view, and a 
sense of urgency.


5.  We are committed to curiosity, open innovation and networking, 
sharing professional knowledge inside and outside the organisation.


6.  We champion diversity and promote integrity in all we do.
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