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2 ENDS OF A ROPE,

burning toward each other

Print-digital synergies ~ % Digital

Cash flow M- \enture capital

Good profit, low cap e Bad profit, high cap

Workforce: 40s/50s ' Workforce: 20s/30s

Journalism as an end »== Journalism as means to end
Decisions from heart Decisions from analytics
Skeptical of free content Skeptical of paid content

Do what’s right Disrupt legacy media

High-quality editorial environment Medium-quality editorial environment




2 ENDS OF A ROPE,

burning toward each other
|

1,400 news dailies o 500 news sites
38,000 journalists “T 5,000 journalists

27+ journos per daily 10 journos per site
Low productivity High productivity




Who are these

DIGITAL LEADERS?
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Complex Media®
and the vertical drill-down

~ Pastfo
Fashion
Video games
Music
Design

Streetwear
Sneaker culture
Hip-hop
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“Our Investors look at us
and ask if we can disrupt
media In the same way that
others are disrupting health
care and other industries.”

W

,cﬁénge.

Jim Bankoff, CEO' Wx Media
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Today’s PRESENTATION

Transformation
Technology trends

- Big Data

- Mobile

- What the middle of the rope looks like
Where news media is going
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The vibrant

INMA COMMUNITY

includes 7,000"‘ executives
at 600"‘ news media companies
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TRANSFORMATION




Inexorable TRENDS
for media and advertising

Reach
Print/broadcast
Reach

Bulk impression

Big tickets
Brand/image
Volume-based
Inefficient ad buy
Advantage: publisher

Each
Web/mobile/keyword
Precision

Limited impressions
Small tickets
Transactional
Response-based
Efficient ad buy
Advantage: advertiser
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Why do we'need % %
to

Trends point us in one direction: digital

Consumer ecosystems going digital

Readers: print > desktop > tablet > smartphohe
Advertisers chase readers wherever they go
Balancing act of print: differentiator, legacy platform



en prin mc lgital
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|e‘ acy costs with low: ROI

The point: a lot of crucial bandwidth spent on tranéi\tional ISIES



What print to multi-media
“transformation” really is

- Revenue -
diversification  mt

Can you create How to create Wheré do the

a culture that management content, audience,
Innovates structure strong advertising
routinely? enough to go experiences

further out intersect?

“on the limb™?



dangerous term for
media companies

Print-to-digital is problematic

Too much direct transference of print to dlglta' ‘*‘ ¢ TG N
Too much settling in the middle between , A
print and digital

Brand and mission should persist

Richard Gingras, Head of News, Google
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People ~ Right people

Programmatic,

organisational - oducmg right native advertising,
structure, job n right video, high CPM
titles, physical ptimised formats |

workspace,
analytics
transpar

ough SEO,
social media,
platforms



Approaches to
TRANSFORMATION

‘Can t make transfbrmatlon stlck mcrementa

StaLke bold p03|t|0ns Work backward

Kudos:

MittMedia and VK for innovation  Aftenposten for storytelling
Bonnier Group for mobile-first Advance for cultural overhaul



Forced migration of readers

Aftonbladet / Sweden La Presse / Canada
Online-only operation by 2017 iPad app now their core product
Mass market mobile Encouraging readers to read via iPad

Interact with readers 5 key points 200,000 print, will question at 40,000
Reach 50% population daily Does not believe in print dominance




Hiring for
“DIGITAL FIRST”

Deficit of digitally mlnded editors T
Yo'hr Competltors. aﬁe Vox & Vice: How are yoeferent?
Workplaoe attractlve to young digital talent

Technology must bé world-class



VALUE
PROPOSITIONS



Modern VALUE propositions

l If your company or brand disappeared, would society be poorer for it?

What is your indispensability factor?
To whom are you indispensable?

Fast will eat slow. Big will not always beat small.
Simple will always displace complex.

What is simple value proposition to readers?

What is simple value proposition to advertisers?

What is your news brand in conflict with?
What are journalism and advertising in conflict with?



What is your
REAL VALUE?

Brand
Local
Growth story (mobile)
Transformation story

Influence




What is your
REAL VALUE?

Brand

Intensity of reader relationship
Communicating value across platforms
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VALUE GOAL: intensifying
reader relationship

Paid digital subscriptions

THE WALL STREET JOURNAL. 917,000
Ehe New Hork Times 875,000
FINANCIAL TIMES 476,000

The Economist 167,000

Sources: Latest available data from Nieman Journalism Lab,
Digiday, Forbes, The Guardian



Be honest about your
VIARKET relationship

Half of value proposition was (is?) hon-content

Non-content “readers” scattered across digital platforms /
Content readers: passionate, older, strong ability to pay‘p

Among content readers, relationship about packagirlg and habit
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The markets for
PACKAGED content

 _J

L A\ , " “
Digital Natives Print Natives Digital Immigrants
Mobile, free, unique Locked in to print, Print history yet lives going
packaging, frustrated passionate, willing to digital, digital embrace

with legacy experiences pay premium slowly, tablet perfect



What is your
REAL VALUE?

Brand

Intensity of reader relationship
Communicating value across platforms
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Consumer perceptions of
LEGACY multi-platform brands

Old print brands in young digital world
Not enough passion behind them
Lack of clarity of what they stand for

Extraordinary complexity



LEGACY media brands

Quality Slow
Thorough Irrelevant
Old Print

TIME

EL PAIS The Washington Post

The Daily Telegraph



MODERN media brands

lox

Popular Fast
Skimmable Relevant
Young Digital

THE DAILY
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Platforms are
PROXIES

Print defined as old by the
young

Digital defined
as young by
the old




Faces of your NEWS BERAND

Your Your
home page front door

= Tyler ﬂvlorunwfl{q Teleqraph i

d be counted? -
Demos try to unqmrl ()

“NewsBroak Cross over an

VIDEO: Welcome home, SFC Rodney
Eubanks




Faces of your NEWS BERAND

Your Your
home page front door

In defense of “I
don’t know"

TTERACCION




The image your
projects

Are you authoritative? Are you accessible?

Are you collaborative? Are you passionate?

Are you exclusive or Are you projecting imagery
inclusive? unintentionally?
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TECHNOLOGY
TRENDS




for news publishers

Personal data
center

Power shifts to Connecting

consumers: wearables,
wearables, cars, homes,
connected cars, Big Data, big
smarter 'V Impact on
units, mobile advertising +
couponing,

Access Vvs.
ownership

Renting,
overtaking
owning from
real estate to
cars to cable TV
to content
(good for
subscriptions)

Proliferation of
~_screens as
devices proliferate

Screens trying
to do too much:
sorting out
what
CONSUMErs
want to do with
each screen



What TECHNOLOGY. TREND'S
mean for you

Unhinging from
desktop, TV,
home: media

more out-of-home
experience

Smpllfylng A
Drowning | in' Mindsets shifting:
information, (ole Pad for ifunes,
Gl good for Spotify
simplifying, and Netflix

clarifying, signal
amid noise



BIG DATA



BIG DATA:
what you need to know

Ad-serving software ROI: engagement, revenue,
better business outcomes

Customer relationship
management (CRM) “Math Men” replacing “Mad
Men” at media companies

Tied to programmatic,
mobile, paywalls



INMA focus on BIG DATA




BIG DATA
and the burning rope




MOBILE



MOBILE:

Wh at o u Time spent with media by U.S. adults, 2010-2014
needto = -
Know :

p Y e
N N
N e

Online
1:36
Radio “
0:30
Print Newspapers 2010
o 2014
. : 0:20
Print Magazines
[ 0:12

Note: Hours: minutes, mobile is non-voice
Source: eMarketer



MOBILE for consumers

Addiction to mobile devices = jolt of dopamine
Average person checks mobile 150+ times per day
66% mobile users engage news on mobile device
Only 2%-5% of time spent on mobile is with news

Smartphones = young, tablets = old



What to WATCH
next with mobile

Growth rates in non-voice mobile usage
Advertising category shifts

Proliferation of ad formats, geo-location

What drives higher CPMs (La Presse, Aftonbladet)

Keep eye on Quartz, Vice, Vox



PROGRAMMATIC




PROGRAMMATIC:
what you need to know

U.S. programmatic display ad spending, 2013-2016

2013 $4.24 Billions of U.S. dollars

2014 $10.06

2015 $14.88

2016 $20.41

Source: eMarketer, October 2014



PROGRAMMATIC:
what you need to know

No longer “race to bottom” and low CPMs

Publishers won'’t catch up to advertising community until 2016
Publisher data may be more valuable than their inventory
Scale matters, but executable at local media companies
Partnerships crucial to success

Publishers building capabilities around programmatic



SPOTLIGHT ON
SCHIBSTED




SCHIBSTED:

Digital transformation will accelerate faster

Web changing from anonymous to identified,
login crucial

Traffic, data new currencies that will accelerate
with wearables, Internet Of Things

More data = better, more relevant and
personalised services



SCHIBSTED

Advanced data analytics
Customer insights
Payment services
Technology platforms

Organisation and competence



SCHIBSTED

VG, Aftonbladet, Aftenposten re-imagined as
digital media houses

Print circulations continue to decline

Aspiration: transfer brand soul to mobile and
video bodies
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CONCLUSION
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LEGACY focus

Preserve enough print audience and advertising

,».A

Capture new diéifaTaudience and advertising

Preservation of today's:newsroom seale crucial

B



DIGITAL focus

Create new quallty editorial enwronments




Media company
PRIORITIES in year ahead

Future digital growth 94%
Mobile development 93%
Data analytics/management 92%

Mobile revenue streams
Digital alternative revenue streams

“Absolutely crucial”

+ “very important” Digital content development 85%
issues of INMA Video content development 78%
World Congress Consumer—paid content — 74%

Integrated advertising sales solutions M 2%
Digital ad pricing principles _ 70%

2015 Paywall development | 60%
200
RAM 2%

Tablet advertising
Automatic trading/real-time bidding

Research and Analysis of Media
Source: Research and

Selling marketing services
Analysis of Media (RAM)

attendees, May

Increasing print readership
E-commerce
New print publishing models




PRIORITIES

FOR NEWS .
Keep up with rapidly changin
PUBL'SHERS newg C(F))nsumptl%n ﬁabltsg 2
" Leverage data to grow audiences
and revenue

e

e Compete in programmatlc |

S
-t

. advertising environment =

> , T _"i"u
s '!"

Diversify revenue beyond print
and dlgltal
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