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Where Are
We, 25
After the

Browser?
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From Mostly
Old World/A
Little Digital
to Mostly
Digital/Some
Old World
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Crossover

From Analog to Digital
From Physical to Virtual
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Crossover
Newsonomics



CLOSED!
Video Stores
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CLOSED!

Music Stores
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CLOSED!

Bookstores
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STRUGGLING

“Flectronics” Stores
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SHRINKING

Newspapers
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The
Truths
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#1

Print’s Decline
Seems Non-Stop
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7-8%

Print Ads Down Turn

for Four Years

Copyright, Content Bridges/Newsonomics, 201



Morning News

“It’s Not Just Print Ads That
Are the Problem.
It's Everything Associated with Print.”

Bought 5 Companies in Social, Marketing

Services & Events

Digital Today is 20% of Overall Revenue
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Sunday Magazines
Pass Into History

Parade Downsized. USA Weekend Gone
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The Impacts

Print Ads

Print Circulation
Preprints

Sunday Supplements

In-Sourced Printing, Production,
Distribution
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No Revenue Growth
in 7 Years
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Cost-Cutting Only Way to Maintain Profit
Margins of 5-25%

Only Long-Term Investment in Local News

Will Lead Back to Growth
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$500MM Pours Into Digital-Only

National News Companies

Who Focus on
Hire 6000 Journalists at Good Wages
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Is It
Fair?
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H2
Social 1s the

X Factor

The Secret Sauce of News Start-Ups




Trathc from Social

Many Dailies: 8-12%
Deseret Media: 30%
WBUR: 33%
Quartz: 60%

Buzzteed: 75%

Eopyright Gontent BrideeyNewsonomics: 991



18,000

U.S. Jobs Open for
Social Media Managers

3,

ESpyright: Gontent Rrideey/Ne

ss

sonomics
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H3
“Mobile”

1S
Obsolete
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Desktop 1s the
New Print

Desktop Minutes Are
Majority Mobile is Upon Us
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More Than 50% of
Digital Trathc
to News Will Be Mobile
By End of 2015



How We Split

Desktop Minutes
Smartphone Minutes: 30%
Tablet Minutes: 15

2020: 25% or Less Desktop
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44 Hours a Week

1975: 16 Hours

2018: 55 Hours
Teenagers Today: 70 Hours

“If we factor in sleep, it’s over a third of all awake time.”

Dr. Jeffrey Cole, USC
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Five Screens

Desktop/Laptop
Smartphone
Tablet

TV
The Car
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The

Smartphone
1s Our
Primary
Connection
Point
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How Mobile Usage Differs

Sweet
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Mobile Doubles Share
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Mobile is the Driver
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Google/Facebook
Using Mobile
To Increase

Market Share



Is This a Duopoly?

Google: 42%
Facebook: 9%

$53+ Billion in U.S. Digital Ads
UK: Digital Now #1 Ad Type
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The
Splits
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Mobile First
Product &

Business
Development
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Quartz

Atlantic Media’s
Poster Child
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#4

The Revolution of
Reader Revenue Hits

A Bump
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52% of U.S. Dalilies

Have Paywalls
NYT: 62% Reader Revenue
U.S. Dailies: @30% Reader

Revenue
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Reader Revenue is
Fastest Growing “New”
Revenue for Newspaper

Companies
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All Access is the
Model



....But It May Be
Stalling
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The Issues

Increasing Pricing Resistance

Mismatch: Less Product, Higher Price

Tension: Volume Vs. Price

Result: Decrease in Annual Industry Circ
Revenue Gain
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#5

Technology is the
New Center of the
News Business
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All-Pervasive

Workflow Change

Social Audience Value
Programmatic Drives Ads

Distribution is Simultaneous Multi-Point

Analytics Drives Strategy
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Entering the
of

“Little Data”



Analytics

Moving from Anonymous...
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.... 10 Known

Who Readers Are
What They Read
What They Shop For
When, On What
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FT Goal
Amazon of

News

“We used to hold and

manage data....We learned
our lessons from Internet
retail, not publishing.”
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Relationships
Provide

Data



Touchpoints

Data
Knowledge
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Sponsorship

Data Events

Registration

Reader Info

New Basis of Business, Reconnecting
Reading, Commerce
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The

Paradoxes
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#1

While Audiences Are
20X Larger Than in the
Print World...
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The Vast Majority of
Revenue Still Comes
From a Small Percentage
of Your Audience
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Juiced on Google

Addicted & Counting the Wrong
Things: Page Views, Uniques
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Making Peace With
Fly-By Trathc

(Good for ads, lead generation)
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Revenue

Math

Subscribers
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1S
Paying
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You Know Them
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They Are
Loyal
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Revenue Math

Reader Revenue is @30% of All

From Print Subscribers

All-Access Subscribers
1%
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Out of 100 Unique Visitors,
Maybe 1% Wlll Pay
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Revenue

Math

Advertising
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Revenue Math

Ad Revenue 1s @65% of All
80-85%
15-20%



40-67% of Page
Views — &

So of Loyal Users



Our Conclusion

Only 10-15% of the
Digital Audience Offers
Much Value



To Which Audiences Do
We Devote Our
Thinking and

Resources?
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#2

As The Print Door

Ever Closes...
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The Window of
Opportunity for New

Audience & Revenues

Widens



Mobile
Social

Millennials
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#35

Despite Newspaper's
Awesome History of

Audience Satisfaction...



The Industry Invests
More in Advertising

Than Audience
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Doing Less & Less

for Audiences
and

Charging More &
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More

for
Less
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#4

No Matter How
Much Newspapers
Try To Dig Out....
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The Hole Gets Deep
$1.4 Billion Thls Year
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Relationship

Newsonomics
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The Future of the

News Business 1s In
Relationships

Deep, Wide, Data-Laden

Relationships with Our Customers
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Mark Thompson

“Working Engagement Curve”
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What'’s Old is New

The Relationships
That Matter

Merchants
Readers

Community
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Progress with Merchants

Market Services Redefines
Relationships
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Readers &

Community

The Truth: We're Less A Part
of Peoples’ Lives Than We
Used To Be
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The
Newspaper
as Village

Center
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What's
On Your
Phone?



What Does Your Top 10-15%

Read

What, When, On What
Shop, Buy
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What Does Your Top 10-15%

Save

Share
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Ask What Does Your
Top 10-15%

Not What Do I Have That I Can Give
Them, But What Do They Want?
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Ask What Does Your
Top 10-15%

Not What Do I Have That I Can Give
Them, But What Do They Want?
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FT Weekend

A Tablet Product Based on Data
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The
Eternal
Funnel



Move Your Business
from Hunc}ol to Munch



King of
Data

Bought Hundreds of

Thousands of
Paying Relationships

It’s All About Data &
Analytics....

...Selling More Stuft
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Selling
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How Do We Earn

Our Ways into
People’s Lives?

Content
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How Much Do You

Invest in Product?

Digital News Startups: 60%
U.S. Newspaper Cos: ?
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What May Be Earned
...and

More Defensible?



NYT
Morning

Briefings
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Renewed Value of

Registration Even for
Free Access
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What Are

Your
Families

Doing?
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Gannett’s

ngh School Sports
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Where to Look for

Restaurants
Yelp and OpenTable
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Where to Look for

Restaurants
Yelp and OpenTable
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ews & Guides
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Schibsted’s Consumer

Services

Best consumer comparison services:
Cell phones, energy bills,
consumer loan
Insurance

Weight loss!
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Schibsteisrowth
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I_eonhardt
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Forget Time on Site
Think Time in Life
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kdoctor@gmail.com
Twitter: @kdoctor
WWW.Newsonomics.com
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Directionally Right

Users
... to Readers
... to Subscribers

... tO Members
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Sneak

Previews
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Google NOW
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Sneak Previews!

Connected
Cars

Ford Sync
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Sneak Previews

Apple Acts On Its
Knowledge (Of Us)
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Sneak Previews

Apple Acts On Its
Knowledge (Of Us)
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Sneak Previews!

Amazon

Same-Day

Reshapes
Retail
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Sneak Previews

What Machines Will Do,
Machlnes Wlll Do

oooooooooooooooooooooooooooooooooooo



What Does Your Pyramid Look Like?
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kdoctor@gmail.com
Twitter: @kdoctor
WWW.Newsonomics.com
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