
ARE NEWSPAPERS ON THE VERGE OF AN ECONOMIC PRECIPICE?
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YES…
 

&…
 

NO
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危機

A CRISIS: a «
 

dangerous
 

chance
 

», 
« wei ji », danger and opportunity



What’s
 

the situation today
 

?

Not exactly brilliant! 

• Circulation
• Revenue
• Market value                         
• Jobs
• Trust
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Revenues & news print
 consumption

•

 

Total advertising revenues for US newspapers dropped a whopping $3 billion –

 
14% ‐‐

 

to $18.9 billion in the first six months of this year.
•

 

Worst: 1st ever drop in online ad revenue

 

(‐2,3% in Q2).
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Market
 

Value

•
 

Gannett
 

down 65% v. 2004

•
 

McClatchy
 

down 95% v. 2005

•
 

NYTimes
 

down 75% v. 2002

Etc
 

…..

(Editor &Publisher, Jeff Jarvis)
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Headlines of Friday’s
 

Sept 5th IFRA 
 Newsletter…

(…)
• - UK: Further redundancies on cards at Anglia papers
• - USA: Job cuts on the way at the Providence Journal
• - USA: Media Death Watch: Ad Revenues Plunge $3B 
• - USA: Newsroom Cuts Continue in Lee Newspapers in Montana
• - USA: Restructuring results in loss of 52 jobs at Tribune
• - USA: Redesigned Chicago Tribune slashes news space
• - USA: Houston Chronicle offers voluntary buyouts
• - USA: NYT Co. Newsroom Merge in Florida Leads to Staff Cuts
• - USA: 'The Oklahoman' To Cut 150 Jobs, Most Through Buyouts
(…)
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Job cuts
 

in the US
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How did we get here?

• Production costs too high
• Lack of innovation and investment in the 

newsroom
• Not enough relationship with readers (top 

down)
• Content ill-adapted to a new society 
• Regional monopolies 
• Blind to the arrival of portals, search, 

communities….
• Corporate and industry conservatism
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New paradigms, new challenges
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Digital Natives Consume News in 
 New Ways

Key News Audiences Now Blend Online 
and Traditional Sources

(Source : Pew

 

Research

 

–

 

Aug

 

08)
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The Public is
 

now
 

in charge

«

 
Obama

 
Berlin

 
»

= 

•

 
285,000 documents 

 on Google Images, 

•

 
2,000 on Flickr,

•

 
800 on Google 

 Video. 
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Advertising
 

follows
 

the eyeballs

« We are not in the business of keeping

 
media cies

 
alive

 
»

(Nike)
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Is there
 

light at
 

the end of the 
 tunnel?

Not all bad news for print  
Big growth of print newspapers in BRICs: 
• Circulation: Brazil + 12%, India & Pakistan + 11%. Same trend in 

China. The Times of India almost bought the WSJ! 
• Local and regional newspapers popping up in Africa.

+  German & Japanese newspapers are thriving!

Worldwide sales of paid-for newspapers:+10% over the 
last 5 years. 
“Print is the world’s largest advertising medium (42% 
share), advertising revenues in newspapers alone 
exceed the combined total of radio, outdoor, cinema, 
magazines and, yes, the internet.“ (WAN)
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Changing…for good !

Becoming Real Multimedia Companies

• New audiences
• New content
• New platforms
• New tools
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New Audiences & New Markets

The newspaper
 

audience has never
 

been so
 

big
 

! 

•
 

The Guardian: more online readers
 

outside
 

the UK,  
 more than

 
the NYTimes! Launched

 
«

 
Guardian 

 America
 

». 

•
 

The WSJ will
 

print
 

in the UK to compete
 

with
 

the FT.

•
 

Syndication of content for other
 

media.

•
 

Partnerships
 

with
 

online ad network (Yahoo!, 
 Google…).
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16

New contents



New Platforms
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Newspaper
 

as a Service
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Yesterday : Classifieds, movie guide, book reviews, 
restaurant critics….

Today :  Interactivity, guide to the web, curator, 
organizer, (often through acquisitions) 

Le Figaro Sites: 



How can
 

a global news Agency
 like

 
help ?

•
 

By being
 

the reliable
 

source of trusted
 

news 
 on every

 
platform

 
(the « GPS of News

 
») 

•
 

By providing
 

international, regional, national 
 coverage

 
(newsroom

 
savings)

•
 

By sharing and pooling
 

technologies & 
 investment, services & infrastructure in 

 addition to content
 
(saving

 
time & money) 
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AFP’s
 

DNA : (almost) digital !

• Global, 
• Organized as a network,
• Electronic & multimedia distribution,
• Speed is of the essence, real time, 24/7, 

BUT…
• Not owner of a channel to the consumer,
• A sedimentation of media techniques, to 

be merged into a fully multimedia 
operation: 4XML, code-name for a 
massive transformation



1.0 (Multimedia)

• Text • Photo 

• Video Flash
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2.0  (New & Social Media) 
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2.1   (Rich
 

Media)
Enrich Information

More data = better media 

Medata
Links 
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THE NEW RULES OF THE GAME

Learn to share and play on your 
« competitive advantages »:

• « DO WHAT YOU DO BEST AND LINK 
TO THE REST »

• COLLECTIVE INTELLIGENCE vs. 
WALLED GARDEN 

• YOU ARE A SERVICE
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THANK YOU !

Pierre.Louette@afp.com
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