WANE)IFRA | REPORTS

Disrupted by digital platforms:
How should publishers react?
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What was
the heaviest newspaper
that you have ever had
In your hands?
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1st wave of digital disruption: unbundling

Opinion
sites

Niche verticals
(around topics
personalities

ommunities)
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User generated

content
(blogs, boards)

Brand websites

(product, service
pages)

#> Marketplaces



Unbundling news from marketplaces
Impact on U.S. publishers revenue

50,000

37,900 ADVERTISING REVENUE
IN U.S.A. IN US$ MILLIONS

Craigslist,

25,000 Google
enter classified
ad business
12,500
/~ __—————- BN~ o
CIRCULATION REVENUE

Sotrce: Pew Research Centre 2013
1979 1981 1983 1985 1987 1989 1991 1993 1995 1997 1999 2001 2003 2005 2007 2009 2011




... unbundling of individual stories

Headline
of an article

Visual elements:
e.d. picture,
video, graphics

Complements:
e.g. comments,
reactions

JOHN PAUL ASSAILS
ECONOMIC PLIGHT
OF BLACKS IN US.

LAUDS RIGHTS MOYEMENT

™
ey o yir ramg (et vy s
L .y

Bishop Tells Poge That "Stale
of Racism' Is Chance for
Renewsl of the Charch

#> Text of an article

Text elements:
e.g. captions,
sidebars

Recommended:
e.g. related, earlier,
similar stories
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2nd wave of disruption:
disintermediation

To non- musm VIdeOo ever
on Youtube: 621M views /
0.6V channel subscribers

Source: Youtube as of 03/2017




Commoditization Low bammers of entry / Suppliers’
interchangeabili/ Pitfalls of attention-dnven lbiz model
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y oy Ce . BREAKING: Pope Francis Just Backed Trump, Released
Trump’s history of corruption is mind-boggling. So why Ineredible S tatefn ent Why- SPREAD THIS P

is Clinton supposedly the corrupt one? EVERYWHERE

The list of things for which Trump is being let off the hook is staggering,.
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3rd Wave ..
of disruption:
decoupling




How decoupling works Consumers’ decision
making process vs. publishers’ business model
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Built upon: T. Teixeira, Decoupling effects of digital disruptors, EBR, 2016



Decoupling Platforms, ad-blockers let consumers
avold value eroding activities or minimise pains

Value Value Value Value Value
eroding eroding eroding creating eroding

Choose Visit vebsite Sea A Consume
mediur , ‘rand /an for oL tent content

Value Value Value
creating creating capturing

For consumer

For publisher



In a survey, the world’s publishers tell us
2 O Digital display advertising
{) is our main business model

0, We use Facebook mainly as
() adistribution channel for content

Source:\WAN-IFRA2017




Where’s the money?




Winners of the attention economy Aggregate
largest audiences & capture most of ad revenue

NRO

Thelr share In

new ad spend
N 2017

o O ¢

Combined share of Google
and Facebook in U.S. digital

O

aavertising market in 2017

Source: eMarketer 2018



Who captures $ in digital ad ecosystem?

m .................................................... |
- Share of ad tech: 0O
50.05 $O-1 - companies;61 /O
19 E
$0.12 §
015 M $029
Advertiser Agency  Trading Desk DMP/ DSP Ad exchange SSP/ Publisher
Data provider Ad network

Source: AEMII / Future Media Lab / European Magazine Media Association 2016



How much do platforms share?

O
C

Average share of Google and Facebook’s

contributions In publishers’ digital revenue

Sources: surveys by Digital Content Next 2018, WAN-IFRA 2017



What kind of money the biggest guys get? &
SU"VGY of 20 top US publishers
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D £ Source: Digital Content Next 2018




So how to respond?



Lobby for regulatory
Interventions?

Launch your own platforms?

Build alliances to share data,
technology, perhaps even
customers:

Make users love ads?




What’s the root problem? Decoupling

Value Value Value Value Value
eroding eroding eroding creating eroding
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What about charging
other parties
for content itself?




Who pays for digital content at the NY Times?

All Access COHSU merS

H?m

$3 . 75 $6.25 / week

Content
marketeers

Retalers
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Most common business models of publishers

82% 73% 62%

digital display pbranded events
aavertising content

90% 36%

digital subscriptions e-commerce




We need more business
model iInnovation



Don’t be a slave
to any platform




Innovation Is a process,
Nnot an event




What’s the end game?

New pricing strategy



Redetined
DUSINESS
modadel

New pricing strategy



Relinvented
company

Redetined
DUSINESS
modadel

New pricing strategy



Questions?
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Senior Research Fellow, Green Templeton
College & Reuters Institute, University of Oxford
Research Associate, Harvard Business School
Former news editor, Gazeta Wyborcza
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