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EDITORIAL

INVESTMENTS IN PRINT TITLES
DC Thomson Media is investing in multiple Titles with a trio of Brand an
Marketing Campaigns, with activity across OOH, Digital, Experiential and Pr.
While the print industry continues to face challenges, DC Thomson Media
has undertaken ambitious marketing activity for The People’s Friend, The
Sunday Post and The Scots Magazine, to strength the future of the titles which
have been in circulation for a combined total of more than 500 years, say the
publishers.
The longest running women’s weekly in the world, The People’s Friend,
launched ‘Close Knit Friends’, a campaign which culminated in a colourful
yarn-bombed bus with knitted donations from readers, to show older generations that the nation is with them. The timely campaign addressed that many
of us are experiencing loneliness and feeling the effects of the coronavirus
pandemic on our social lives. In partnership with friendship charity, Re-engage, and bus operator, Stagecoach, the bus completed a tour from Torquay to Dundee, stopping at care homes and residential streets, as part of a nationwide PR campaign which delivered a host of print and broadcast coverage.
The People’s Friend tour followed the launch of ‘Adventure Is On Your Doorstep’ for monthly
glossy The Scots Magazine, a Scotland-wide campaign to demonstrate the adventures which
are, quite literally, on the doorstep of every town and village across Scotland.
A key element of the campaign included the launch of an interactive map for people to add
their recommendations of big and wee adventures. Alongside an 8ft doormat, influencer activity, and surprise and delight sampling, the campaign promoted how the monthly magazine helps readers discover Scotland, from outdoor adventures, cultural trips, food and drink,
books and music.
Finally, an ambitious multi-channel campaign for The Sunday Post. The activity, which encompassed OOH, digital, experiential and radio, showcased the art of factual, well considered
journalism from a weekly paper in the age of the relentless, 24-hour news cycle.
Highlighting the reputable skills of the editorial team, the campaign employed disruptive
copy-led advertising to engage audiences and spark a shift in brand perception, with lines including; Worth its wait in words, We don’t just break the news. We tell the whole story, and You
shouldn’t need to fact check the facts. That’s our job.
Rebecca Moncrieff, Head of Communications and Brand Marketing at DC Thomson Media,
said: “With some of the most loved and respected titles and magazines within our portfolio,
we are passionate about investing in these titles which have been at the centre of our readers’
lives for generations.”
Sincerely yours, please take care!

Karl.Malik@premedianewsletter.com
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TALKING WITH EXPERTS

PreMedia Newsletter:
Dear Mario, you have been
working on the further
development of the newspaper
worldwide for so many years.
The media industry is in a
fundamental upheaval. Where is
the daily newspaper today?

Dr. Mario Garcia is CEO//Founder of Garcia Media, a global
consulting firm

The future of
paid media

TALKING
WITH
EXPERTS

Mario R Garcia:
The daily newspaper is in a
state of transition. It is also a
multiplatform offering: some
people read still the print
edition, but that number is
decreasing and more people
read on mobile devices.
And, some of us use various
platforms during the course
of a day. I may read a story or
two of the NY Times in the
print edition but soon switch
to digital and stay with digital
the rest of the day. The good
news is that there is a greater
appetite for the news than ever
before. The bad news is that
NOT everyone is willing to
pay for it, and there is a lot of
it which is free and available.
We must make choices. The
best journalism prevails.In a
multiplatform world we have a
variety of platforms in which to
receive news and information.
An average news consumer
may journey through three of
those platforms in the course of

TALKING WITH EXPERTS

a day. Perhaps starting a story
in the printed edition of the
newspaper, only to continue
reading on the phone but
finishing the story at the larger
screen of a desktop computer at
the office..
PreMedia Newsletter:
The media are growing rapidly
overall.
The reach of newspapers has
been declining at a high level for
years. How can the newspaper
counter this trend?

Mario R. Garcia:
The answer is to improve
content, to offer better local
and more essential news that
affects the people in one specific
place. Also, the most successful
media brands attracting pay
for the content are those where
investigative and original
journalism prevails daily. Take
a look at The WAshington Post,
for example. But it can work for
better local newspaper brands
too. Also, Norway‘s Aftenposten.
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PreMedia Newsletter:
How should the media company
position itself in relation to
Google, Facebook and other
social media?
Mario R. Garcia:
The fact is that social media
is king. People come to social
media several times a day.
For many, it is where they get
their news. That is why every
newspaper brand must join and
have a vibrant presence in social
media. I often design „social

Dr. Mario Garcia is CEO//Founder of Garcia Media, a global consulting firm.
He is also the Senior Adviser for News Design/Adjunct Professor at Columbia University Graduate
School of Journalism, which he joined in 2013 as the Hearst Digital Media Professor in Residence.
He is known worldwide as one of the premiere media designers, having completed over 700
projects in 120 countries, including TheThe Wall Street Journal, The Washington Post, Paris
Match (France), South China Morning Post (Hong Kong), New Straits Times (Malaysia),
Aftenposten (Norway), The Philadelphia Inquirer, Die Zeit and Handelsblatt (Germany), all
the McClatchy newspapers in the US, 8 Postmedia newspapers in Canada, Goteborgs Posten
(Sweden), Il Secolo XIXÂ (Italy), The Citizen (South Africa). His current projects include
Tagesspiegel (Berlin), Kurier (Vienna) and NOZ Digital group (Hamburg).
Currently, Dr. Garcia devotes most of his consulting and workshops to help organizations with
transformation to a mobile first approach, including training for how to write/edit/design for
the smallest platform – that of the smartphone – where a large percentage of users get their
information.
His new mobile storytelling digital book, The Story, a trilogy and the first book specifically written
and designed to be consumed on mobile devices, is about Transformation, Storytelling and Design.
Order The Story here: amazon.com
Mario founded the Graphics & Design program at The Poynter Institute for Media Studies, where
he serves as a member of the Poynter Foundation. He has been involved with the Institute‘s
EyeTrack studies since the 1980s, including the most recent EyeTrack for the Tablet in 2012.
His academic career includes full professor at both Syracuse University‘s Newhouse School
of Public Communications and the University of South Florida‘s Department of Mass
Communications. He is the author of 13 books, including his first digital publication, Storytelling
in the Age of the iPad.
Mario has received over 300 SND Awards including the Lifetime Achievement Award. People
Magazine selected Mario among the 100 Most Influential Hispanics. The University of Missouri
awarded Mario its Medal of Honor in Journalism.
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cards“ for my clients, so that
the brand of the newspaper will
be very present when stories
are discovered via social media
and shared there. I have most
recently done this with India‘s
the Hindustan Times. See my
blog post here:
http://garciamedia.com/blog/
hindustan-times-social-cards-tobridge-print-digital/
PreMedia Newsletter:
What significance does the
printed newspaper have for
the brand management of the
media company?
Mario R. Garcia:
Print is not the protagonist,
but it plays a seconary role and
an important one. I remind
my customers that the role
of print is to do what print
can do best: large photos and
illustrations, in depth stories.
In a modern print newspaper
there is no need for columns of
briefs (which is the territory of
digital), but when people come
to a print product they want
to relax and to read in depth,
more liesurely, a more lean back
experience.
The special characteristics of
print: There is a glorious place
for print in this multiplatform
world. My most recent projects,
Handelsblatt (Germany) and
Hindustan Times (India) in
both you will see the care and
attention to detail that has
gone in our rethink of the
print editions. You will also
see larger photos and graphics,
more modular layout that
allows for stories to be more
visually appealing and easier to
consume. That‘s what print can
do best.
PreMedia Newsletter:
Does the daily newspaper run
the risk of becoming a pure elite
medium for fewer and fewer,
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mostly well-educated media
consumers?
Mario R. Garcia:
Not really, but it will become
a medium in which readers
do not expect breaking news.
Instead, more interepretation
and investigative reports,
longer features. The editor of
the newspaper tells the print
reader: I know that you know
this, but I am going to tell you
more. In depth is the word
for print. Analysis and interpretation the two essentials.
PreMedia Newsletter:
What can the newspaper do to
maintain its market position
in the face of tough media
competition?
Mario R. Garcia:
Go mobile first, emphasize
multiplatform. Train your
journalists to tell stories
differently on various
platforms. One size does not
fit all. It is all about transformation in the newsroom,
but, more importantly, from the
editorial management at the
top.
What is different is that this
transformation in the year
2020---one in which the world
wakes up each day to the surreal
times of a pandemic---comes
at a time when the media
landscape is in the midst of an
unrivaled revolution. So much
has happened in the past 10
years to change the way we
consume information. We live
in a multimedia world. The
days of a person reading the
newspaper in the morning
with that first cup of coffee,
and then not getting any more
news till the next day are
finished. Today, the average
person is bombarded by news
and information 24/7. Many
turn to their mobile devices as
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many as 114 times or more a
day. Headlines are there to be
consumed, tempting us to read
stories constantly. We lean
forward to read those headlines,
and often lean back to read the
stories beyond the headline.

PreMedia Newsletter:
What role will successful
ad marketing play in
securing the daily
newspaper‘s economic
security?

Mario R. Garcia:
VERY IMPORTANT ROLE, BUT
AD departments sometimes
are even more far behind than
editorial in making big jumps
to digital. I support sponsored
content, for example, and more
creative use of ad spaces across
all platforms.
PreMedia Newsletter:
What about the further
development of the printed
newspaper?

Here are some specifics I recommend to editors in my workshops:
1. Multiplatform approach: A careful and well planned creation of a true multiplatform title for the times in which
we live. People are in a hurry, but they also never needed news and information as much as they do today. A
modern newspaper offers the information when you want it, how you want it. The editorial team is aware that
one size does not fit all, so that how stories are presented in print editions should not be the same as how they are
presented for mobile consumption.
2. Linear/mobile storytelling: When we read on our mobile devices, we engage in what I refer to in my book, The
Story, as the journalism of interruptions. Phones ring. They lead us to emails and social media messages. Stories
must be told with narratives and visuals. You will see those type of stories making your journey through mobile
presentations more pleasant. This is what I call real transformation at work. It is essential for survival.
3. Easier to navigate content: Whether you are reading the digital or print editions of a newspaper, you will find
that real transformation puts emphasis on the concept of making the content easy to find. We value the readers‘
time with our news brand. We want to make it easier for you to navigate from section to section, regardless of
platform.
4. Visuals at a glance: Through a system of social cards, engage social media users when highlights of stories – the
best quotes, the story in numbers, the centerpieces of more complicated stories.

TALKING WITH EXPERTS

Mario R. Garcia:
I have already explained this
above. Don‘t kill the printed
newspaper, but rethink it. I
would put more emphasis on
the weekend editions. But even
in new projects, as in NOZ
Digital (Germany) XL, a digital
product, there is a print edition
as well.
PreMedia Newsletter:
What adjustments does the
newspaper publisher have to
make to the digital reading
habits of media consumers?
Mario R. Garcia:
Explained already: one size does
not fit all.
PreMedia Newsletter:
How and with what methods
can the newspaper in Print and
Digital attract young readers?
Mario R. Garcia:
The answer is simple: Content.
Tune in to where the young
people are. They are deinitely
not reading in print, for
example. So, cultivate good
multimedia storytelling, for
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example. Emphasize social
media components.
PreMedia Newsletter:
How can the newspaper attract
paying digital readers?
Mario R. Garcia:
Content, content and content,
explained already above....
Mario R. Garcia:
The answer is to improve
content, to offer better local
and more essential news that
affects the people in one specific
place. Also, the most successful
media brands attracting pay
for the content are those where
investigative and original
journalism prevails daily. Take
a look at The Washington Post,
for example. But it can work for

better local newspaper brands
too. Also, Norway‘s Aftenposten.
PreMedia Newsletter:
From your knowledge,
what should the successful
newspaper publisher offer
the media consumer in its
portfolio?
Mario R. Garcia:
Local content that is essential
in people‘s life, that should
be number one. Also analysis and help to interpret the
complicated stories. And fun
and tips and lifestyle stories
that make life better.
PreMedia Newsletter:
How far can a reader-friendly
print format or an attractive

digital format help to win new
media consumers?
Mario R. Garcia:
Reader friendly is important,
but content , the story, is still
the number one way to attract
and retain readers . The reason I
titled my new book, The STory,
is because the only thing that
has not changed in my 50 years
in this business is that if you
have a good story, the rest
comes easy.
PreMedia Newsletter:
Dear Mario, thank you very
much for the deep insight into
the media future of the daily
newspaper.
Mario R. Garcia:
It was my pleasure, Karl.

Google to pay for news

G

oogle will pay $1 billion for news over the next
three years, the company announced in an
Oct. 2 blog post.
The payments will come as part of the new Google
News Showcase, a product that will feature “the
editorial curation of award-winning newsrooms to
give readers more insight on the stories that matter,
and in the process, helps publishers develop deeper
relationships with their audiences,” said the post.
News Showcase started rolling out last week to

readers in Brazil and Germany, and will expand
to other countries in the coming months, said the
post.
The post touted Google’s other moves in the
industry over the last several years, including the
Google News Initiative’s $300 million commitment. Nieman Lab provided an analysis of Google’s
latest move. “The money, spread over three years
and the entire globe, is welcome — but this is PR,
not a product,” it said.

„Gazeta Wyborcza“ in the European TOP 10 of titles offering digital subscriptions
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ABC results confirm daily as UK’s top
performer

From left: Irish News business editor Gary McDonald, security correspondent Allison Morris and marketing managing
John Brolly launch the new campaign

A

regional daily has launched
a new bus marketing campaign after new figures revealed
it to be the UK’s best performing
title of its kind.
Belfast-based daily the Irish
News has had its ABC certificate
published for the first half of the
year, with a circulation of 31,613
representing a 1.2pc year-onyear decrease.
The figures also confirm the
News as the second best selling
regional title in the UK after Aberdeen’s Press & Journal.

HTFP previously reported the
most recent ABC figures for
many dailies in Great Britain last
month, before the News’s certificate was released.
The figures make the Irish News
the UK’s best performing title
for the second year running,
having also topped the league
table in the period January to
June 2019.
The next best-performing title
in the first six months of this
year was the Bournemouth Echo
whose average circulation of
9,589 represented a 7.4pc decrease on the previous year.
Editor Noel Doran said: “These
are exceptionally difficult times
for all newspapers and their
readers. To come through the
lockdown with only a marginal drop in sales is a significant
achievement by any standards.
“Our figures have continued to
recover since the end of June,
and we are very grateful for the
huge loyalty displayed by both
our print and digital audience.”
ABC gave all publishers the option of publishing two separate
certificates due to the extraordinary circumstances of the crisis
– one being a standard certifi-

cate for January to June 2020
that includes all issues outside
the lockdown period, and another showing circulation for issues
affected by lockdown.
The Covid figure for the News
was 27,487.
The daily has also launched a
new bus T-side advertising campaign with the message ‘True To
You’.
The campaign, which will see
the ‘True to You’ message emblazoned on around 70 buses
on every route across Belfast,
complements an in-paper promotion highlighting the work of
the Irish News’ journalists and
columnists.
Marketing manager John Brolly
said: “We are immensely proud
to have such a loyal readership
and we thought it was important that we reflected the bond
we have with them in our creative by simply using the words
‘True to you’.
“Trust and quality journalism
are hugely important in today’s
world, and by picking up a copy
of our paper every day, the public can be confident they are using a ‘trusted’ brand to source
their news.”

Publisher revenue down 2.3% with revenue
diversification alleviating ad declines

D

igital publishing revenue
declined 2.3% year over year
against Q1 2019, according to
the latest quarterly Digital Publishers Revenue Index (DPRI)

from the Association of Online
Publishers (AOP) and Deloitte.
During the first three months of
the year, income from subscriptions experienced strong growth

of almost 20%. However, display
and recruiting advertising both
suffered significant declines,
falling by 22.5% and 12.8% respectively in Q1 2020.
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Diversification
Publisher revenue diversification efforts helped offset the
ongoing decline in digital ad
revenue for publishers, as the
duopoly continues to account
for the vast majority of growth
in this sector. This decline was,
of course, intensified by the pandemic.
On a 12-month rolling basis,
subscriptions and miscellaneous
revenues performed strongly,
growing by 18.8% and 25.9% respectively. Online video revenue
grew by 10.7% and sponsorship
experienced a slight increase
of 3.2%. Growth in these areas however failed to offset the
substantial reduction in revenue from display advertising
formats — down by 17.1% yearover-year. Overall, digital revenue fell by 4.0% on a 12-month

rolling basis. Despite downturns
across multiple revenue areas,
the B2B sector was able to maintain revenue by growing sponsorship (10.9%), online video
(10.6%) and subscription (2.3%)
income.

Priorities
A growing number of AOP board
members reported prioritizing non-advertising revenue
growth and cost reduction strategies. According to the DPRI,
almost 90% of publishers cited non-advertising revenue
growth as a high priority for the
next 12 months, up from 78%
who said the same in Q2 2019.
Meanwhile, 78% of publishers identified cost reduction
as a high priority for the next
12 months, up from 44% who

were focusing on this area in
Q2 2019. None of the publishers surveyed reported seeing
expansion by acquisition as a
strategic priority over the next
12 months, reflecting their need
to focus on existing business
operations.
As Richard Reeves, Managing
Director, AOP, commented, “Ten
years ago, display advertising
made up 58% of digital publisher revenue and subscriptions
only 7%. Subscriptions now account for 22% of total revenue;
with display advertising having
shrunk to 42%. As income from
display continues to decline, the
shift towards subscriptions and
other diverse revenue sources is
only set to grow, accelerated in
part by the pandemic. The publishers that adapt to this change
will be the ones that have the
most to gain when the storm
passes.”

Daily marks 150 years in business with
print relaunch

A

regional daily has marked a
century-and-a-half in business with a brand new look.
The Belfast Telegraph has celebrated 150 years in business,
having first been published on 1
September 1870.
To coincide with the anniversary, the Independent News and
Media-owned title has undergone a redesign complete with a
new masthead.
The change means the title now
has the same mastheads on both
the front page of the newspaper
and at the top of its website.
In a piece announcing the
change, editor Eoin Brannigan
wrote: “There’s no better way of
celebrating a milestone than us-

ing it as a launchpad for the future. And that’s how the Belfast
Telegraph marks its 150th birthday today.
“The newspaper, launched in
September 1870 by the Baird
brothers, looks different this
morning as we unveil a redesigned ‘Tele’ complete with a
brand new masthead.
“The new colours and logos will
be familiar to readers of this
website and followers of our social channels. Using them will
unify our print and online product.
“Whatever way you consume our
content, be it online or in print,
our commitment to the values
that have made the Belfast Tel-

The new look Belfast Telegraph
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egraph a trusted source of news
and a central part of life for the
last 150 years will not waver.
“We’ll continue to ask the hard
questions, hold power to account and tell your stories just
as we have done throughout our
history. We’ll also continue to
entertain and inform, as we have
done for the last century and a
half.”

A 32-page anniversary supplement featured inside Tuesday’s
edition, while a special ‘150 hub’
was also launched on the Bel
Tel’s website.
Eoin added: “Given all that it’s
been through, coronavirus is
just one more crisis for the Belfast Telegraph to survive.
“The 21st century media landscape is particularly unstable yet
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we are investing in our products
online and in print.
“This shows our commitment to
the community we serve and we
won’t stop here.
“We’ll continue to invest in
Northern Irish journalism to
give you, our readers and subscribers, the quality, trusted
content you deserve as we embark on the next 150 years.”

America’s Newspapers launches print advertising network

A

merica’s Newspapers has launched a national
print advertising network.
Newspapers from across the country have united
to support America’s Newspapers through their
donation of ROP advertising space, according to
the organization. More than 720 papers have contributed to the effort, says the group.
“This program creates a great opportunity for advertisers to reach a premium audience at an attractive CPM rate,” said a press release on the effort.

Florida-based Intersect Media has been chosen as
the agency to manage the program, but any member of America’s Newspapers with a national sales
force can sell the two quarter-page ads, “helping to
support America’s Newspapers and earning a nice
commission as well,” says the release.
For advertisers, this is an opportunity to reach
more than 6 million readers, says the release.
America’s Newspapers and its partners will place
the ads across the entire network.

News Corp to shift printing

N

ews Corp plans to shift the printing of several
of its publications in New York to a different
facility in the city. Under the change, the publications would be printed at The New York Times’ College Point plant in Queens. This plan would result
in the closure of the company’s Bronx Print Plant,
where the publications are currently printed.
Financial details of the arrangement were not released. The company is negotiating with unions
representing workers at the Bronx plant.
The move may mean up to 400 layoffs, according
to the New York Post. The change may not happen
until early next year, says the Post.

The Bronx plant produces daily print copies of the
Journal and The Post, along with Barron’s weekly.
All three are also printed in a number of other locations around the country. The Journal and The
New York Times are currently printed together
at plants in Florida, Pennsylvania, Texas, Illinois,
Colorado, Utah and California.
News Corp will be examining options for the future of the plant.
The decision is part of News Corp’s ongoing process of simplifying the structure of the company,
which sold its News America Marketing and Unruly businesses within the past year.
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ppi Media launches project for
automated hyper-regional online
ads with Team Beverage
Team Beverage is the leading procurement, distribution, marketing and service platform for the
beverage industry in Germany. ppi Media has developed an innovative concept with Team Beverage Einzelhandel GmbH to automatically provide the customers of specialist beverage stores
with centrally controlled, hyper-regional and targeted ads on Google and Facebook.

T

eam Beverage is an associated group and independent
platform that brokers, markets
and distributes 3.9 billion products every year. Team Beverage
has been working with ppi Media to develop and establish an
innovative concept for automated, hyper-regional ads on Google
and Facebook to provide better
support to beverage stores and
retail chains that work with the
company.

Nicolas Sonnenberg, Head of Retail at
Team Beverage

The plan is to display online ads
for specific offers at the specialist beverage stores marketed by

Team Beverage Einzelhandel
GmbH in the immediate vicinity of each retailer within the
large Google and Facebook advertising networks. The ads will
be created automatically with
appropriate information from a
central Team Beverage database.
And an appropriate landing page
will also be generated automatically for each ad to provide end
customers with further information. The landing pages may also
contain QR codes or electronic
coupons for customers to redeem an offer in store.
ppi Media GmbH is currently
developing the software solution to realize the new online
initiative. The joint project was
launched with Team Beverage
on August 13, 2020.
The project managers at Team
Beverage expect the solution to
generate a significant increase in
sales for their own company and
specialist beverage stores. “Team
Beverage and ppi Media have
developed a completely innovative concept. Thanks to our centrally controlled online ads, we
can promote offers and display
targeted ads for our customers
on Google and Facebook in the

immediate vicinity of each retailer, which is ultimately where
customers will take advantage
of the offers. Social media and
online marketing have now
become a further pillar in our
digital business development”,
explains Nicolas Sonnenberg,
Head of Retail at Team Beverage.
The COO of ppi Media, Manuel
Scheyda, shares his views on
the project: “We’ve been digitizing and automating workflows for media companies for
35 years. It’s in our blood. We’re
now making our wealth of experience available to customers
from other sectors and working
with them to develop innovative
digitization concepts. We’re delighted to be working with Team
Beverage Einzelhandel GmbH
on our latest digitization project. The concept of significantly simplifying the publication
of online ads for companies has
met with great interest in many
sectors”.
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Telegraph Media Group goes with Twipe

T

elegraph Media Group has
chosen Twipe as the partner to work on their recently relaunched daily edition app, says
Belgium-based Twipe.
The digital edition app is the
full, daily edition of The Tele-

graph newspaper, delivered to
subscriber devices. Through
collaboration with Twipe, a refreshed version of the daily
digital edition was successfully
launched earlier this year. The
digital edition is now created

daily by The Telegraph’s team
via Twipe’s NextGen Edition
Creation Technology and distributed via Twipe’s Edition
Distribution platform to mobile apps on iOS, Android and
Kindle.

Koenig & Bauer’s Heinz Schmid, 1944–2020

P

reMedia Newsletter has gotten word that Heinz
Schmid (Photo) has died.
He was known and admired by many in the
industry.
Schmid, who died in June, served as vice president
of web offset sales for Koenig & Bauer’s newspaper
and commercial web market and later was in an advisory role for the company.
He was born in 1944, in Wurzburg, Germany. In
1959, Schmid began a lifelong career with Koenig

& Bauer, the Germany-based printing press manufacturer. He moved to Chicago in 1971 with his
wife, Hannelore Dettenbach, and daughter, Alexandra, as he continued his career with KBA North
America. In 1980 he joined their sales department
in Atlanta and traveled extensively throughout the
U.S., Canada and Europe.
Along the road of life, Heinz met many diverse and
influential people and made lifelong friends with
Americans and Europeans alike.

Reducing Subscription Churn Can Help
Grow Ad Revenue
The deluge of advertisement
and subscription offerings can
lead to rampant reader fatigue.
In this digital age, subscription churn presents an ongoing
problem for media companies.
Benchmarks place the media
and entertainment industry
near the middle of churn averages, between 5-6%.
So, it’s no surprise churn is a big
topic of conversation. However, what is less often discussed

is the impact churn reduction
strategies have on advertising
revenue. Spoiler: Yes, they have
a massive impact.
We’ve said before that subscription and advertising-based revenue models are the future of
media. Unfortunately, though,
some companies continue to
underestimate the effect of subscription churn on advertising
revenue and overall company
value.

Understanding how these revenue models support one another empowers better decision
making, presents opportunities
for data sharing and cost reduction, and just generally improves
performance. It all boils down to
leveraging subscriptions data in
your advertising sales and prioritizing churn reduction strategies that improve ad performance.
-Sarah Hartland-
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How Rheinische Post is winning the
innovation game
For the past five years, the German regional newspaper has been using its wide reach to grow
online revenue. But it took the pandemic to break its “newspaper mentality” and fully embrace
a digital-first approach

W

ith its 731,000 print newspaper readers and more
than 11 million online users,
Germany’s major regional daily
newspaper Rheinische Post has
an enviable nationwide reach.
Like many legacy newspapers,
the Düsseldorf-based regional
publisher has been focusing on
the digital transition over the
past couple of years in a quest
for a sustainable business model
and online revenue growth. It is
not easy for a 74-year-old news
organisation to change, but
the coronavirus pandemic has
meant it had to rethink the way
it works. “People are still reading newspapers but they also
want to share news,” says Moritz
Döbler, editor-in-Chief at Rheinische Post at the New World
Encounters event last week (1
October 2020).

Round the clock engagement
Rheinische Post publishes a
range of digital products de-

pending on the time of the day
and the specific needs of its audience. At 6:30 am, for instance,
readers can access the first edition of the daily e-newspaper to
find out the latest news, with
the focus on their local area and
the latest sports results.
Later in the morning, they can
tune in to one of the local radio stations that serve different
cities in Western Germany, plus
news podcasts. Its audio offering
targets work commuters on public transport or those driving in.
The evening version of the
e-newspapers is published at
8:15 pm sharp, right after German TV news wraps up at 8pm.
This way, the readers get an
e-paper that provides context
to the evening news and, unlike
the morning edition, is geared
towards international news.
Evening podcasts also offer a debrief on the news of the day, especially when talking about the
coronavirus pandemic.

Trial and error
To understand the needs of its
audience and refine digital products, the publisher tests new
approaches across its website,
e-paper, digital paid offering,
newsletters, video and audio.
Testing means that newsroom
leaders spend a lot of time fostering a culture of collaboration,
respect, and trust, making sure
everyone is striving towards the

same goal across departments.
“Most legacy newspapers struggle to get past the newspaper
mentality,” said Döbler, adding
that print reporters tend not
to think past publishing stories
and meeting deadlines.
“This culture needs to be broken,” he added.

Getting unstuck
For Rheinische Post, all newsroom roles have changed during
the pandemic. The group has
about 300 reporters and editors,
most of whom work in Düsseldorf. Before the pandemic, the
majority would consider themselves to be print journalists.
Six months later, journalists
have adopted a digital-first approach. Variables like format,
word count, or article’s place in
the newspaper are no longer important. The priority is to make
the story work in a digital environment.
This has also changed the planning process. Editors do not
have to think about the print
deadline but focus on publishing
stories throughout the day.

Digital audience growth
To work out what makes its
audience
tick,
Rheinische
Post took time to analyse its
readership data and this has
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thrown up a few surprises.
For instance, local sports news
does not work for digital, despite
it being a cornerstone of the
print offering. Prioritising the
local major football clubs - namely Borussia Monchengladbach
and Fortuna Düsseldorf - with
their own website sub-sections
has proved effective to driving
traffic. Daniel Daum, chief digital officer, Rheinische Post, puts
this down to how local clubs
tend to have a core geographical
audience, and very little beyond
that.

The sports desk developed a
schedule for stories throughout
the day which follows the fixtures calendar. It runs like clockwork. In the days before a game,
fans can read personal or inside
stories, analysis, comments and
quizzes or other interactive features. On matchday, the news
site drives engagement through
live-blog, punditry, comments
and fan voices.
Introducing women commentators has helped to cultivate a
female following. But the greatest data-informed change came
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from post-match coverage.
Traditionally, the newsroom did
not pay much attention to Sundays because there was no print
paper. But then the editors realised that as most matches played
on Saturday, Sunday was the day
fans wanted to discuss the game,
read the tactical analysis, social
media reactions and interviews.
For sports content, Sunday is
now central to engagement rather than just being the day where
content for Monday’s edition is
prepared.
-Marcela Kunova-

“The best year since the 1990s”: Swedish
daily Dagens Nyheter looks at 50%
increase in operating profit

S

wedish daily Dagens Nyheter
is on its way to increasing
operating profit by about 50%
to nearly SKr180M ($20M) this
year. This marks the publisher’s best performance since the
1990s, the Financial Times reports.
It’s an incredible feat in a year
when newspapers around the
world have been struggling
with declining revenues. Even
The New York Times which has
signed up a record number of
subscribers announced decline
in overall revenue.

“Being a digital-first organisation has helped us a lot”
“Financially, we’re heading for
one of our best years, maybe
the best year, since the 1990s.
If somebody had told me that
at the start of the pandemic, I

would not have believed it,” says
Editor Peter Wolodarski.
This has to do with digitalisation. If you’re well positioned in
this environment then what the
pandemic has done is accelerated existing trends.
Peter Wolodarski, Editor, Dagens
Nyheter
The publisher saw a surge in subscriptions during the pandemic.
Non-subscribers were given free
access to the DN website at different points during the crisis in
return for their email addresses.
It led to nearly 200,000 registrations, around 25% to 30% of
which became paid subscribers.
However, the daily was already
doing well in that area, having
focused on prioritising reader
revenues since 2015. DN had
more digital subscribers compared to print (56:44%) before
the crisis began. “The number
of digital-only subscribers had
increased over three years by

182%,” said Martin Jönsson,
Head of Editorial Development
at DN at a WAN-IFRA webinar
in April.
“Being a digital-first organisation has helped us a lot,” he added.

“It’s easier to see what
works and what doesn’t”
DN has completely overhauled
its newsroom’s structure and culture in the past 5 years to focus
on digital reader revenue. Teams
started working cross-functionally with everyone in the
newsroom contributing towards
growing the audience.
“For us, it’s logical not unnatural,” Jönsson told Digiday last
year. “The way we used to run
the marketing department,
there was no interaction between different parts of reader
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Source:
WAN-IFRA

revenue, between those acquiring readers, retaining them and
journalists.”
“Now we’re more integrated, it’s
easier to see what works and
what doesn’t.”
Martin Jönsson, Head of Editorial
Development at DN
In 2015, DN’s business model
was completely dependent on
print. It had a miniscule percentage of digital subscribers.
Between 2015-2019 its total
number of subscribers increased
by 26%, in spite of print subscriptions dropping by 43%.
Meanwhile digital-only reader

revenue increased by 40-70 %
annually. In 2019, reader reve-

nue exceeded 70% of total revenue.

“We focus on the value,
not the paywall”
The other key factor in DN’s success has been a multi-pronged
paywall strategy.
The publisher uses three different paywall models: a metered
model, a premium model, and a
dynamic dashboard model. The
last one is the most important
as it drives more than half of all
conversions.
In this model, specific content is
made free to access to drive traffic. After it has reached a certain
traffic level, it is put behind the
paywall. The process is driven by
a combination of algorithms and
editorial judgement.
“Trying to distribute a story to
get people to talk about it and
share it, and then putting it
behind the paywall is key,” explained Jönsson.
He also sees value in marking
articles for subscribers, rather

than highlighting when they’re
locked. “We focus on the value,
not the paywall,” he told Journalist Lucinda Southern.
“I think there’s been the wrong
perspective in the business to
say that content is not available or locked; this is wrong. We
show where we give value, it’s
more positive. For us, it’s important to attract with quality of
content.”
The most misleading words in
the debate of paywalls are probably “pay” and “wall” and the debate would be more constructive
if we focused on terms like “value” and “access”.
Martin Jönsson, Head of Editorial Development at DN
“Our most important KPI”
However, conversion is only the
first step as keeping readers interested is also critical. The publisher experiments with various
products including the app, daily
e-paper, audio articles, newsletters and push notifications to
build readers habits. It prioritises longer reading times and
frequent visits over other KPIs
such as page views.
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Further group development defies the tense global economic situation

Koenig & Bauer gears up for the
future
uC
 ontinued focus on packaging as a growth market
u Clear commitment to the current portfolio strategy
u Research and development budgets remain unaffected

To reinforce the company’s position as the leading supplier of
press and post-press solutions
for packaging, industrial and
security printing applications,
and to boost the earning power
of the Koenig & Bauer Group,
the management board has
been working intensively on
developing and expanding the
“Performance 2024” efficiency programme over the past
months. There are also plans to
realise annual cost saving effects
which will then amount to more
than €100 million and continue increasing until 2024, while
maintaining and, in fact, accelerating all innovation, process
and product developments. The
non-recurring costs in the mid
two-digit million Euro range this
makes necessary will be recorded in the group results for the
business year 2020 as expenditure realised as a provision.
The principal market segments
addressed by Koenig & Bauer,
such as the structurally expanding areas of packaging and industrial printing, remain fundamentally intact. This is clearly
demonstrated by the good levels
of capacity utilisation currently
reported by printers of packaging for food products, beverages,
and pharmaceuticals, as well as
the booming online trade. Even
so, customers are postponing
new investments due to all the
uncertainty brought by the Covid-19 pandemic.

The board members responsible for the “Performance 2024” efficiency programme explain to
employees the measures that will enable the company to continue to develop even in a tense global
economic situation. (from left to right: Michael Ulverich, COO, Claus Bolza-Schünemann, CEO, Dr.
Andreas Pleßke, Segment Board Member)

The primary objective of the
four-year, multi-pronged programme is to strengthen the
company’s
competitiveness
for the long term. A range of
measures aims to ensure further development of the product range in accordance with
market needs, to continue with
the digitalisation of processes,
and, at the same time, achieve
reductions in manufacturing
costs. Koenig & Bauer continues to focus on end-to-end system solutions and optimisation
of the total cost of ownership
(TCO) for the customer. The investments in digital print and
direct post-printing on corrugat-

ed board are being pursued with
vigour, as is the joint venture
with the Durst Group; so too are
new developments for security
printing in the pipeline. Koenig
& Bauer stands by its current
product portfolio and will continue to work on consistently
expanding it. The further digitalisation of the services it offers is
another area at which particular
attention is being directed.
Alongside increased efficiency,
the Performance programme
also aims to scale group activities, as the global economic situation, the still widely applicable
travel restrictions, and worsening Covid-19 developments sug-
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Koenig & Bauer’s portfolio strategy has proved a success and will be continued - eg with the Rapida
106 X - the new performance benchmark in industrial printing

gest there will only be moderate
turnover growth in the next few
years, and a short-term return
to pre-crisis levels is not anticipated.
The supervisory board was closely involved in the evaluation
process and approved the programme after detailed deliberation and extensive discussions
during the board meeting held
on 28 September 2020.
As supervisory board chairman
Prof. Dr.-Ing. Raimund Klinkner
explains: “Alongside the strategic ongoing development of the
Koenig & Bauer Group, the supervisory board has taken a very
close look at the plans that the
management board tabled on
the basis of its broad expertise
and commitment to increasing
the earning power and overall performance of the group,
and we have contributed our
own experience and know-how
to the evaluation process. The
Performance 2024 programme
is laying the foundations for a
profitable development of the
company, which builds up on
interesting future opportunities
for new markets and technologies.”

The effects of the short- and medium-term measures will bear
fruit in the period from 2021
to 2024, whereas a continued
negative impact on business results is expected in the third and
fourth quarters of 2020 due to
the Covid-19 pandemic, which
is worsening internationally. In
addition, the planned introduction of a new internal guideline
in relation to turnover reporting
in the Sheetfed segment in 2020
will result in a one-time balance
sheet deferral amounting to approx. €40–60 million in turnover and €9–12 million in EBIT to
2021.
Upon conclusion of the programme, turnover at the Koenig
& Bauer Group is expected to
reach around €1.3 billion. On
the earnings side, the management board hopes that implementation of the approved cost
and structural adaptations will
help maintain a return on sales
totalling at least 7% over the
medium term, while reducing
working capital requirements to
an average level of 25% of annual turnover.
The programme adopted provides for the following:

–
Supply chain reorganisation
effected by changes groupwide structures, purchasing
arrangements and production
processes within the framework of one organisation, as
well as innovative approaches
to part and component optimization
– Adjustments to cost and personnel structures, and improvements in productivity
based on process streamlining
and standardization
–
Increased effectiveness and
efficiency in development
and design by implementing
measures targeting product,
process and organisational optimisation, such as design-tocost projects
–
Continuation and acceleration of the development of
new products and solutions
for the fields of sheetfed and
webfed packaging printing by
means of conventional and
digital printing technologies,
hollow container decoration,
post-press and banknote production
– Reduced administration costs
by continued pooling of specific tasks as shared services,
as well as changes to sales and
service structures
–
Optimisation of the production and assembly factories,
including internal pooling
within the group, and the relocation and realignment of production and assembly facilities
In addition to the effects of the
measures already being implemented, such as cutting back on
overtime and subcontracted labour, a hiring freeze and shorttime working, the group-wide
measures approved today will
affect between 700 and 900 jobs
in the short and medium term.
The changes will be discussed
and negotiated with employee
representatives and social partners over the coming months.
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Along with implementing the
necessary measures in a socially
acceptable manner, the objective is to achieve a return to the
planned level of group growth in
the medium term by taking innovative approaches.
“Today, we have made far-reaching decisions for Koenig & Bauer, made necessary by negative
global economic developments
in tandem with ever-changing customer needs and demands. They are also associated with painful cuts for the
workforce. These difficult and
challenging steps were not easy
to take, but they are imperative to safeguarding the longterm future of our 203-year-old
company,” as President and
CEO Claus Bolza-Schünemann
explains.

In the technology and customer centres, the product portfolio is being systematically enhanced to
address new markets and create future prospects.

US printer DynaGraphics invests in
Versafire digital printing systems
from Heidelberg
uP
 erformance of Versafire Systems and Heidelberg Service are the decisive factor in investment decisions
u New application possibilities increase competitiveness

R

eno-based DynaGraphics is
the largest commercial printer in Northern Nevada, USA.
The company has now switched
from the competition in the field
of digital printing technology
and invested for the first time
in the Heidelberg Versafire EV &
EP digital printing systems from
Heidelberger Druckmaschinen
AG (Heidelberg). Both machines
are equipped with the latest generation of Heidelberg Prinect
Digital Front End (DFE).

High-quality production,
competitive prices
DynaGraphics serves a variety
of industries and companies, including casinos, healthcare and
real estate. Although all customers have high quality standards,
printing for casino companies is
particularly demanding, as every
job produced must be absolutely perfect. According to DynaGraphics CEO, Cindy Mason, the

livelihoods of these customers in
particular depend on “us printing their materials flawlessly –
especially given the harsh COVID 19 situation.” With a print
resolution of 4,800 x 2,400 dpi,
a speed of up to 135 pages per
minute and a new toner formula, the Versafire EP even exceeds
the demanding expectations of
DynaGraphics’ customers.
“We have been using other digital printing systems for almost
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Nevada-based
US printer
DynaGraphics is
investing in two
Versafire digital
printing systems
from Heidelberg
to boost its competitiveness.

20 years because their quality
has been unsurpassed. But over
time, the production costs on
these machines became too high
and we could no longer print
competitively with them. Although I was initially attracted
to Heidelberg Versafire systems
for their excellent price/performance ratio, I knew when I saw
the quality of the prints that it
was time for a change,” says Mason.
Both Heidelberg Versafires were
installed by the end of 2019 and
are running at full speed. The
Versafire EP prints at up to 24
pt. carton and various types of
substrates, opening up new applications for DynaGraphics that
were not possible on their older
presses. In particular, the EP
prints jobs on a variety of plastics, including recently a 13,000
page variable data job for a local
university.
To handle this type of demanding jobs, DynaGraphics uses
Heidelberg Prinect DFE. The
Prinect DFE uses Heidelberg’s
color management and renderers, both of which have a proven
track record in offset printing, to
automate or standardize print

production for greater efficiency,
greater transparency and faster
job flow.
The 5-color Heidelberg Versafire
EV, also equipped with Prinect
DFE, offers DynaGraphics reliable production with perfecting on up to 27.5” substrates
at speeds of up to 95 pages per
minute. In addition to standard CMYK jobs, the system expands the color gamut and can
print embellishments with the
fifth color option, which includes white, clear coat, neon
yellow, neon pink and the new
special effect invisible red. DynaGraphics is primarily taking advantage of the white and
clear coat printing capabilities
of Versafire EV, and recognizes this option as a significant
competitive advantage in the
marketplace.

Heidelberg - synonymous
with quality
Although DynaGraphic has
not previously used Heidelberg
offset presses, Mason says the
“Heidelberg” brand played an

important role in the investment decision in the digital sector. According to Mason, “The
Heidelberg name is synonymous
with quality. I trust Heidelberg’s
years of experience in commercial printing - the company
knows our business and knows
what we need”.
And even in the event of a malfunction, Heidelberg is there to
help immediately. “Problems
happen; but the measure of a
good relationship is not necessarily when things are going
well, but when things are not
going so well. Heidelberg always
sets about solving a problem immediately and ensures that our
machines meet the high quality
standards of both our company
and our customers”.
DynaGraphics is impressed with
Heidelberg’s support from the
time of purchase, through installation and training, to ongoing support. “Whenever we
have a question, Heidelberg is
able to help us solve the problem
quickly; the team is great. All our
experience is first class. We will
therefore consider Heidelberg
for future investments,” says
Mason.

