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News industry (general) – 2015 

 

 

 

  In 2014, the latest year for which data were available, newsroom employment also 

declined 10%, more than in any other year since 2009. The newspaper workforce has shrunk 

by about 20,000 positions, or 39%, in the last 20 years. And three newspaper companies – 

E.W. Scripps, Journal Communications, and Gannett – are now one, reflecting a trend toward 

consolidation in the industry.  

Average weekday newspaper circulation, print and digital combined, fell another 7% 

in 2015, the greatest decline since 2010. While digital circulation crept up slightly (2% for 

weekday), it accounts for only 22% of total circulation. And any digital subscription gains or 

traffic increases have still not translated into game-changing revenue solutions. In 2015, total 

advertising revenue among publicly traded companies declined nearly 8%, including losses 

not just in print, but digital as well. 

 

 
 

Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 

  Print newspapers, to be sure, have a core audience and subscriber base that the 

industry hopes will buy enough time to help ease the digital transition.  

But recent data suggests the hourglass may be nearing empty: A January 2016 Pew 

Research Center survey found that just 5% of U.S. adults who had learned about the 

presidential election in the past week named print newspapers as their “most helpful” source – 

trailing nearly every other category by wide margins, including cable, local and national TV, 

radio, social media and news websites. (About one-third got at least some election news from 

a print paper, which again trailed nearly every other category.) 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-hard-to-miss/
http://www.journalism.org/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-hard-to-miss/
http://www.journalism.org/2016/06/15/state-of-the-news-media-2016/pj_2016-06-15_state-of-the-news-media_overview-01/
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Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 

It has been evident for several years that the financial realities of the web are not 

friendly to news entities, whether legacy or digital only. There is money being made on the 

web, just not by news organizations. Total digital ad spending grew another 20% in 2015 to 

about $60 billion, a higher growth rate than in 2013 and 2014. But journalism organizations 

have not been the primary beneficiaries. In fact, compared with a year ago, even more of the 

digital ad revenue pie – 65% – is swallowed up by just five tech companies.  

None of these are journalism organizations, though several – including Facebook, 

Google, Yahoo and Twitter – integrate news into their offerings. And while much of this 

concentration began when ad spending was mainly occurring on desktops platforms, it 

quickly took root in the rapidly growing mobile realm as well. 

 

 

Newspapers 

 

Average weekday circulation fell 7%, the most since 2010. This drop was due entirely to print 

circulation, which declined by 9%, while digital circulation increased by 2%. Sunday 

circulation, meanwhile, fell 4%, following a 3% decrease in 2014. As with weekday 

circulation, the fall in Sunday circulation was due to a decline in print circulation, which fell 

5% while digital rose 4%. 

 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/state-of-the-news-media-2016/pj_2016-06-15_state-of-the-news-media_overview-02/
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Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 

  For both weekday and Sunday circulation, the fall represents a continuation of the 

trend that began in 2014. After 2009, circulation seemed to be cutting its losses, even showing 

a small increase in 2013. But after a decline of 3% in both weekday and Sunday in 2014, 2015 

saw circulation fall even more rapidly. 

National readership data from Nielsen Scarborough’s 2015 Newspaper Penetration 

Report indicate that 51% of those who consume a newspaper read it exclusively in print, 

while just 5% read it on desktop only, 5% read it on mobile only and 7% read it on both 

mobile and desktop. There has been some shift over time, from 62% print-only readership in 

2011 and 59% in 2012 – but print is still the main form for these audiences. 

 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20

Report%202015_Full%20Report.pdf 

 

In the US, 41% (+6) use two or more devices to access news on a weekly basis. In the UK, 

the figure is 44% (+9), 59% in Denmark, and 58% in Australia. 

 

 
 

 
 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20

Report%202015_Full%20Report.pdf 

 

 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  In 2015, the online audience for newspapers continued its shift to mobile devices. 

Unique visitors rose from 2014 to 2015 for a majority of the top 50 U.S. newspapers, while 

average minutes per visit rose for half of the 50. However, both of these measures differed 

between desktop and mobile traffic. For 39 of the 50 newspaper websites examined here, the 

number of unique visitors on desktop fell, with 28 showing a drop of at least 10%. 

Conversely, unique visitors on mobile rose for 43 of the 50, with 35 showing a 10% or greater 

increase. 

The opposite was true for time spent, as minutes per visit on a mobile device fell even 

as unique mobile visitors grew. Though average monthly minutes per visit rose overall for 25 

of the 50 newspapers, minutes per visit on desktop rose for 32, and by 10% or more for 23 of 

these. Time spent on mobile, however, fell for 34. 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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As in 2014, mobile traffic outpaced desktop traffic by a considerable margin. For 44 of 

the 50 papers, mobile unique visitors exceeded desktop unique visitors by at least 10%. And 

just as in 2014, time spent on desktop was generally greater than time spent on mobile. For 41 

of the 50 papers, average time spent per visit on desktop was 10% or greater than average 

time spent on mobile. This is true of internet usage more broadly – but for the total U.S. 

internet audience, there are generally more desktop visitors per month than mobile visitors. 

Web traffic is high, but a reader who stopped by for only one article may be counted the same 

as a subscriber who visited daily. Clearly, however, many of these one-time visitors do not 

think of themselves as newspaper readers – and, indeed, single-article visitors may only stay 

for a short amount of time, while subscribers could spend considerably more time on the site 

in a month. The challenge for newspapers, then, is to convert these grazers into loyal readers. 

One new reality of the digital age is that some foreign papers have established 

themselves with American audiences, especially ones from the UK. Indeed, many are 

accessed as often as some American papers by U.S. internet users, even though Americans 

largely do not have access to print editions of these papers. U.S. web traffic coming to 

dailymail.co.uk or theguardian.com (measured in terms of unique visitors) would place them 

within the top five U.S.-based newspapers by web traffic, while telegraph.co.uk and 

independent.co.uk would rank in the top 10. The top 50 would include papers from Australia, 

Canada, India, Ireland and New Zealand. 

 

One area of added momentum has been around experimentation with new digital 

approaches. In 2015 and 2016, these ranged from virtual reality and chatbots to new  

distribution methods and embracing metered paywalls. Internationally, both the UK’s The 

Independent and Canada’s La Presse mostly dropped their print editions and went online-

only, with La Presse putting a particular focus on their tablet edition, while Turkish papers 

responded to a government shutdown by publishing on Twitter. Local papers’ efforts to attract 

online audience included video and big multimedia features. And, like other news 

organizations, newspaper companies considered how to address the new wave of ad-blocking 

technology. There were some notable successes in the digital realm: The New York 

Times reached a million digital-only subscribers, while The Washington Postmassively 

increased its web traffic. 

 

 

A recent Pew Research Center survey found that 36% of U.S. adults learned something about the 

election in the past week from a print newspaper. This was lower than the portion that learned from 

radio (44%), digital sources (65%) or television sources (78%). We alsorecently found that the portion 

of adults who often get news from print newspapers (20%) falls behind those who learned from radio 

(25%), news websites and apps (28%) and all forms of television. Until a decade ago, however, 

newspapers outranked radio and the internet as the public’s main source of news. 

 

 

  In 2015, advertising revenue fell 8%, while circulation revenue was stable (up 1%). 

Prior to 2008, the largest reported drop was in 2001, when advertising revenue fell 9%. The 

http://www.naa.org/News-and-Media/Blog/Virtual-Reality
http://digiday.com/platforms/washington-chatbots-news/
http://www.niemanlab.org/2016/01/the-wall-street-journal-is-the-first-american-newspaper-to-get-a-spot-on-snapchat-discover/
http://nytlabs.com/blog/2015/10/20/particles/
https://www.themediabriefing.com/article/paywall-approaches-gated-access
http://www.theguardian.com/media/2016/feb/12/independent-and-independent-on-sunday-closures-confirmed
http://www.theguardian.com/media/2016/feb/12/independent-and-independent-on-sunday-closures-confirmed
http://www.cbc.ca/news/canada/montreal/la-presse-stops-printing-newspaper-1.3229429
http://www.poynter.org/news/mediawire/381786/newspapers-in-turkey-publish-on-twitter-after-government-seizure-stops-presses/
http://www.cjr.org/united_states_project/local_news_video_over_the_top.php
http://www.cjr.org/united_states_project/southern_illinoisan_digital_goals.php
http://adage.com/article/media/york-times-a-message-ad-blockers/302995/
http://www.poynter.org/2016/u-s-newspapers-to-ad-blocker-drop-dead/405513/
https://www.buzzfeed.com/matthewzeitlin/the-washington-post-begins-blocking-ad-blockers
https://www.buzzfeed.com/matthewzeitlin/the-washington-post-begins-blocking-ad-blockers
http://www.nytimes.com/2015/08/16/public-editor/times-reaches-online-milestone-but-many-challenges-await.html
http://digiday.com/publishers/washington-post-leapfrogged-new-york-times-web-traffic/
http://digiday.com/publishers/washington-post-leapfrogged-new-york-times-web-traffic/
http://www.journalism.org/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-hard-to-miss/
http://www.journalism.org/2016/05/26/news-use-across-social-media-platforms-2016/#social-news-consumers-and-other-news-platforms
http://www.people-press.org/2011/01/04/internet-gains-on-television-as-publics-main-news-source/
http://www.naa.org/Trends-and-Numbers/Newspaper-Revenue.aspx
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decline in 2015 was nevertheless far less than what was seen in 2008 (-15%) and 2009 (-

27%). 

This change was particularly pronounced at Gannett, where advertising revenue fell 

12% (from $1.8 billion to $1.6 billion) and circulation revenue fell from $1.11 billion to $1.06 

billion, a 5% decline. At McClatchy, advertising revenue fell 13% (from $732 million to $637 

million) but circulation revenue was stable, rising from $367 million to $368 million. The 

New York Times Co. also saw advertising revenue fall (by 4%), though their circulation 

revenue was stable ($837 million to $846 million). 

 

 
 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 
 

Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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Digital News 

 

  As digital audiences expand and move beyond news websites to social media, mobile 

apps, podcasting and even email newsletters, news publishers are making an effort to be in 

those places as well. This often means, though, ceding more control to tech companies such as 

Apple and Facebook, both financially and in the ability to systematically measure one’s reach. 

  The lack of consistent digital metrics also makes it harder to get a sense of the online 

news audience as a whole across the myriad of digital news providers and platforms. But a 

combination of audience analytics, survey data and auditing of publishers’ digital practices 

can give at least a sense of this evolving space. 

Together, these various data sources suggest that audiences are continuing to turn to 

digital sources for their news, and the momentum is driven by users on their mobile devices 

rather than on their desktops. And with the majority of U.S. adults now getting news on social 

media, publishers are making an effort to be present in a variety of social media settings; a 

closer look at the publishing practices of digital-native news sites shows that this is true not 

only for Facebook and Twitter, but for Snapchat and Instagram as well. 

 

Digital audience across different media sectors 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  To first get a sense of how digital stacks up against other platforms as a source of 

news for the American public, it is helpful to turn to survey data. A 2016 Pew Research 

Center survey about news use on social media revealed digital news sources to be second only 

to television as the most frequently accessed type of media source. Nearly four-in-ten U.S. 

adults (38%) said that they often get news from digital sources, including news websites or 

apps (28%) and social networking sites (18%). That trails the 57% who often get news from a 

television source but outpaces both radio (25%) and print newspapers (20%). 

http://www.journalism.org/2016/05/26/news-use-across-social-media-platforms-2016/
http://www.journalism.org/2016/05/26/news-use-across-social-media-platforms-2016/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/05/26/news-use-across-social-media-platforms-2016/
http://www.journalism.org/2016/05/26/news-use-across-social-media-platforms-2016/
http://www.journalism.org/2016/06/15/digital-news-audience-fact-sheet/pj_2016-06-15_state-of-the-news-media_digital-audience-01/
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  What’s more, digital news sources also rank high when it comes to the types of 

sources people turned to for learning about one of the biggest news stories of the year: the 

2016 presidential election. About two-thirds of U.S. adults (65%) said they learned about the 

election in the past week from digital sources, with nearly half of U.S. adults (48%) saying 

they did so from news sites or apps and 44% from social networking sites. 

To get a sense of how digital sources of campaign news have become more prominent, 

consider a slightly different question about the 2012 presidential campaign from October 

2012: Just 17% of U.S. adults at the time said that they regularly turned to any social media 

platforms for campaign news (compared to 44% who learned about the election in the past 

week in 2016) and just 36% said they turned to internet sources in general. 

More broadly speaking, a cross-sector look at web traffic metrics from the analytics 

firm comScore reinforces the sense of growth in digital audience, especially in the mobile 

realm. 

Indeed, for each of the four sectors studied in this analysis – newspapers, news 

magazines, national television news outlets and digital-native publishers – a majority of 

outlets (77 out of 110) grew their average monthly total digital audience in the fourth quarter 

of 2015, compared to the same period in 2014.1 For the 50 newspapers studied, 33 grew their 

average monthly unique visitors, and for the 12 news magazines, nine did. Looking at the 

eight national television news outlets, including the major networks, cable channels and 

Hispanic broadcasters, six increased their traffic. Finally, 29 out of the 40 digital-native news 

sites studied here experienced growth. 

 
 

Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

http://www.journalism.org/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-hard-to-miss/
http://www.journalism.org/2016/02/04/the-2016-presidential-campaign-a-news-event-thats-hard-to-miss/
http://www.journalism.org/2012/10/25/social-media-doubles-remains-limited/
http://www.journalism.org/2016/06/15/digital-news-audience-fact-sheet/#fn-55656-1
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/digital-news-audience-fact-sheet/pj_2016-06-15_state-of-the-news-media_digital-audience-02/
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  This digital growth is especially driven by growth in mobile audiences: For most of 

the outlets studied in each sector (99 out of 110), unique visitors on mobile devices outpaced 

unique visitors on desktops to their websites.  

 

 

Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  The mobile increase was particularly striking among the print outlets studied: Among 

the 50 highest circulating daily newspapers, the number whose digital traffic was mobile-

majority increased by more than half in 2015 to 44. Among the cohort of 12 news magazines 

tracked by the Center for which there was trendable comScore data, the number whose traffic 

was mobile-majority more than doubled from four to 9 in 2015.  

 

  

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/digital-news-audience-fact-sheet/pj_2016-06-15_state-of-the-news-media_digital-audience-03/
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Digital native news site web traffic 

 

 
 

 
Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

 

 

Most popular newspapers on Facebook as of June 2015, ranked by number of Facebook fans 

 
Source: http://www.statista.com/ 

 

 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
http://www.statista.com/
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  The prominence of mobile also emerges among newer organizations not tied to a 

legacy platform. Pew Research Center studied the digital footprint of websites that meet the 

following criteria: they were “born on the web,” cover a range of news subjects, have data in 

comScore for the fourth quarters of 2014 and 2015, and received a minimum of 10 million 

unique visitors on average during the fourth quarter of 2015 according to the firm. That 

amounts to 40 sites in all and includes broad-interest sites such as the Huffington Post and 

BuzzFeed, as well as sites focused on a narrower range of subjects such as business (qz.com), 

the entertainment industry (TMZ.com) or politics (Salon.com).  

  In terms of overall web traffic, almost three-quarters of the digital-native outlets 

studied – 29 of the 40 – grew their average monthly unique visitors from the fourth quarter of 

2014 to the fourth quarter of 2015, with 19 of these sites increasing 10% or more. And the 

data suggest that it is mobile traffic that is ascendant: The vast majority of the sites (38 of 40) 

attracted more visitors from mobile devices than from desktops in 2015. That is up from 32 of 

40 in 2014. 

Even as the traffic scales have tipped more toward mobile, the amount of time spent 

per visit has tipped even more toward desktop. Despite the continued movement to mobile, 

desktop visitors spend more time on these digital-native news sites. For more than half of the 

sites (23), desktop visitors spent more time per visit than mobile visitors, reflecting an uptick 

from the same time period in 2014 (when the same could be said for 14 of the sites). By 

contrast, mobile visitors spent more time with the stories on eight sites in 2015, down from 13 

in 2014. 

 
Source:  http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  We also examined how these publishers are customizing their content for mobile 

devices and found mobile optimization of websites to be much more common than having a 

separately designed news app. Of the 40 publishers studied, 25 had created a mobile app of 

some sort (nine were iOS-only, two were Android-only and 14 had both). App development, 

however, is not the sole indicator of whether a publisher is working to maximize its mobile 

reading experience: 35 of the sites served cellphone and tablet audiences a website optimized 

for mobile browsing. 

 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/digital-news-audience-fact-sheet/pj_2016-06-15_state-of-the-news-media_digital-audience-04/
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Digital publishers’ presence beyond the homepage 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 

 
 

Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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News Via Apps or Mobile Browser? 

 
 

 
 

 
Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

 

While website development continues, audiences also are turning to other digital 

platforms such as social media and direct messaging sites. Finding the best way to navigate 

these newer spaces and connect with audiences there has created some tension. On the one 

hand, technology companies are providing tools that allow publishers to create custom content 

for each social platform, often delivering a better user experience. Doing so, though, often 

means losing web traffic and some of the user data that comes with it. Two of the more recent 

developments brought this issue to the forefront: In April 2016, Facebook made itsInstant 

Articles format available to any publisher, after rolling it out selectively in May 2015, and in 

March 2016, Apple opened up its Apple News newsreader to all publishers as well, after 

piloting it with a select group in 2015. 

  As news organizations weigh the advantages and disadvantages of these distribution 

options, many digital natives, at least, seem to be leaning towards having a presence there. To 

gauge developments in this area, the Center again examined the 40 digital-native news 

publishers indicated above. 

  All 40 of the digital-native publishers studied here have a presence on the more 

established social networking sites: Facebook, Twitter and YouTube. While Instagram and 

Snapchat are newer platforms that do not allow for direct links in individual posts and 

therefore do not drive traffic back to websites in the way the others do, 36 of the 40 sites are 

on Instagram. Only half are on Snapchat, the newest platform of the ones studied and still a 

breeding ground for experimentation by news publishers. 

  In addition to social media, digital publishers have been experimenting with other 

ways of reaching audiences, in some cases, revisiting formats that have been around for more 

than a decade. 

  The large majority of the sites (35) have email newsletters that readers can subscribe 

to and receive directly in their inbox. While having a newsletter can be a way to digest the 

content produced by a publisher, the data show that some publishers use them as a way to 

pursue more directed interests. Fourteen of the sites had multiple newsletters, many of which 

were on specific topics of expertise, with one site that had 41 different newsletters available. 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
http://techcrunch.com/2016/04/12/facebooks-instant-articles-is-now-open-to-all-publishers/
http://techcrunch.com/2016/04/12/facebooks-instant-articles-is-now-open-to-all-publishers/
http://www.wired.com/2016/03/apple-wants-publishers-join-apple-news-look-good-now/
http://www.niemanlab.org/2015/02/snapchat-stories-heres-how-6-news-orgs-are-thinking-about-the-chat-app/
http://www.niemanlab.org/2015/02/snapchat-stories-heres-how-6-news-orgs-are-thinking-about-the-chat-app/
http://www.niemanlab.org/2015/09/what-you-need-to-know-how-six-publishers-digest-the-news-for-their-readers/
http://www.niemanlab.org/2015/09/what-you-need-to-know-how-six-publishers-digest-the-news-for-their-readers/
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  As our podcasting data show, the past couple of years have seen a heightened interest 

in and awareness of podcasting, and some – though not most – of the digital news publishers 

studied here are capitalizing on this trend. For some digital publishers, like BuzzFeed, 

whoentered the podcasting arena last spring, this move is a new and strategic one aimed at 

capturing digital audiences who are adept at crossing platforms. For others, like Slate, which 

boasts “millions of listeners” and even launched a podcasting network, podcasts are 

considered a flagship product. Among the digital publishers studied, 19 of the sites produced 

their own podcasts. Over half of the sites that had podcasts (13) produced more than one, and 

two sites produced 50 podcasts each. 

  Some publishers, digital and otherwise, are also experimenting with news applications 

using virtual reality technology, such as the Center for Investigative Reporting’s virtual reality 

pop-up studio. Some of the more notable journalistic virtual reality storytelling has come from 

legacy organizations, including the New York Times, the Wall Street Journal,the Des Moines 

Register, CNN and PBS Frontline. 

 

 

Mobile Notifications  

 

  In the past year we have seen a significant jump in the usage of mobile alerts and 

notifications in a number of countries led by France, the US, and UK. These mechanisms are 

becoming a key way of reminding consumers of the relevance of a news brand in an 

increasingly competitive news market. With the launch of the Apple Watch, the importance of 

notifications is likely to grow further as the battle for our attention reaches our wrists. Social 

media, email, and mobile notifications are now becoming key retention and distribution 

strategies for media companies. As such they feed advertising business models driven by page 

views but also bring new users in for subscription businesses. The key challenge is to 

coordinate those strategies better so that individual consumers are not bombarded with 

irrelevant messages and that publishers use data more eectively to deliver more relevant 

content at the right time and on the right platform. For all these reasons news organisations 

are increasingly setting up audience engagement teams to seed content, optimise headlines, 

pictures, and links across a growing number of platforms. 

 

 

http://www.journalism.org/2016/06/15/podcasting-fact-sheet/
http://podcasternews.com/2015/03/25/buzzfeed-moves-into-podcasting/
http://www.niemanlab.org/2015/08/press-publish-14-jenna-weiss-berman-on-buzzfeeds-podcast-strategy-and-moves-into-audio-news/
http://www.slate.com/articles/podcasts/podcasts/2005/07/slates_podcasting_guide.html
http://www.panoply.fm/about
http://www.nytimes.com/2015/11/08/magazine/virtual-reality-a-new-way-to-tell-stories.html?_r=0
https://www.revealnews.org/press/cir-announces-virtual-reality-pop-up-studio/
https://www.revealnews.org/press/cir-announces-virtual-reality-pop-up-studio/
http://fortune.com/2016/05/02/virtual-reality-nyt-newfronts/
http://graphics.wsj.com/virtual-reality/
http://www.desmoinesregister.com/story/money/agriculture/2014/09/17/harvest-of-change-virtual-farm-virtual-reality/15785377/
http://www.desmoinesregister.com/story/money/agriculture/2014/09/17/harvest-of-change-virtual-farm-virtual-reality/15785377/
http://www.niemanlab.org/2015/10/what-was-it-like-watching-a-vr-stream-of-last-nights-democratic-debate-hot-and-heavy/
http://current.org/2015/09/frontline-virtual-reality-doc-takes-viewers-into-heart-of-ebola-outbreak/
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Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

 

New Formats and The Role of Video 

 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

 

 

 

Digital News Revenue 

 

 

 
 

 
 

Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

  In 2015, mobile advertising spending in the U.S. across all categories (including news) 

overtook desktop advertising spending. The growth in mobile pushed total spending on digital 

advertising to its highest point in the past six years. Video advertising continued to grow as 

well, with an uptick reminiscent of the early days of mobile growth. Ad spending on video 

still trails that on banner ads, but the gap is narrowing. 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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  In 2015, $59.6 billion was spent on any digital advertising, including on search 

engines, social media, news or any other kind of website. This is up 20% from 2014, 

according to estimates by eMarketer. This growth rate is slightly higher than in the previous 

three years, when annual growth hovered around 15-17%. 

 

 
Source:http://www.poynter.org/2015/forecaster-borrell-admits-mistake-in-positive-outlook-for-digital-ad-growth-

at-newspapers/315745/ 

 

 

Digital advertising continues to grow and to account for a larger portion of all ad spending 

 
 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

http://www.poynter.org/2015/forecaster-borrell-admits-mistake-in-positive-outlook-for-digital-ad-growth-at-newspapers/315745/
http://www.poynter.org/2015/forecaster-borrell-admits-mistake-in-positive-outlook-for-digital-ad-growth-at-newspapers/315745/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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  Digital now accounts for one-third (33%) of all ad spending ($183 billion) on any 

platform. That represents a slightly greater share for digital than in 2014, when it accounted 

for 28% of the $175 billion in total ad spending. 

 

Mobile advertising 

 

Digital ad spending is divided into mobile and desktop categories. Mobile now more than half 

of all digital advertising spending 

 

 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  Mobile now accounts for slightly more than half of all digital advertising spending 

(53%) for a total of $31.6 billion, slightly outpacing the $28 billion in desktop spending. 

  The $31.6 billion represents a 65% increase for the mobile ad sector over 2014 levels. 

While that is a steep climb for mobile, the rate of growth is down from recent years, when 

growth rates were in the triple digits. It is worth noting, though, that the past years’ 

exaggerated growth largely reflected a buildup from little to nonexistent mobile display ad 

spending (mobile advertising spending was only $1.45 billion in 2011, compared to $31.6 

billion in 2015). 

  Mobile ad spending now represents 17% of the $183 billion in total media advertising 

across all platforms, up from 11% in 2014. (In 2010, mobile represented only 0.5% of total 

media advertising.) 

 

 

 

 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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Source:http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-

intensify/digital-by-the-numbers/ 

 

  Digital advertising can also be divided another way – by the type of ad that is served. 

Display ads such as banners or videos are typically how news organizations make much of 

their digital revenue. (The other main type of digital advertising, search ads that appear next 

to keyword searches, is the domain of search companies like Google.) 

  Display ad spending overall, which includes mobile display, grew 27% in 2015 to 

$26.8 billion, modestly more than the 20% growth in 2014. 

There are multiple ways to further break down display ad spending. We consider two 

here: by platform (mobile versus desktop) and by type of display ad (banner ads versus video 

ads). 

We look first at platform distribution. Just as mobile exceeded desktop digital 

spending overall, spending on mobile display ads in 2015 exceeded spending on desktop 

display – by $5.4 billion. This was spurred by a large 67% rate of growth in mobile display ad 

spending alongside a 6% decrease in desktop display spending. 

When it comes to the types of display ad, banner ads – the often rectangular display 

ads that are embedded into webpages – still account for the largest segment of the 

market.3 Total banner display ad spending grew 13% to about $12 billion in 2015 and 

accounts for 44% of total display ad spending. Nonetheless, this share has decreased over 

time, as spending increased more rapidly on other formats, particularly video. 

Video advertising spending increased 46% to $7.7 billion in 2015 and now accounts for 29% 

of all display ad spending. Video ads are a fast-growing display ad format, second only to rich 

media in rate of growth. 

Rich media ads (ads that interact instantly when the user’s mouse passes over it or use 

advanced technology like streaming video) increased 50% in 2015 to $5.6 billion and made 

up 21% of display ad spending. 

 

  

http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/#fn-55655-3
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Video ads growing faster than banner ads 

 
 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  The sponsorship category, which includes the native advertising format being used by 

publishers such as BuzzFeed, The Atlantic and others, saw less growth, at 9% to $1.7 billion. 

It accounts for just 6% of total display spending, making it the smallest category. While some 

publishers moved quickly into native advertising as a new potential source of revenue, it has 

not been universally embraced across the news industry. 

 

 

Advertising relies on website traffic – International experiences 

 

  Newspaper publishers make slots on their websites available for “rent” to advertisers 

and charge based on the number of views. Prices are typically quoted in terms of cost per 

mille (CPM), which indicates the cost of displaying the advertisement to 1,000 viewers. The 

inventory of ad spaces on a news website is filled through two channels: direct sales and 

programmatic buying.  

  Direct sales are the main channel for selling advertising. They account for 

approximately 65% to 75% of publishers’ online advertising revenues. Under this approach, 

the sales teams in the newspaper or its sales house make deals directly with advertisers. This 

system carries a higher average CPM and is generally regarded as more lucrative. For 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://publiceditor.blogs.nytimes.com/2015/11/12/as-print-fades-part-4-native-advertising-on-the-rise/
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example, the premium slots on the homepage and category pages that boast high traffic tend 

to have a significant portion of their inventory sourced through direct sales. 

  Programmatic buying requires limited labour input and therefore operates with 

minimal marginal costs. The low marginal costs and abundant supply of ads has allowed 

publishers to increase the number of available advertising slots, which has put pressure on its 

CPMs. However, the lower marginal costs imply that programmatic buying can be used to 

inexpensively match advertising supply with demand in instances where low CPMs would 

make direct sales uneconomical.  

  Revenues from both directly sold and programmatic advertising are closely tied to the 

amount of traffic publishers receive online. The more visitors the site attracts, the more 

revenue it is typically able to generate. Higher traffic allows better segmentation of visitors 

who can then be served personalised ads with higher CPMs and attracts advertisers with large 

budgets that only participate on large sites. 

 

Paywalls allow experimentation 

 

  Paywalls are another popular method of monetising content for newspaper publishers 

online. Advances in web technologies and payment systems in recent years have enabled 

publishers to erect paywalls in order to restrict access to their content to paying customers. 

The variety of paywall types (see Table 2) allows publishers to experiment and gives them 

flexibility to set their revenue mix to a combination of free (ad-sponsored) and restricted paid 

content. 

 
 

  Paywalls provide a new source of revenues but can also substitute some of the existing 

advertising income. A paywall typically leads to a decrease in page views and advertising 

revenue, as non-paying readers cannot access some or all content and associated advertising. 

Special focus, e.g., in-depth financial analysis in The Wall Street Journal, or unique content, 

such as the Premier League videos in The Sun, serve as differentiators for the websites with 

paywalls and motivate their readers to become paying subscribers.  
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 The New York Times, a quality US daily, was among the first in the current wave of 

publishers to institute metered paywalls in 2010. In mid-2014, the publisher reported having 

over 800,000 paying subscribers of digital products with prices ranging from $3.75/week to 

$8/week depending on the types of devices used to access the content. 

  Bild, a popular German tabloid, instituted a freemium-style paywall in mid-2013 along 

with other properties owned by its parent, Axel Springer AG. In October 2014, it counted 

nearly 250,000 paying customers, compared to 56,000 paying customers for Die Welt, a 

quality daily. Readers can choose from a range of subscription options that start at 4.99 and 

4.49 EUR per month for the Bild and Die Welt respectively. 

  The Times, a quality UK daily with a Sunday edition, launched a hard paywall in 

2010. As of May 2015, The Times have over 400,000 paying subscribers, out of which 

229,000 subscribe to a combined digital and print package and 172,000 pay for digital-only 

offers that are priced from £2 to £8 per week. 

 

  In a sample of 66 leading news websites in the UK, Germany, Spain, and France in 

this study, approximately one fifth had a paywall in place in 2015. 43 It is estimated that, for 

those publications with paywalls, approximately 10% of their online revenues comes from 

paid digital content.44 In 2014, approximately 11% of news readers in the UK, Spain, and 

other Western European markets paid for digital content. This may change as the number of 

people who pay for news is projected to grow between 7% and 23% in these markets 

 

 
Source: https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/technology-media-

telecommunications/deloitte-uk-impact-of-web-traffic-on-newspaper-revenues-2016.pdf 

  

 

https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/technology-media-telecommunications/deloitte-uk-impact-of-web-traffic-on-newspaper-revenues-2016.pdf
https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/technology-media-telecommunications/deloitte-uk-impact-of-web-traffic-on-newspaper-revenues-2016.pdf
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Total digital ad revenue by company 

 

  Five technology and social media companies – Google, Facebook, Yahoo, Microsoft 

and Twitter – continue to dominate the digital advertising market, accounting for 65% of all 

revenue from digital advertising in 2015, or $38.5 billion out of $59.6 billion. This is slightly 

higher than the share generated by the top five companies in 2014 (61%). 

 

Top five companies account for more than half of total display revenue: 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  Of these, Facebook and Twitter in particular rely heavily on mobile for their digital ad 

revenue: 88% of Twitter’s digital ad revenue came from mobile in 2015, as did 77% of 

Facebook’s. Mobile ads account for smaller shares of digital ad revenue for Google and 

Yahoo (41% and 35% respectively), but mobile’s share is growing in both cases. 

   

Legacy media companies and digital startups alike must compete for digital dollars in 

an environment dominated by large companies like Facebook and Google. 

No comprehensive data are available for digital revenue going to news companies 

overall. Each legacy media fact sheet highlights whatever limited or anecdotal data exist, in 

order to provide as complete a financial picture as possible. Here, we do the same for digital 

news publications, most of which were born on the web, to gather clues about general trends 

in advertising, venture capital, philanthropy and other forms of funding that underpin this 

sector. 

The available data for many high-traffic digital news startups suggest that some are 

generating tens of millions of dollars annually in display and native advertising, in addition to 

multiple rounds of funding raised through venture capital. Some venture funding comes from 

investment firms that specialize in startups, while in other cases it comes from legacy media 

companies through their own venture arms. Below is a look at some of the larger digital 

publishers for whom recent revenue and investment figures have been reported: 

 Vox Media received a $200 million round of funding from NBC Universal in August 

2015, on top of an earlier $100 million from a group of investors including NBC 

Universal’s parent, Comcast. 

 BuzzFeed was reported to have generated at least $100 million in 2014 and raised 

$200 million in equity from NBC Universal in 2015. News reports in 2016 suggested 

that BuzzFeed had missed its 2015 financial targets, though representatives of the 

sitedenied the specifics of those claims. 

 Business Insider received $25 million in early 2015 from a group of investors led by 

German media conglomerate Axel Springer SE. A few months later, in September, 

Axel Springer bought a controlling stake in the publication, valuing it at $442 million. 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.hollywoodreporter.com/news/how-old-media-is-bankrolling-880941
http://www.hollywoodreporter.com/news/how-old-media-is-bankrolling-880941
http://fortune.com/2015/08/12/vox-media-comcast-nbcu-unicorn/
http://www.capitalnewyork.com/article/media/2014/11/8557366/buzzfeed-passes-100-m-revenue-2014
http://variety.com/2015/digital/news/nbcuniversal-invests-200-million-in-buzzfeed-1201572244/
http://variety.com/2015/digital/news/nbcuniversal-invests-200-million-in-buzzfeed-1201572244/
http://fortune.com/2016/04/12/buzzfeed-revenue-cut-forecast/
http://www.recode.net/2015/1/29/11558284/investors-think-business-insider-doubled-its-value-in-less-than-a-year
http://www.businessinsider.com/axel-springer-acquiresbusiness-insider-for-450-million-2015-9
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 The Huffington Post was reported to have broken even on $146 million in revenue in 

2014. 

 In addition, a number of major digital news publishers shifted their content strategy 

and focus in 2015 and early 2016, leading to structural and staffing changes that serve 

as indicators for the state of the digital news business: 

 Mashable shifted focus to entertainment video early in 2016, initiating a number of 

editorial layoffs. This was preceded by a $17 million round of funding led by Time 

Warner Investments in early 2015. 

 Gawker rebranded as a politics site in late 2015, eliminating a number of staffers and 

contributors who covered other topics. 

 For its launch in the spring of 2015, Politico Europe added a number of journalists to 

its staff, then, later in the fall, announced plans to double its size in 2016. 

 Yahoo announced in 2016 that it is working on a plan to cut at least 10% of its 

workforce. This restructuring is reported to especially affect its media properties. 

 

  Aside from these national publishers, a large number of smaller, often local, websites 

get by with substantially more modest annual revenue. 

 

  A 2015 survey of 94 local digital publishers, conducted by digital news consultant and 

researcher Michele McLellan in collaboration with the Tow-Knight Center for 

Entrepreneurial Journalism at the CUNY Graduate School of Journalism, found that while 

seven-in-ten of these sites reported revenue increases in 2014 compared with the prior year, 

fewer than half (47%) reported turning a profit. About another one-in-five (22%) said they 

had a steady flow of revenue but did not earn profit in 2014.  

  The total money coming into these types of publishers remains small, relative to other 

media. Two-thirds of the sites generated $100,000 a year or less in annual revenue in 2014, 

and about half (53%) generated $50,000 or less. 

Advertising does seem to be a key part of the revenue structure of these local 

publishers. Nearly three-quarters of the sites (72%) reported local advertising as making up 

half or more of their total revenue. Another 22% derived some revenue from local advertising, 

but also from membership, sponsorship, grants, donations or events. Nearly all (94%) of the 

surveyed sites sold traditional digital display advertising and about three-in-ten (29%) sold 

only that. 

Of the 94 sites surveyed, the majority (81%) were for-profit, while the remaining 19% 

were nonprofit. 

 

 

  

http://www.nytimes.com/2015/07/05/magazine/arianna-huffingtons-improbable-insatiable-content-machine.html?_r=0
http://www.politico.com/blogs/on-media/2016/04/politics-news-and-editorial-video-slashed-in-mashable-restructuring-221683
http://www.politico.com/blogs/on-media/2016/04/politics-news-and-editorial-video-slashed-in-mashable-restructuring-221683
http://www.capitalnewyork.com/article/media/2015/01/8561135/mashable-raises-17-m-new-funding-bi-gets-25-m
http://www.capitalnewyork.com/article/media/2015/11/8583319/gawker-charts-new-strategy-pivoting-away-kinja
http://www.capitalnewyork.com/article/media/2015/03/8564208/staffed-politico-europe-launch-april-21
http://www.capitalnewyork.com/article/media/2015/11/8582218/politico-europe-announces-expansion-plans-2016/
http://www.businessinsider.com/yahoo-is-prepping-to-lay-off-10-percent-or-more-of-its-workforce-2016-1?op=1
http://www.businessinsider.com/yahoo-is-prepping-to-lay-off-10-percent-or-more-of-its-workforce-2016-1?op=1
http://towknight.org/2015/07/the-2015-state-of-local-news-startups/
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The statistic shows annual digital and print advertising revenue of U.S. newspapers from 2003 

to 2014. In 2005, newspapers generated 2.03 billion U.S. dollars selling online advertising 

space and 47.41 billion U.S. dollars selling print ad space. 

 
Source: http://www.statista.com/ 

 

 

Digital news revenue: U.S. advertising by media 

 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

Digital news revenue: U.S. mobile advertising by ad type 

 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 

 

http://www.statista.com/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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Digital news revenue: U.S. advertising growth rates by type 

 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

 
Source: http://www.pewresearch.org/fact-tank/2015/06/25/why-a-mobile-news-startup-couldnt-survive-in-a-

mobile-news-world/ 

 

 

  

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
http://www.pewresearch.org/fact-tank/2015/06/25/why-a-mobile-news-startup-couldnt-survive-in-a-mobile-news-world/
http://www.pewresearch.org/fact-tank/2015/06/25/why-a-mobile-news-startup-couldnt-survive-in-a-mobile-news-world/
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Other interesting stats 

 
Source: http://www.digitalnewsreport.org/survey/2015/online-news-in-detail-2015/ 

 

 

 

 
Source: http://www.pewresearch.org/fact-tank/2015/06/25/why-a-mobile-news-startup-couldnt-survive-in-a-

mobile-news-world/ 

 

 

 

 

 

 

 

http://www.pewresearch.org/fact-tank/2015/06/25/why-a-mobile-news-startup-couldnt-survive-in-a-mobile-news-world/
http://www.pewresearch.org/fact-tank/2015/06/25/why-a-mobile-news-startup-couldnt-survive-in-a-mobile-news-world/
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Second Screen Phenomen – 2012 

 

  Mobile devices are transforming the news environment through the rise of the so-

called second screen phenomenon, in which users log onto the internet while also watching 

television. Although the practice goes well beyond news, it has become popular around live 

news events such as the U.S. presidential debates, election night and the State of the Union 

address. 

 
 

 
 

http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-

by-the-numbers/ 

 

 

 

 

 

 

http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
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Demogarphics stats 

 

 
 

Motivations for Following The News 

 

 
Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

 

  

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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Newspapers: Daily readership by ethnic group 

 

 
 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

  

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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Newspapers: Daily readership by education level 

 

 
Newspapers: Daily readership by age 

 
Source: http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 

http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/
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Source:https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20R

eport%202015_Full%20Report.pdf 

 

Pain points  

Editors: 

 handling agents,  

 authorizing content,  

 circulation management,  

 subscription management,  

 generating reports… 

https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
https://reutersinstitute.politics.ox.ac.uk/sites/default/files/Reuters%20Institute%20Digital%20News%20Report%202015_Full%20Report.pdf
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Readers: 

 too many links - correctly identified one of the biggest problems with current website 

iterations;  

 native advertising and sponsored content - consumers’ opinion of native advertising 

and sponsored content is fairly negative 

 modern technology for older readers (smartphones, tablets) 
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Top Online News Entities 

 

  The top 50 news websites and associated applications in January 2015 – based on 

comScore’s measure of total U.S. desktop and mobile Web audience – include legacy news 

outlets, digital-only organizations, and some international news brands. Even among the top 

10, though, total website and associated app audience varies dramatically – from roughly 130 

million at the Yahoo-ABC digital network to just over 50 million for the U.K.-based Daily 

Mail. At the bottom of this list, The Dallas Morning News attracted 7 million visitors in the 

sample month of study. 

 

 
 

  When it comes to the amount of time a visitor spends with a digital news brand, 

however, the desktop computer still holds sway. For just 10 of the top 50 digital news sites 

and their associated apps, mobile visitors spent more time per visit than desktop.4 Several 

legacy organizations are in that mix, including the websites of the Los Angeles Times and 

Chicago Tribune, as are a number of digitalnative outlets such as Gawker.com and Salon.com. 
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  For half of the top 50 outlets (25), desktop visitors spent at least 10% more time per 

visit than did those coming to the site or app on their mobile device. For another 15, the time 

spent was roughly equal. 

 
Source:http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-

intensify/digital-by-the-numbers/ 

http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
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Source: http://www.journalism.org/files/2015/04/FINAL-STATE-OF-THE-NEWS-MEDIA1.pdf 

http://www.journalism.org/files/2015/04/FINAL-STATE-OF-THE-NEWS-MEDIA1.pdf
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Source: http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-

intensify/digital-by-the-numbers/ 

http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
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Source: http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-

intensify/digital-by-the-numbers/ 

 

  

http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/
http://www.stateofthemedia.org/2013/digital-as-mobile-grows-rapidly-the-pressures-on-news-intensify/digital-by-the-numbers/


44 
 

Competition 

 

Newsmax.com 

 

 
 

DEMOGRAPHICS  

 

  Newsmax’s audience includes more than 4 million opt-in subscribers to our news alert 

emails. Unlike many other email lists, Newsmax email readers are a highly responsive, age 

50+ audience of baby boomers with a strong interest in health, finance, lifestyle, charity, and 

political offers. 
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Website stats 
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Source: https://www.similarweb.com/website/newsmax.com#pro 

 

 

https://www.similarweb.com/website/newsmax.com#pro
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Moneynews.com (http://www.newsmax.com/finance/) 

 

 
 

 

 
 

http://www.newsmax.com/finance/
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Source: http://wpc.2a95.edgecastcdn.net/002A95/mediaKit/NewsmaxMediaKit_Full.pdf 

http://wpc.2a95.edgecastcdn.net/002A95/mediaKit/NewsmaxMediaKit_Full.pdf
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Politico.com 

 

 
 

The fastest growing audience is politicos on the go. We receive 38 million page views 

per month across our apps and mobile site. 

 

  POLITICO’s reach spans well beyond Washington, engaging politicos around the 

world and across the U.S., including in heavily-populated states like California, Florida, 

Illinois, New York and Texas. 

 

 
 

 
 

Source: politico.com 
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Website stats 
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Source: https://www.similarweb.com/website/politico.com 

 

 

https://www.similarweb.com/website/politico.com
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 http://www.journalism.org/2016/06/15/digital-news-revenue-fact-sheet/ 

 http://www.digitalnewsreport.org/survey/2015/online-news-in-detail-2015/ 

 http://www.statista.com/ 

 https://www2.deloitte.com/content/dam/Deloitte/uk/Documents/technology-media-

telecommunications/deloitte-uk-impact-of-web-traffic-on-newspaper-revenues-

2016.pdf 
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