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industry that was all  supported just by  advertising and 

circulation and that' s not really the c ase, although I 

think an earlier spea ker did note that the run-up of 

classified over the last 20 , 30 years, did allow the 

industry to get a lit tle bit sloppy and not focus on 

those other efforts.  But I think it's important to know 

ase, workg a,nd noiand sens







1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

For The Record, Inc.
(301) 870-8025 - www.ftrinc.net - 

,



1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

For The



1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

For The Record, Inc.
(301) 870-8025 - www.ftrinc.net - (800) 921-5555

206

certain media sites could t hat that, my prior employer 

with ContentNext with paid content probably could charge 

for their content cov erage.  They do have a lot of 

competition.  

This rearranging from geogr aphy to topics is a 

difficult one for newspapers to underst and, but that's 

where the opportunity  probably lies, no t getting you to 

pay for their geographic concentration of news, but 

maybe paying for thin gs that are specialized.   We have a 

group in Cleveland ca lled MedCity News that is trying to 

do a syndicated model of news on the medical industry, 

but doing a deep dive  locally in the different 

communities where that matt ers, like Cleveland, like 

Minneapolis, like Bos ton, and taking th at content away 

from the local paper but sy ndicating back to them.  

I am intrigued by the concept of memberships.  

Pittsburgh Post-Gazette is trying to do this.  A lot of 

newspapers used to do this.   They used to give you 

reward cards, you got disco unts at restaurants.  The 

same thing can be done onli ne.  It creates that 

engagement, I think it fits nicely with Jeff's model in 

terms of the bear hug in your community.  Philadelphia 

has experimented with disco unts on books on their 

commerce site.  I think there are some commerce 

opportunities as well.  
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The idea of matching advertisers with content 

like Demand Media and AOL, I think it's actually very 

smart, it goes back even to  what Murdoch was saying of 

trying to get people the news they want.  I think the 

flaw in the model is what t his whole workshop is getting 

at, if you're trying to preserve democracy, giving 

people what they want  probably won't en d up with the 

kind of coverage that  most of you in this room really 

want to provide, and therein lies the real challenge, 

and that was the beauty of newspapers, which is the 

spinach was on the fr ont page and Britn ey was on the 

back page.  That continues to be a challenge, but again, 

it comes back to good marketing.  

On the commerce side, I don't expect local 

newspapers to set up their own commerce site, but they 

do exist.  My prior e mployer was in the commerce 

business, Marty menti oned earlier the e vent business.  

They're opportunities.  The Wall Street Journal has done 

a very good job, as h ave others in the conference 

business.  Unsuccessfully, my prior ehe comme nechd therein lies the 
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whether it's with Google or others, or DailyMe and 

others that are trying to aggregate, there will be a 

revenue stream there, but it won't be a very big one, 

and I'm surprised with all the time spent talking about 

it.  

I would mention the h ybrid model.  Print isn't 

dead.  Newspapers still sel l a lot of advertising, and 

if we can improve the  sales force, they can do a good 

job, but a lot of the new s ites that were being created 

that were meant to be online audiences only were finding 

that by printing they  still make most of their money.  

A great example is Politico , most of their money 

is being made in their print edition today, yet it's a 

very robust national website.  I can th ink in my home 

town of Cleveland, the Lake wood Observer and all the 

Observer editions the y've created was originally trumped 

up as a 24/7 website by adv ertising, they make all their 

money by printing eve ry two weeks, but they have a very 

robust website being supported by  the print edition.  

I talked about the cost sid e.  A lot of what's 

going on today that I think is exciting, it is 

important, it does get to things like Global Post, which 

is trying to get a consorti a of really strong, overseas 

reporters, it gets to ProPu blica, citizen journalism is 

sharing the cost, but it re quires the news industry to 
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laptops or meek members of a political movement or an 

arm of government.  

Some journalists even think  they deserve to be 

funded by the government, m uch like exhibits at the 

Natural History Museum, stu ffed and lifeless and on 

prominent display in a news room near y ou.  What we 

would be creating is a new class of content concubines, 

kept men and women who woul d depend on handouts for 

their existence.  

It is clear in the di gital world that there are 

two types:  The creators and the reverberator s.  The 

latter group is mostly an editorial.  The noise is 

sometimes alluring, but the y are neither composers nor 

musicians.  For a period, it  was hip to accept that all 

content should be free all the time, but there was a 

fundamental flaw in that ar gument.  It benefited those 

who distributed content, bu t not those who created that 

content.  

As a result, the cont ent landscape had to be 

changed.  An editorial war we had to wi n.  Our intent, 

at the start of the year, was to grow prompt and provoke 

a debate about the value of content, and then begin a 

second phase of debat e about how the va lue can be best 

realized.  

The third thing is to act on the most 
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intelligent ideas for  emerging models.  A phase that 

will continue the expediential evolution of the web.  

The character of content is again changing and it will 

not all be free.  What will the aggrega tors aggregate, 

and in the end what will be  referred to Google actually 

mean.  

There won't be much h aggling over the coming 

months, but that is as it should be.  N ew sites which 

are now free must re-examin e the worth of their assets.  

As Lauren said, their audie nce, their archive, their 

role as platforms.  Think creatively about what is a 

premium experience, so that there is a real distinction 

in the mind of the reader.  

We need to examine endlessl y how people use the 

web or their phone or a reading tablet and tailor the 

premium content to suit tha t preference.  We need to 

tier content and price acco rdingly.  Instead of the 

horizontal web as defined by  certain aggregators, there 

will be more va luable verticals.  

It is glib, but true, to say that there will be 

an ever-increasing role for  bloggers and citizen 

journalists, and for the world of the wicked, but the 

Internet age cannot j ust be the triumph  of amateurs.  

You don't need a sophisticated algorithm to prove that 

there is a clear digital deficit between the current 
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costs and the values of soc ial and commercial content.  

Thankfully, the era of content can't is almost over.  

Thank you.  

MS. DeSANTI:  Thank y ou very much, Robert.  

(Applause.) 

MS. DeSANTI:  Next we  will hear from Chris 

Ahearn, who has been presid ent of Reuters Media at 

Thomson Reuters since  2002.  In that position he 

oversees the publishing and distribution of news and 

information services to media and business 

professionals.  

Chris?  

MR. AHEARN:  Thanks, it's always daunting to go 

after Robert.  I only have a couple of minutes, so I 

will make this quick.  Firs t of all, journalism is not 

synonymous with newsp apers.  I think we're obsessing a 

bit too much on newspapers here for wha t it's worth.  

Second, journalism will definitely more than 

survive the Internet Age, it's going to thrive.  It will 

thrive as creators and publishers embrace the 

collaborative power of the 
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geographically like we were certainly in the overlapping 

area when you were pre-Inte rnet, but post one or two 

paper cities, in most major metropolitan areas.  

So, when it comes to aggreg ating, that's what we 

do.  We don't do really as much as a lot of other 

organizations do.  That's their business, it's not 

really our concern.  

The one thing I would say in terms of rules that 

we follow, obviously we follow the rules that our 

general counsel gives us, which is always a good place 

to start, and I think the basic ones are common sense.  

It's natural to do brief ex cerpts in the course of your 

own original reportin g, we report X, Y and Z, and also 

this other organizati on reported F.  

I think the key is, there are obviously the 

still evolving, but relativ ely straightforward fair use 

law, but it's much too expa nsive, as you can see from 

what a lot of other organiz ations get away with, and 

there's a much tighter definition  that we try to follow, 

which is a common sen se one.  Are we excerpting so much 

that there's really no good  reason why the reader would 

need to read th e whole thing?  

I think when you use that standard, it's very 

common sensical, and is ver y far straightforward than 

the 39-pronged legal analysis that our lawyers are 
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always trying to get me to 
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our product, is our product.  If you have described the 

details and use story, you have told news story, you 

just heard an example of excerpting as a means of 

destroying the value of a news story, and you heard Ken 

Doctor talk about the fact that over 50 percent of the 

audience don't click through to r ead the full story in 

our content with read ing the excerpt.  

The second is that mo st news content has a 

limited shelf life.  Those who invest in gathering news 

have a brief window to attr act audience while the news 

has immediacy.  

Third is that the commercia l value of individual 

works of news is only reali zed within the context of 

aggregations of many works of news.  

So, if you've grasped these three truths, you 

have understood the challen ges, the digital challenges 

faced by news publishers wh o invest in gathering and 

distributing individual news.  Once a publisher invests 

in putting news content on the web, all or portions of 

the content is republished or distributed by others, ad 

infinitum, at v irtually no cost.  

A consumer who browse s such republished 

information derives m uch of the value of the original 

news information, con veying the economic value of the 

content to the new publisher, the engines that bring 
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that audience to the content and the advertising 

networks that facilitate the itemization of that content 

off site.  While the original news gatherer and 

publisher of the works are left with the cost of 

creating those works, but o nly a fast shrinking 

opportunity to realize comm ercial value from their own 

publication.  

For the sake of so mu ch that this society holds 

dear, that cannot be allowed to happen.   Preventing it 

is primarily the obli gation of news publishers who must 

find new ways to connect wi th their audience and to 

discourage the unauthorized exploitation of their 

content.  The AP is going to  help them and how are we 

going to do that?  

Forming a cooperative of newspapers to tap into 

the efficiencies and opport unities promised by the 

telegraph, the Victorian Internet as so me people have 

labeled it.  The AP h as for radio, broadcast, 

television, cable television, wider and mobile web 

platforms.  Along the way the AP corporate governance is 

replete with examples of conflicts about how the 

distribution platform s might affect old distribution 

paradigms.  

Along the way, we have come to appreciate that 

what economists have characterized as economies of scale 
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education, or e ntertainment, depends on having the 

mechanism to choose how tha t content is distributed, 

used, and paid for.  That's  what copyright was invented 

for 300 years ago and that' s what copyright remains good 

for today.  

No one would seriously deny that the Internet 

has catalyzed the need for fundamental change in the 

media.  The dem ocratization of the mechanisms for the 

creation and rather more cr itically the distribution of 

content provide unprecedented opportuni ties for new 

entrants, and we'.0Wg
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by individual businesses, n ot confined to specific 

media, not telling anyone w hat their business model 

should be, but an open standard that's available to 

everyone to use.  

I will contend that i t's through the restoration 

and respect for the effecti ve operation of copyright on 
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but eventually we will get there with them on that.  

We produce a good hea lthy chunk of original 

content, really solid journalism on our content area.  

We're profitable, we pay fowitho
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experts out there that you get their expertise for free 

by calling them up on the phone, because they 'll talk to 

you because you have a good  audience, which you get 

delivered in part fro m some of the same people that 

you're upset about sending you that audience.  

So, free can work in a lot of ways.  Another 

example where free wo rks in a lot of ways is when we 

hear complaints that, well,  the aggregators or the 

search engines are taking c ontent and simply benefitting 

themselves off of it, the same newspapers, every 

reporter I ever talk to uses Google to research a story, 

and those sites that are ou t there that are not 

newspaper sites, they still  have good information.  They 

would like to get paid, too .  They're struggling along 

with ads and everything els e, they're figuring out a 

way, but the newspape rs aren't having to pay for it.  

So, I guess, and I've got 30 seconds, I would 

just really say that I have concerns ab out fair use as 

well.  I don't like it when  someone steals whole scale 

my entire content.  I try to exercise care when I am 

going to summarize so mebody's other article in the same 

way, not summarize too much that goes with it.  I don't 

think showing somebody's he adline is a violation.  I'm 

open to hear a discussion on  it that's reasonable to see 

where it goes.  But when we  also talk about the idea 
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that this headline is out and out theft, I would 

probably characterize it wi th another metaphor:  

Television is largely free,  and I don't hear anybody 

complain about television guides that list television 

channels and what's on and what's  going to be on their 

shows, and plenty of people will read s ome of those 

things and decide, I want to watch this show, no, not 

enough, I don't need to wat ch that show.  Nobody 

complains to TV Guide, you better drop our television 

shows out of that lis ting, out of that guide.  

So, I find it difficu lt sometimes when I see 

online metaphors, offline m etaphors being applied online 

and kind of get twisted aro und.  Anyway, I'll leave off 

to say I love journalism and I would li ke to see it used 

in more productive ways rat her than a lot of the 

rhetoric we tend to get.  

(Applause.) 

MS. DeSANTI:  Thank you ver y much.  I am having 

a very hard time resisting the impulse to dive into the 

many issues that have been raised, but Jeff Jarvis is 

going to give us some examp les now of business models 

that you have been ex perimenting with.  Jeff is an 

associate professor and dir ector of the Interactive 

Journalism Program At the C ity University of New York's 

new Graduate School of Journalism  and also he is the 
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author of What Would Google Do?  

MR. JARVIS:  If this were Congress, I would want 

to yield my time to either Danny or Robert, who do a 

better job than I do, but it's not Cong ress, so I'll 

grab it.  

I will mention in the  context of the link 

economy today, so I would w ant to mention just quickly, 

I think that it's important  to look at the fundamental 

changes in the business realities  of media, and they're 

not going back.  We talked about that today.  The 

Gutenberg Age has las ted for 570 years, you can sell the 

stuff in a certain way, God  bless it, it worked.  

We are in a new reali ty today.  In the link 

economy, versus the c ontent economy, all you need is one 

copy of something and  it's the links to it that bring it 

value.  

There are two content creations here.  There are 

two value creations:  The c reation of the content and 

the creation of the public for it.  They both bring 

value, and in a sense, I co uld argue that we should be 

grateful that Google doesn't char ge for the links, but 

it doesn't because it wants  to maintain its own 

credibility in this world.  

So, we have to rethink the link economy, which 

brings up a bunch of other imperatives, like staying 
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business people.  They don't know how to sell.  They're 

selling good old-time  ads.  They could be much better.  

The point is that that is a sustainable building block 

right there.  When you see this budding all over, I have 

all kinds of unemployed jou rnalists who are trying to 

start these things, a nd we want to try and help them do 

that so that they can have a sustainable model.  

The second perspective we looked at -- let me 

stand back.  I'm sorry.  So, the problem with the 

hyper-local model, we  think, is, first, there needs to 

be a better product mix for  what you're selling the 

advertisers.  They, like ne wspapers, don't do a great 

job of it, but second, and very importantly, there must 

be the creation of networks  that bring together value.  

That if a paper were going on the market, Whole Foods is 

not going to go around and find the bloggers themselves, 

someone has to create that value, whether it's by a 

whole metro-wide area , whether it's by a few towns, or 

whether, very importantly, it's by  an interest level in 

a market or elsewhere to aggregate thes e audiences and 

this content for business we  think is important.  

So, hyper-locals are number one.  

Number two is we believe there still is a new 

news organization.  It is much, much smaller.  It 

operates very differently.  I'm going to foil you 
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because they told me I shou ld go on for just a little 

bit longer.  But I talk really, really fast.  

So, the new news orga nization.  We hope that 

this is still an organizati on that does metro-wide beat 

reporting, does inves tigative reporting, which we still 

think will get news organizations' attention,  but it now 

operates in new ways.  Because of the link economy, you 

can operate col laboratively with this network, this 

ecosystem of other players.  You can do journalism in 

new ways, you can do journa lism together, in ways that 

we never could afford to do befor e.  There are many 

examples of that that I will spare you right now.  

So, that's the second  is the new news 

organization.  

The third is the fram ework, the framework that 

enabled these network s to form.  

Now, when we looked at  all this, we did not 

include in this, we m ade mention of publicly supported, 

not-for-profit journalism, and we basice
f
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less money.  It's much, much smaller.  

The mogul who says, I'm this big, isn't going to 

be that big anymore.  All right?  There are going to be 

a lot of little peopl e that add up to an ecosystem that 

we think is even bigger in journalism and we're 

optimistic.  

So, finally, why are we here?  I'm not sure.  

Because I am optimistic to a fault about the future of 

news and journalism.  The barrier  to entry into media 

has never been lower in the history of mankind.  We have 

more voices and more diversity of voice s in this country 

right now than we've had at least in more than a half a 

century.  

But what we do need is a level playing field, a 

level lawn, and my caution to you, I beg you, 

Mr. Leibowitz, stay o ff the lawn.  There are tender 

sprouts of grass here trying to grow.  If you, as the 

FTC, talk about nasty  aggregators and h ow we're going to 

deal with them, or nasty bl oggers, and try to bring in 

government regulation to that, I fear t hat you are going 

to, as the very name of this day says, surviving, 

journalism surviving?  Hell  no.  Journalism is 

prospering and growing and doing great things.  

If you're talking abo ut surviving, you're 

talking about the perspective of the ol d legacy players 
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who had a decade and a half  to get their act together, 

and they didn't.  The futur e of journalism is not 

institutional, we now know, it is entrepreneurial.  So, 

all I would ask is, stay off the lawn.  

(Applause.) 

MR. JARVIS:  By the w ay, one more thing, that's 

one thing appar ently today, we co uld have Rupert 

Murdoch, Arianna Huff ington, Steve Bril l and me agreeing 

on.  You can't imagine a more diverse group.  

MS. DeSANTI:  No, I really can't.  

So, what I would like to do  now is turn to Josh 

Marshall, we have obviously a whole discussion to go 

through in terms of the B2B model that Chris was talking 

about and that I suspect Sr inandan is thinking about as 

well in contrast to busines s to consumer subscription, 

but I would like to start out with some one who actually 

has been running a successful new busin ess now, and ask 

you, Josh, when you were going through this process of 

creating what has become Ta lking Points Memo in its 

current iteration, wh at did you find were keys to 

success, what would you adv ise people not to do?  

MR. MARSHALL:  Well, TPM has been around for 

almost ten years now, but i t's only been a business in 

the real sense when we have more than one person running 

it and all the rest that goes with the corporation being 
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technology suffuses an organizati on in ways that are not 

always immediately cl ear, looking at th e surface.  I 

think that's why, again, what happened with railroads 

and air flight happened.  

When I listen to these discussions, at one 

level, yes, everybody  knows that the In ternet is totally 

different and information is  distributed in different 

ways, and blah, blah, blah,  blah, blah, but when I 

really look at the way a lot of legacy news 

organizations, and by that I only mean one that existed 

pre-Internet and are now existing in some fashion on the 

Internet, when I look at th ose, I look at the ways the 

organizations the1.0007 Tw
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lot that we think of, still , as journalists, and I put 

my journalist hat on now ra ther than my publishers hat, 

as this is what journalism is.  You write it this way, 

it's this long, you have a lead and you grab it and 

stuff like that.  

And a lot of that is still how journalism is 

when you exist in a p rint-it-once-a-day -and-then-cannot- 

revise-it-model.  That suff uses most, I think, still, 

most journalists, in a lot of ways even still most 

journalism schools, idea of  what journalism is.  

I don't mean about verifying information, I 

don't mean about having qua lity sources, I think that 

all of the standards and integrity get taken over 

wholesale, but there's a lot about work  process, and 

just how you function that,  again, it's very difficult 

for legacy news organizations to have, and I see it even 

in some web native organiza tions, when they bring over 

too much of the conceptual lock, stock and barrel to the 

web.  

MS. DeSANTI:  Any things fo r people not to do?  

MR. MARSHALL:  Things not to  do.  You don't want 

to get me started.  

MS. DeSANTI:  Based on  grim experience?  

MR. MARSHALL:  Well, I think the reason we're 

lucky is that at a lot of critical junctures,  we didn't 
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have an old way of doing it  that we had to set aside or 

grow out of.  At every critical juncture, we had several 

things.  We had a pretty good understanding of the way 

news operates on the web.  At every point until quite 

recently, and still largely the case, very little money 

to implement with, and we w ere sort of like, what's the 

best way to come at this?  

So, I know that doesn 't address your question 

exactly.  I think the best I would say is for publishers 

and journalists to have a lot of conversation s where you 

take, maybe it's the -- and  look, I love the 5,000 word 

magazine article, it's a great thing and it would be 

terrible if it went out of existence, but to take the 

5,000 word magazine article, the 500 wo rd, 700 word A1 

newspaper piece and break it down, almost like with a 

flow chart, and say, okay, what p arts of this do we have 

because it came out of prin t?  A lot about a lead, a lot 

about how self contai ned an article has  to be, comes 

with the fact that it's growing out of newspapers.  

I think, again, we do that because most, a lot 

of our staff came into jour nalism not in web journalism, 

and that's something I do with reporters a lot.  Kind of 

 look, I love the 504 al0.0neede1x
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you have to make it more self-contained, you have to 

have fewer tiny references, a million different things 

like that.  

So, I think the one t hing I would say is to 

realize that the Internet d oesn't just change the nature 

of the news cycle, it  doesn't just chan ge the nature of 

how you monetize content, it  really goes into the 

nitty-gritty of journalisti c work process and 

organizational structure.  That's something in a lot of 

places when I see places that are havin g a hard time, it 

hasn't sunk in.  Even if it  has sunk in, it's very hard 

to change.  

MS. DeSANTI:  Thank you.  I think that's a sort 

of a model of forced efficiency is what you're talking 

about.  

Robert, I would like to ask you for your 

reactions to all of t hese conversations today.  

MR. THOMSON:  Well, my  conversation with Arianna 

before I came in?  

MS. DeSANTI:  Anything you want to share.  

MR. THOMSON:  Anything I want to share.  Well, 

look, I think obviously, Go ogle is an interesting issue, 

and I think Josh's presenta tion was excellent, but I 

remember listening to Eric Schmid t a few weeks ago when 

he suggested that many media executives were 
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morning from Mr. Murdoch th at he doesn't believe that 

advertising will full y support journalism in the future.  

Obviously, you all believe that charging subscribers is 

the right way to go, and you've been su ccessful with 

that.  Where are you on this business-t o-business issue, 

and more specifically, dealing with the  aggregators?  

This may get to your conversation with Arianna.  

MR. THOMSON:  Well, I think Jeff will recall 

that when something was pur chased by News Corporation, 

there was a great debate ov er whether the Wall Street 

Journal should go free.  I can't be precise.  If we had 

gone free, it would be 280,  290 fewer journalists now, 

of the Wall Street Jo urnal, I would gue ss.  Given that 

revenue stream that would h ave been destroyed.  

I think each news org anization has to think, I 

don't think it's right that the legacy business is 

something that holds many news organizations back and I 

have my own, partly because  the legacy business is still 

profitable, but each news o rganization has to think in 

terms of what is the value of content, but also the 

different means of delivering it.  

So, there isn't a sim ple B2B outcome, but I 

think what we've been sayin g clearly is whatever the 

outcome, if there isn't mor e value to, and distinction, 

ascribed to content, whatever you  do, there will be 
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think in all this has  been the idea tha t, well, if we go 

paid, then we can't also ha ve this search traffic coming 

to us and that's enti rely not the case with Google.  You 

can go paid and they will c ontinue to send the people, 

when they show up on your w ebsite, you can say, hi, if 

you want to read the article, you have to pay  for it.  I 

just continue to see comments and suggestions that, oh, 

if we take our content down, that's going to get us out 

of Google.  There are so ma ny options that you have if 

you want to get that traffi c and play around with it 

more, and I just wish  more people would actually 

understand that they have these kinds of options.  It's 

not a light switch, on or off.  

MR. THOMSON:  Though historically, Google hasn't 

indexed paid content in the same way th at it's done its 

free content.  

MR. JARVIS:  They've said they will and they 

will, the problem is you ge t fewer links and clicks and 

therefore, because wh at makes the page rate works is us, 

and if we can't get to it, you'll get l ess attention.  

MR. THOMSON:  That's the quantitative rather 

than qualitative.  Not the quality, but that's the 

quantitative rather than the qualitative.  

MR. JARVIS:  It's still at the end of the day, 

is where do you land on search results?  A company in 
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Germany just did a survey of German companies that if 

the 180 publishers who sign ed the Hamburg Declaration 

all dropped out of Google t omorrow, what impact would it 

have?  Those publishers app eared on the first page of 

the search result, the only  really valuable spot, five 

percent of the time.  On th e first result, four percent 

of the time.  Who app eared three times more?  Wikipedia.  

MR. SULLIVAN:  But I mean, you could be 

incredibly smart with  what you do, too.  You could take 

your very in-depth article that's got to  be paid that 

you know will get to Google but perhaps it may not rank 

as well because part of what Google is looking at is 

what people will clic k on.  So, then you also take your 

own blog and do to your own  content, what you're upset 

that some bloggers may do, and you summarize the stuff 

using your own judgment abo ut what you want to 

summarize, pull in so me people and then  continue to then 

say, hey, there's even more  stuff that's out here, bring 

them in further if you want to.  There's just more 

experimentation to be done.  

I'm anxious to see you try it.  I don't mean 

that mean, I just don't hav e a problem with paid content 

being out there.  Like I sa id, I've run it before.  I 

think it's a great so lution in many ways.  

MS. DeSANTI:  Well, so far what we have heard 
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today, I think is that spec ialized professional news 

certainly, and that's the kind of news that gives you 90 

percent of your revenues, Chris, people will pay for, 

and as Lauren pointed out, people will pay for the Wall 

Street Journal because it makes a big difference to them 

to have the informati on that's in there, in terms of 

their financial status.  

Now, the question is, it se ems to me, how can 

you charge for conten t that is more general by its 

nature and that leads me to  ask you, Srinandan, what 

you're thinking about  at the AP.  

MR. KASI:  Well, we'v e got a particular problem 

in that we're not a retaile r.  We're a wholesaler that 

has a retail base that has all over the map.  So, a 

story that's free on one place has basically eliminated 

the possibility of paid elsewhere.  

So, actually, I agree with Robert and Chris, 

that it's an "and", that's a conclusion, I think it's 

one of the lack of -- we were not imagi native, I think, 

in the nineties.  We thought of content as one of 
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So, I think we're trying to -- I sympathize with 

the Associated Press, believe it or not, I do greatly, 

because you are stuck, unable to have a brand and 

monetize that.  

MR. KASI:  I just want to correct one notion.  

The idea that we simply rewrite is simply not true.  

There is independent, the A ssociated Press has a 

governance structure where the members actually 

contribute content, a nd that actually g oes to start up 

this news narrative, if you will.  We then follow up 

with our own journalism.  

So, the idea is it's a construct that goes back 

to essentially saying, how can yo u break news faster?  

Well, if you have a pool to  which people subscribe, you 

can start up the brea king news cycle faster.  

That said, the memo that you're referring to is 

about the fact that we may continue to tell stories in 

second and third day or sec ond and third hours, in some 

instances, when the n ews cycle has faded.  So, a lot of 

our efforts is aimed at understanding, where is the 

audience?  How are we serving that audience?  

So, in a way we are t rying to do all the things 

we're talking about, but I can tell you that it's not 

about cutting out links.  

MR. JARVIS:  I wish you would link to original 
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sources more.  

MR. KASI:  It's partly a technology situation.  

You will start to see a lot of that happen.  If you 

follow our AP model product, which is o ff one of the New 

York platforms, you will se e a very different product 

offering than on the web.  

MR. AHEARN:  Just in fairne ss to the AP on this, 

you have come at me with that one, too, Jeff.  It is a 

technical issue by th e history of how wire houses were 

architected to get ev erything out quick ly in a flat 

format as opposed to a rich  mark-up format.  So, you 

will be seeing changes, and  from all players.  

MR. JARVIS:  Good.  

MR. MARSHALL:  Can I add on e quick point here?  

MS. DeSANTI:  Go ahead, Josh.  

MR. MARSHALL:  In a l ot of these discussions, I 

find myself more on the sid e of the traditional content 

producers, but on thi s question of AP all being original 

work, I mean, that's just not true.  That doesn't mean 

it's not valuable.  It's hu gely valuable, but believe 

me, I, like every other publisher, know lots of examples 

of stories that we br oke and that ended  up being AP 

stories.  Frequently without any mention, maybe because 

the AP, maybe because the r eporter saw it as the sort of 

the third generation or som ething like that.  But I do 
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think that there is more of  an ethic online of linking 

to the story, not which is necessarily the aggregated 

story, although sometimes t hat's the case, it's the 

story that got the reporter on the track, and then added 

some original reporting or added some commentary or 

something.  

It is certainly the c ase that stories that 

exist, and this isn't  picking on the AP , it's across the 

board, and everybody does this.  So, I don't think 

there's anything wron g with this.  There are very few 

stories that are birthed vi rgin out of people's head.  

You get leads in  different places.  

So, I do think some of the appearance of 

aggregation is inflated on the we b, not to say there 

aren't a lot of real problems and even a lot of use of 

practices, but is inflated,  because in the more 

traditional format, you jus t don't see where it came 

from.  You think the byline person came  up with it on 

their own, which is often n ot the case.  Not that it's 

not very valuable, bu t very few things are truly de 

novo.  

MS. DeSANTI:  I want to thank Mark Bide very 

much, he has to catch a fli ght, so we are going to 

release him, but thank you very much, Mark, we 

appreciate you being here.  
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guys touch, I assume it's more than 10 percent who 

become subscribers ov er time, and I think that's a 

failure of the imagination to tak e the big lump and say, 

back to the examples that Lauren was giving, the Green 

Bay Packers, following the New York Yankees, following 

this, following that, those  are the opportunities.  

You'll get far more t han 10 percent.  

MS. DeSANTI:  Okay, l et me just ask if there are 

other concluding comm ents that anyone w ould like to 

make?  

MR. JARVIS:  Of cours e.  I think we've talked 

too much about revenue lines, trying to replicate old 

revenue lines in the new wo rld and we've got to talk 

about the entire P&L.  We'v e got to talk a lot about 

cost.  There was an i ncredible waste re plication from 

modification in this business and there's a lot of pain 

that goes with that, and I don't say this with any joy, 

but I do see journalists wh o are leaving their fairly 

commoditized jobs and obtai ning specialized jobs and 

there is an opportunity the re to serve the community 

better, and mor e communities.  

We also need to talk better about the 

advertising.  One rea son I think that Google has 

succeeded in advertising ve rsus newspapers, we talked 

about earlier, Lauren did, about a lack of innovation, 
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director of the Insig ht and Research Ce nter For Media 

Design at Ball State University.  He has worked in media 

research and consulting for  20 years, advising 

multinational corpora tions, media owner s and government 

agencies on strategic marke ting and communications 

issues.  

Mike?  

MR. BLOXHAM:  Good afternoo n.  It is, indeed, 

getting on in the day , and what can be worse than 

somebody who comes at you and mentions words like 

researcher data, I'm sure a thrill of anticipation runs 

up your spine as we speak.  Which is why, incidentally, 

researchers need to first t alk about delivering insight, 

valuable insights.  So, wit hout further ado, to valuable 

insights. 

My presentation is entitled  Mapping the Modern 

Media Ecosystem, acti vity ends at a presentation title, 

especially as the day  wears on.  But really the reason 

I'm going to take you throu gh snippets of data from a 

very large study, or in a couple of studies, actually, 

in my 15 minutes of glory, is that no real discussion of 

business models, consumer-f acing business models, 

particularly with regard to media, can really 

meaningfully take place wit hout a deep understanding ofce wit
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each other, in people's dai ly lives, and this is 

extremely important, becaus e, of course, news is now, as 

many people have already alluded to today, such an 

incredibly cross-plat form business.  

Indeed, there is no such thing as a TV company 

any more or a newspaper bus iness any more, everybody is 

at least into two or three different platforms where 

they have two or three capi tal investments and aspire to 

significant capital returns.  

One point, by the way, the data that I am going 

to show you, rather t han try to take to o many notes, I 

am going to give a web addr ess at the end of this 

presentation where th ere is probably mo re data than you 

could ever wish to see base d on some of this research.  

One other point I'll make is  only a reference to 

the Gutenberg Bible, and Jo n Leibowitz said he wasn't 

certain what happened to th e monks that had previously 

written and illustrat ed those tomes.  There is one 

theory that says that  most of them were wiped out in the 

various plagues that afflic ted Europe, which depending 

on the estimates you go by,  either took care of 30 

percent or two-thirds of European popul ation, many of 

which obviously turne d out to be literate monks, and as 

literacy was in short supply at that po int, there was a 

somewhat crisis driven need for innovat ion, which the 
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theory goes led to, among many other th ings, perhaps the 

Gutenberg press.  

Now, of course, this can't be proven, but if we 

go with it, but perhaps we can say the crisis that the 

news industry is arguably in at the moment or heading 

towards in some dimension m ay actually yield some as yet 

barely perceptible in novations that are going to show us 

what the future of jo urnalism really is.  

I actually don't think this  is a huge crisis, I 

actually think this is just a really good time to be 

thinking around this space and work in this space 

without further -- I say wi thout further ado, that was a 

very long introduction for a lot of do.  

A lot of the stuff we talk about is silo 

research, what we und erstand or what pe ople tell us how 

they consume media.  We know that peopl e can't tell us 

wholly accurately wha t they do, we're simply not capable 

of it as beings, particularly when you start to talk 

about a range of diff erent media, or what we call 

concurrent media expo sure, using more than one medium at 

once, or several.  

We are simply not capable of  it, nor are we even 

capable of being consistently wrong.  We have analyzed 

this sort of thing from various research projects and 

analysis of different data taken from different sources, 
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but from the same peo ple at the same time in the same 

place and we've found that really you can't rely on 

people being 22 percent out  in their reporting, either 

too much or too little time  is spent with different 

media.  They're just wildly wrong and i t's not a basis 

for decision-making.  

Which is the key when you're talking about the 

issue of advertising in media, whether it's news media 

or any other, because  advertisers obviously need to go 

through this issue, this ra ther annoying issue of budget 

allocation.  Where do I put my money on the basis of at 

least a semiformed estimation to get a good value in 

terms of investment.  

The other fact we have to deal with is, of 

course, conventional wisdom, no sector of our community 

is free entirely of convent ional wisdom, and a lot of 

that comes out in thi ngs we are all ver y familiar with.  

People say that nobody read s newspapers anymore.  It's 

very easy to say.  It's also rubbish. 

It's all about online.  It' s not all online and 

we are going to be talking about that very shortly.  But 

what is more prevalent than  other things and what parts 

of the population?  Mobile is where it's heading, 

certainly a lot of activity  in mobile, it's going there, 

but where are we right now and at what rate are we 
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heading there and again wha t type of behaviors are being 

manifested with mobile.  
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relevance of content over c hannels, something which I 

think has been talked  around as we've gone today and 

we'll talk about bran ds, no doubt, in t he panel later.  

Also the relevance of news to advertisers, and 

for that matter, the relevance of  advertisers to news.  

Enough has been said about that I think already as we've 

gone.  

So, here's one of the sorts of outputs that you 

can get from the type of research I'm going to talk 

about in a moment.  We need  to understand things like 

this.  Now, this is f rom a study we actually published 

in 2005, it's not current d ata.  It's the latest 

analysis of this type of data that we have, but it's 

showing, for example, in th e top chart, the percentage 

of a sample who accessed on e news-carrying platform or 

another in a given hour of the day from 6:00 a.m. in the 

morning until 11:00 p .m. at night.  

So, what's the percentage of this particular 

population that were actually using news?  Blue line, 

which gets highest, of course, unsurprisingly is 

television still remains th e 800-pound gorilla in the 

media room.  The lower char t is actually what we think 

of the duration.  How long in any given hour were they 

using it, on aggregate.  No w this is aggregated across 

an entire week.  You could do this for weekends, 
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weekdays, and also for different demographic groups.  

But this sort of data is ex tremely hard to come by if 

you're thinking about it fr om a single source, i.e. one 
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(Applause.) 

MS. DeSANTI:  Thank y ou very much, Mike.  

Next we will hear from Susan Athey, who is a 

Professor of Economics at Harvard University, she 

advises businesses an d governments on t he design of 

option-based marketplaces and she curre ntly serves as a 

consultant to Microsoft in the role of chief economist 

focusing on online ad vertising markets.  

Susan?

MS. ATHEY:  Thanks ve ry much.  I am very 

grateful to the FTC For inc luding me in the program 

today.  

I am speaking today w ith my academic hat on, 

reporting on economic  theory models tha t I've studied in 

my academic work, and as su ch my comments don't reflect 

the views of an y institution.  

What I would like to do today is to spend my 

time laying out some econom ic concepts that sometimes 

get confused in contemporary discussions in the media in 

the hopes of making the policy discussions more precise, 

and I will be trying to rea ct to a number of the teams 

that came up during the day today.  

The first set of econ omic forces that I think 

are important to clarify an d understand are sort of 

really basic econ 101  forces in the news media business, 
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basic supply and demand.  But they're a ctually quite 

confusing in this marketpla ce, because there are many 

constituents, and the  effects can be quite subtle.  

On the supply side, in particular, there's often 

confusion about the number of websites or the available 

space versus user retention.  User retention in the end 

is fundamentally limited, and we can have the number of 

websites growing with out bound, but consumers aren't 

going to spend 30 hours in a day viewing advertising.  

So, that's a really fundame ntal constraint that I think 

gets less attention t han it should.  

Commentators also mention t hat new sites don't 

need new Internet traffic, but th ey may not be exactly 

precise.  Advertising  dollars in princi ple should follow 

the users if the users can be identified, understood and 

duplicated.  Duplicat ed advertising can be avoided.  But 

advertising in practice are moving more  slowly, but 

there's a reason to think as  the industry matures and as 

we get better at meas uring and understanding the 

effectiveness of online adv ertising, that the dollars 

can follow the users.  

The second set of economic forces are sort of 

more modern economics, the economics of platforms 

markets, where platforms bring together groups like 

users and advertisers , and often one group like users or 
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Those two, those two ways will get you out of 

the problem.  Of cour se, cutting costs, trying to 

embrace free content, I think Arianna talked about that 

quite eloquently, growing t hat itself involves large 

fixed cost investments, oft en.  Making better quality, 

more unique content is actu ally quite expensive.  That's 

going to create strong pres sure for consolidation, and 

for concentration.  That implies that r egulation from 

entities like the FTC will play a central role in how 

the industry develops , but the pressure is going to be 

there.  

In response to Rupert Murdo ch's comments this 

morning, I thought it was k ind of interesting why people 

should pay for content, in some sense the economics says 

it doesn't matter that the content is expensive to 

produce, nor does it matter  that it's valuable to 

consumers.  Google and Bing are valuable, they're 

expensive to the tune of a couple of billion dollars, 

but the business model is t hat they should be free, even 

in Europe where Google has 95 or 98 percent market 

share, depending on the country, they don't charge for 

search services.  

Now, part of that, it's just like the classic 

Yellow Pages, when the Bell  had a monopoly, they didn't 

charge for the Yellow  Pages.  It was better to get the 
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Yellow Pages in front of more consumers and monetize 

with advertising.  

Of course, what does matter  in this calculation 

of whether you would charge, you don't charge for the 

Yellow Pages, because  it's so much more  valuable to get 

that book in front of the consumers, the advertisers are 

willing to pay for it.  

For some content, if you're differentiated 

enough, and if charging doe sn't decrease your consumer 

base enough, and if reducin g your consumer base won't 

cause your advertiser base to go away, then perhaps it 

makes sense to charge, and the Wall Street Journal, of 

all publications, fit s those conditions the best, but 

unfortunately, not a lot of other  content has all of 

those characteristics , and so it doesn't strike me as 

the solution that's going to help the great mass of the 

news media.  

So, here's a slide th at sort of represents a 

picture of the old world.  The publishers are going to 

deliver a well understood, stable , tailored audience to 

advertisers.  The advertisers know what  they're getting, 

they understand it, t hey learn it, they  can measure its 

effectiveness, and the newspapers have little 

competition across cities f or either consumer attention 

or advertising dollars, and in some sense, you can think 



1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

For The Record, Inc.
(301) 870-8025 - www.ftrinc.net - (800) 921-5555

280

of the old newspapers havin g a monopoly over their 

consumers, they had high ma rgins and we had regulatory 

oversight to try to prevent  them from getting even more 

concentrated.  

So, now here's the first picture of a new world, 

and what I'm going to do is  bring in different features 

of the new world one at a t ime to try to isolate their 

impacts.  

So, the first change I want  to focus on is the 

change from online browsing, we call it multihoming in 

economic theory.  You're vi siting multiple places.  

So, what does that do?  Well, the first thing to 

remember, again, is that co nsumers still have limited 

time.  So, there's still a constraint on the amount of 

ad space that's available.  The effective ad space.  The 

consumer is only going to be  reading news a certain 

amount of time a day, it's just they're dividing that 

time among a larger set of outlets.  

So, what does that do?  It's going to, in 

principal, reduce the effec tive supply, because as 

consumers move around the w ebsites, they can see the 

same ad twice, and the ad impressions are less 

effective.  In additi on, the publishers no longer know 

their users, and so they do  a much worse job matching 

the ads to their pages.  
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So, when you think ab out why the web surfing 

traffic is not monetizing as well , a lot of it has to do 

with the fact that you don't understand  your audience 

and that advertisers don't unders tand the audience and 

it's much harder to do the matching.  

On the advertiser's side, the advertisers have 

fixed costs of engaging wit h publishers and learning 

their audience, and so as consumers mul tihome, not all 

advertisers will comp ete to appear in front of all 

consumers.  That's going to  reduce the demand, in a 

sense, for advertising.  

On the publisher competitio n side, we've got 

increases in competit ion on both sides.  On the consumer 

side, you have to compete f or your consumers, and that's 

going to potentially require greater investments.  What 

we're going to see is peopl e trying to spend more to 

grab market share awa y from each other, at the same time 

that's going to have econom ies of scale, and again, 

create pressure for concentration.  

On the advertiser side, now  we've got different 

outlets, multiple outlets who all see the consumer in 

basically the same context and the same space.  

So, instead of the Wa shington Post having a 

monopoly on Washington consumers, there are lots of 

places to reach those Washi ngton consumers now, and that 
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puts downward pressur e on price.  

What does this all add up to?  Lower ad prices, 

less efficient advertising and redistribution of 

eyeballs towards those who provide attractive content 

which creates greater  concentration at the high end.  

Of course, that's jus t multihoming against 

existing media.  One of the big problems we have for the 

publishers, or bigges t perceived problems, is the advent 

of all this other content, which is going to compete for 

eyeballs.  I agree that thi s is a big problem.  If you 

lose eyeballs, you're  going to lo se customer attention 

and that's going to be very bad for revenue.  

On the other hand, we have to think about what 

the nature of that competit ion is coming from.  If 

things like blogs and YouTu be and Facebook take people's 

time but actually doesn't p rovide effective advertising 

space, in a sense it's redu cing the effective supply of 

advertising.  If people are substituting away from 

places where they used to s ee effective ads and now 

they're spending time in context where advertising is 

not as effective, in fact, that can be good for prices 

for the remaining media.  

Of course, as several  other speakers 

highlighted, that's o nly part of the pr oblem.  The other 

ways that users are multiho ming can lead to unbundling 
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If the platform is making the match and creating 

the value, if they know you r consumer and not you the 

publisher, what's going to guarantee that you receive 

the value?  

Finally, our best friend in this room, Google 

News, hits the scene, and c omes between the consumer and 

the publishers.  What 's the role of the  aggregators?  As 

we heard from Google earlier in the day, the aggregator 

model attempts to search a large number of sources and 

redirect traffic to t he publishers sites.  In terms of 

ranking, one thing that I k now very well from working 

with search engines is how data intensive and how 

difficult it is to provide good rankings.  So, use user 

feedback and find exa ctly the right content to put at 

the top of the screen.  

It's natural for a co mpany like Google to be in 

that business, search engines are pros at that.  Another 

thing that an aggrega tor does is it has  a limited number 

of links to show and that's going  to make publishers vie 

to get those coveted links and to get that traffic, 

which, of course, is not so great for publisher 

bargaining power if they ha ve any designs on sharing in 

revenue streams and so on.  

So, competing aggregators can potentially give 

publishers more barga ining power, at le ast very large 
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monetize.  So, that's  where the ad platforms can come in 

again.  The ad platfo rms are going to try to help save 

you from the problem created by the aggregators, okay, 

but we have to hope that th e ad platform that saves you, 

in fact, is going to share the rents with you in a 

competitive way.  

So, just to sum up, some of the economic forces, 

again I tried to make it in  a stylized way to try and 

hold in mind as we're tryin g to sort all of these 

arguments.  Econ 101 in the Internet, there are 

fundamental constraints of supply and demand don't 

change.  In particula r, the consumer ti me in the end is 

limited, so there's not jus t an infinite amount of 

supply out there.  

Technology is going to change efficiency, it's 

going to change competition, it's going to make 

publishers face compe tition on all angl es.  They've got 

competition for consumers, they've got competition for 

advertising dollars, they'v e got aggregators competing 

with them to own the consum er and they've got ad 

platforms competing with th em to own the information 

about the consumer.  

So, they've got multifaceted competition, 

everywhere they look.  The ad platforms will create 

amazing efficiency, but the y will change the effective 
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supply and the effective de mand.  Competition will be 

key.  The aggregators poten tially will own the eyeball 

and the informa tion, there's going to be strong 

economies of scale, which is going to make it difficult 

to enter and compete with t hem.  They're going to 

encourage the use of ad platforms, and so again, 

competition is going to be very important, and publisher 

scale is going to help publ ishers bargain for rents, 

which will, again, cr eate regulatory issues.  

So, I think it's very salient that the FTC is 

trying to bring all t hese issues together in this 

conference, because it looks to me like they're going to 

have a lot of work to do in the coming years.  

Thanks.  

(Applause.) 

MS. DeSANTI:  Thank you very much, Susan.  I'm 

not sure whether we should be happy or alarmed by your 

predictions.  

Next we're going to hear from David Evans, who 

is an economist who holds academic posi tions at the 

University of Chicago Law S chool, where he's a lecturer, 

and at University College London where he is executive 

director of the Jevons Inst itute For Competition Law and 

Economics and a visiting professo r.  He is also a 

managing director for  LACG, an ec onomic consulting firm, 
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and he has authored or  edited seven books.  

David?  

MR. EVANS:  Thank you  very much, Susan.  Thanks 

a lot to the FTC, to Chairm an Leibowitz and to you for 
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get back to that in a little bit.  

So, let me give you a quick overview of how I 

come to this.  So, again, you've heard all this, but the 

growth of the web has incre ased the supply of content, 

has increased the supply of  ad space, had diverted 

viewers and advertisers fro m newspapers, and as we've 

heard it's reduced advertising prices.  

It gets worse, and I have to  disagree with Susan 

just a little bit, be cause we're going to get more web 

apps, there are alrea dy more web apps o ut there and a 

portal that we have mobile phones, and yes, there's a 

limited amount of time in t he day, so I agree that we 

only have 24 hours, but my guess is at least some of the 

people in the room, at least the younger people in the 

room, probably check their Facebook pages or do 

something like that on thei r mobile devices.  So, I 

think there's at least some increased supply of 

advertising space that we'r e going to see.  

Traditional journalism, tha t's going to decline, 

because advertisers have ot her options available to 

attract viewers, and I agree with Susan  that if we try 

to increase prices, demand is pretty elastic here, we're 

starting from zero, y ou raise prices, t here's going to 

be less demand for journalism.  So, journalism is going 

to go down.  
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then sold to the advertiser s, and that's basically what 

the business is.  The newspaper or the ad-supported 

business is essentially a m atch-making service, it's in 

the business of trying to figure out ways to match 

content and advertisers, it's in the match-making 

business.  Whether it's ver y efficient at that is a 

question, there is the jour nalism side and there is the 

ad side, we've already heard some  of the speakers point 

out that they are not all that well int egrated and maybe 

that's one reason why they' re not a terribly efficient 

intermediary.  

The traditional journalism business, and by that 

I mean, kind of what we do today, in pr int newspapers, 

it's mainly an input into produci ng the viewers for the 

advertisers, and it's not s omething that generates a lot 

of revenue directly.  The quantity demanded of 

journalism that we see toda y reflects prices that are 

essentially between f ree and low.  So, that's kind of 

where we are.  

So, with that, kind of as background, what's 

happened to the newsp aper industry?  We ll, now I'm going 

to show you, maybe in a dif ferent form, some of the data 

that you've already heard t oday.  So, first of all, 

there's been a massiv e increase in advertising space on 

the web.  So, we have an increase in th e space, again, 
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the question.  

What are the conseque nces for traditional 

journalism?  Well, if the downward spir al continues, 

then traditional jour nalism, I suspect, kind of wanes.  

If the demand for tradition al journalism is reasonably 

elastic, starting from a price of zero,  you raise the 

price, then maybe Rupert Mu rdoch will get people to pay 

money for, what is it, New York Post and things like 

that.  Maybe he will get pe ople to pay money for that.  

But my guess is the demand is going to be smaller once 

you start raising the price.  

Either way, it's very  difficult to see how 

traditional journalism isn' t going to sh3710tue
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further depression of advertising prices.  

So, new space will su ck even more advertisers 

and viewers from traditional media, tha t's going to 

further depress advertising revenues in newspapers and 

other media, I suspec t, and that's goin g to further 

reduce the demand, I suspect, for traditional 

journalism.  

So, what is the future of traditional journalism 

and media?  Just very  quickly, I think traditional 

journalism shrinks a lot.  So, if we're talking about 

investigative reporters and we're talki ng about this 

model where I have an edito r and I have a bunch of 

reporters and photogr aphers and so forth, that kind of 

labor-intensive model, it's really hard to see how that 

isn't going to shrink, and it's also very hard to see 

when you look at what's hap pening to the online world 

and the innovation that's o ccurring there, that that 

model is going to get trans ported over.  Print 

newspapers, they shrink, too.  My guess is we'll end up 

with some scale driven properties, some really big 

newspapers, and we'll end up with some niche properties 

and then a lot of the
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So, we ought to at le ast think about the market 

failure question.  The one thing I do worry about is 

mixing up market failure with nostalgia.  So, 

personally, I would j ust love it, Jon, if you could give 

me my six-pound New Y ork Times for $2 on Sunday morning, 

if you could give tha t back to me, I would be very 

happy.  Whether that's a ma rket failure, I'm not so sure 

about.  

Then, this is the pun ch line that Professor 

Jarvis took away from me, I think the one thing that a 

lot of us do agree on, is that by and large, by and 

large, we ought to rely on the market to sort all this 

out.  There are lots of entrepreneurs out there doing 

lots of exciting thin gs, there are going to be lots of 

interesting ways to meet co nsumer demand, and by and 

large the default position ought to be that we ought to 

try to let the market  kind of sort this  out over the 

coming years, but the  FTC, I'm sure, st ill has a little 

bit of work to do.  

Thank you very much.  

(Applause.) 

MS. DeSANTI:  Thank you very much, David, I will 

ask the next panelists to c ome up.  That was a terrific 

summary to set us up for the last panel of the day:  

Online Advertising and Consumer Demand Trends.  
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the old-fashioned way and I pay for it and I read it on 

the train when I go to work.  My husband reads it 

online.  So, I guess what s omebody said earlier, he's 

reading the free version an d I'm reading the one you pay 

for.  I may not agree with everything I read in the New 

York Times, but I def ine myself, people define 

themselves often by brands.  So, if they're wearing a 

Rolex or G470w 
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is a key kind of content th at consumers turn to the 

Internet for.  

If there wasn't news online, I think there would 

be a lot less demand and a lot less usage of the 

Internet.  You can look at University of Southern 

California, the Annenberg S chool does a study there 

every year and in their '09 study they found that 

consumers spend 53 minutes per week reading newspapers 

online.  

So, we saw all the st ats how offline readership 

of newspapers is declining, but that's the highest level 

the Annenberg study has eve r found, up from 41 minutes 

in 2008.  

A company called Akamai is to help facilitate 

the delivery of Internet co ntent, they make the Internet 

perform better and th ey track traffic to online news 

sites and they have found t hat some of the very biggest 

traffic peaks they have eve r tracked have been related 

to specific news events sin ce 2005 when they started 

tracking traffic to news sites.  

The biggest traffic spike they've ever seen came 

in November of 2008, the night of the election, about 

8.6 million visitors per mi nute were hitting online news 

sites.  So, the infrastruct ure of the Internet these 

days has to be designed with news in mind because it's 
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really the kind that's kind of stretching the 

capabilities of the medium.  

The second thing I wanted to talk about was the 

importance of advertising to  the Internet economy.  The 

IAB puts out a study twice a year that looks at online 

advertising revenues, and for 2008, abo ut $24 billion in 
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Democratic expressions, civ ic engagement and consumer 

protection in the dig ital media era.  His book, Digital 

Destiny:  New Media and the  Future of Democracy examines 

the threats to the public i nterest from both old and new 

media consolidation, and he is currentl y writing a book 

about global interactive ma rketing and its impact on 

society.  

MR. CHESTER:  Thanks very much, Susan.  I want 

to thank the FTC, I want to  apologize for my back facing 

some of you.  

I want to say that we fully support the FTC and 

the FCC and the Congress and the admini stration engaging 

in policy development to ensure that journalism, 

regardless of platform, sur vives and thrives in the 

digital age.  

There is a market failure.  There was a market 

failure when Edward R. Murr ow gave that famous RTNDA 

speech, there was a market failure when Paddy Chayefsky 

wrote Network, that was diagnostic, that was not 

predictive only, and anyone who h as witnessed the 

cutbacks as a result of media consolidation and 

deregulation and all the lobbying that went on at the 

FCC during the 1980s and the 1990s and looked at the 

cutbacks in news rooms, the  closing of the overseas 

bureaus, the cutbacks in investigative reporting.  
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advertisers to further dictate editorial content and we 

need to be concerned about it.  

Thank you.  

MS. DeSANTI:  T hank you, Jeff.  

Next we will hear from John Meyer, he is the 

director of Digital Media f or WTOP and Federal News 

Radio where he is responsible for all of the station's 

digital initiatives.  

MR. MEYER:  Thank you.  

For those of you that don't know, WTOP is the 

local all-news radio statio n here in town and I wanted 

to thank the FTC for includ ing radio in this 

conversation.  We've been d oomed since television began, 

so it's not -- 

(Laughter.) 

MR. MEYER:  It's nice to have newspaper join our 

pending armageddon.  

I have two quick points that I want to make and 

both are kind of focused on  the selling of local 

advertising, both onl ine and traditional media.  The 

first is, everyone is now your competitor and this has 

kind of been an ongoing the me here throughout the day.  

But if I had to ask who are WTOP's top five competitors, 

just whether it be online or on-air advertising, maybe 

one radio station wou ld be in that group.  The silos of 







1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

For The Record, Inc.
(301) 870-8025 - www.ftrinc.net - (800) 921-5555

319

have you talk a little bit more about -- I'm sorry, I'm 

ignoring you, Mike, b ecause you've already had a lot of 

time to speak and we'll get  to more of a discussion.  

MR. BLOXHAM:  That's fine.  

MS. DeSANTI:  I think it's very important that 

we get your perspective, how are advertisers thinking 

about this issue of o nline versus not online or 
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Look, the advertising industry globally is 

working, as you all know, b ecause you're a part of this, 

is working very hard to recreate itself.  All you have 

to do is go to the Advertis ing Research Foundation and 

look at any of the seminars, or go to the Microsoft's Ad 

Lab or what Google is doing  to understand they have put 

it together.  There is a very sophistic ated advertising 

system that has emerged.  

Yes, it's innovating; yes, it's growing, but 

it's not unknown, and frank ly, it affects consumers, 

which is why the FTC is now  looking into how online 

advertising promotes obesity in childre n, among other 

issues, as well as the subp rime crisis, and it affects 

privacy.  

MS. DeSANTI:  Thank you, and we will have an 

in-depth discussion of that on Monday.  

Elizabeth?  What would you like to add?  Or ask 

questions about?  

MS. JEX:  Barbara, you -- 

MS. DeSANTI:  Elizabeth Jex  is on my staff and 

has been key to the preparation of all of this today.  

MS. JEX:  Hi.  Barbar a, you mentioned that 

consumers expect free  content.  How can news entities 

maximize their ad revenue in  light of that?  

MS. MIRQUE:  Well, I think there's been a lot of 
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have the kind of the right application and the right 

approach and be the r ight content for the brand.  If 

it's not related or relative to the brand and the 

consumer, they're not going to pay any attention to it.  

MS. DeSANTI:  Mike, let me invite you into the 

conversation.  

MR. BLOXHAM:  Yeah, I was going to say, I think 

the issue of targeted adver tising and relevance and so 

forth is obviously a key one, and it's one of the things 

that the Internet has broug ht into our lives probably 

more forcefully than anything else.  Th ere were always 

attempts at targeting  advertising, but digital makes it 

a lot easier to do, for goo d or not, depending on your 

point of view.  It's also created  a demand in other 

medias, such as television,  for the kind of 

accountability and an  aspiration for th e similar kinds 

of targeting which ul timately will probably be much more 

commonplace when peop le work out what to do with the 

set-up data, how to approach set-up dat a.  Among them, 

I'm sure Jeff is aware, the  previous concerns around 

that are considerable, and the cable companies 

themselves are terrif ied of moving into that space, 

because they haven't got their heads ar ound those sorts 

of implications and they quite rightly are very 

concerned about the court of  public opinion and about 
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prospect of something I was hearing abo ut the other day, 

this concept of out-g reening the competitive angle, 

companies these days are ac tually competing against each 

other on the basis of their green credentials.  

Relatively new and a while ago we would have 

probably scoffed at the idea, but it's actually 

happening.  Maybe there's a prospect in the future that 

as this data mining and pro cess and the marketplace 

talks about it more, perhaps people will market their 

brands on the basis of that  respect for the relationship 

with the consumer, no t seeking to avoid  the subject all 

together, or leverage it, b ut perhaps they'll say, no, 

we do actually respect the relationship that we have 

with you.  Now, that may be  idealistic, and there will 

undoubtedly be people who go  down that path, but it's 

something to bear in mind.  

MR. CHESTER:  Susan, can I have one point?  

MS. DeSANTI:  O ne point, Jeff.  

MR. CHESTER:  I think a more serious study, and 

being the only consum er advocate on the day, I have to 

fill in on a number of area s.  The most serious study 

that looked at U.S. attitud e towards online advertising 

came out at the end of  September, UC Berkeley, 

University of P ennsylvania, and y ou may know Joe 

Terrell.  In that stu dy it found the overwhelming 
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So, I think that it's  really important as we 

think about the way t hat we're connecting with 

consumers, we're cogn izant of the fact that there are 

relationships, just like in the physica l world, there 

are different types of relationships.  

MR. LASZLO:  I think I would add, another thing 

that the Internet has reall y done, it's greatly 

accelerated the time it takes for a brand to become an 

established trusted b rand.  You look at  the Huffington 

Post, you look at a website  like Engadget that provides 

some consumer electro nics that didn't exist three or 

four years ago and now it's  one of the go-to places, 

when someone wants to know about new TVs, it's one of 

the places that they go.  

I would say the flip side is also true, it's a 

way for them to lose that c onsumer trust as well because 

there are so many watchdogs out there k eeping an eye on 

what's going on.  

So, I think it greatly behooves media companies 

of all sorts to be very car eful how they proceed.  They 

obviously have to make a profit at the end of the day or 

we turn to news as a public  good provided by nonprofits.  

But again, I think the natu re of the Internet means it's 

fast to gain consumer's tru st, but it's also very fast 

to lose that trust if  you mess up.  
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MS. DeSANTI:  Okay, John, we're going to let you 

have the concluding observation today, then we're going 

to wrap this panel up.  

MR. MEYER:  I'll keep it short.  I mean, I think 

there are consistent themes kind of across today for the 

most part.  I don't think any media is doomed, I don't 

think any journalism is doo med, I think it's just an 

evolution.  If you figure it out, you survive.  If you 

don't, you prob ably shouldn't.  

On the commercial side, it' s a business.  I 

mean, part of the business is putting o ut a good, solid 

product.  As long as you do that, you k ind of run your 

business smartly, you'll succeed.  If y ou don't, you 

shouldn't.  

MS. DeSANTI:  Thank you for the voice of the 

entrepreneur.  Thank you all for coming.  

Please join me in tha nking this panel for an 

excellent presentation.  

(Applause.) 

MS. DeSANTI:  Please keep your badges, if you 

have badges, fo r tomorrow.  

(Whereupon, at 5:35 p.m., the workshop was 

adjourned.)
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