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2 ENDS OF A ROPE,

burning toward each other

Print-digital synergies ~ % Digital

Cash flow M- \enture capital

Good profit, low cap e Bad profit, high cap

Workforce: 40s/50s ' Workforce: 20s/30s

Journalism as an end »== Journalism as means to end
Decisions from heart Decisions from analytics
Skeptical of free content Skeptical of paid content

Do what’s right Disrupt legacy media

High-quality editorial environment Medium-quality editorial environment




Inexorable TRENDS
for media and advertising

Reach
Print/broadcast
Reach

Bulk impression

Big tickets
Brand/image
Volume-based
Inefficient ad buy
Advantage: publisher

Each
Web/mobile/keyword
Precision

Limited impressions
Small tickets
Transactional
Response-based
Efficient ad buy
Advantage: advertiser

Source: Alan Mutter
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for news publishers

Personal data
center

Power shifts to Connecting

consumers: wearables,
wearables, cars, homes,
connected cars, Big Data, big
smarter [V Impact on
units, mobile advertising +
couponing,

Access Vvs.
ownership

Renting,
overtaking
owning from
real estate to
cars to cable TV
to content
(good for
subscriptions)

Proliferation of
~_screens as
devices proliferate

Screens trying
to do too much:
sorting out
what
CONSUMErs
want to do with
each screen



What TECHNOLOGY. TREND'S
mean for you

Unhinging from
desktop, TV,
home: media

more out-of-home
experience

Smpllfylng A
Drowning | in' Mindsets shifting:
information, (ole Pad for ifunes,
SRl good for Spotify
simplifying, and Netflix

clarifying, signal
amid noise
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Why do we'need % %
to

Trends point us in one direction: digital

Consumer ecosystems going digital |
Readers: print > desktop > tablet > smartphone
Advertisers chase readers wherever they go
Balancing act of print: differentiator, legacy platform
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| believe that in the year ahead,
the biggest opportunity for news
publishers is to adapt themselves
to embrace the digital world and to
harness the power of —
which is to leverage the reach of
print with the interactivity and the
Impact of digital.
Rajiv Verma, CEO, HT Media
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Media company
PRIORITIES in year ahead

Future digital growth 94%
Mobile development 93%
Data analytics/management 92%

Mobile revenue streams
Digital alternative revenue streams

“Absolutely crucial”

+ “very important” Digital content development 85%
issues of INMA Video content development 78%
World Congress Consumer—paid content — 74%

Integrated advertising sales solutions M 2%
Digital ad pricing principles _ 70%

2015 Paywall development | 60%
200
RAM 2%

Tablet advertising
Automatic trading/real-time bidding

Research and Analysis of Media
Source: Research and

Selling marketing services
Analysis of Media (RAM)

attendees, May

Increasing print readership
E-commerce
New print publishing models




Media company
PRIORITIES in year ahead

“Very crucial NYC 2013 41%
responses” Data/analytics management REl@4eEs 559
_ NYC 2015 58%
Growth in
importance NYC 2013 489%

Mobile revenue streams RSl 63%
NYC 2015 69%

RVANNVA

Research and Analysis of Media

Source: Research and
Analysis of Media (RAM)



Media company

“Very crucial
responses”

Decline in
importance

RIORITIES in year ahead

NYC 2013 59%

Consumer-paid content P 47%
NYC 2015 46%
o _ NYC 2013 56%
Digital alternative mapmem 50%

revenue streams NYC 2015 45%

NYC 2013 21%
E-commerce PSR 17%

NYC 201 ey

200
Paywa ” development SF 2014 379% Research and Analysis of Media

Source: Research and

NYC 2015 27% Analysis of Media (RAM)



What we will learn
TODAY

Future of news
Transforming print media

Delivering on marketer expectations
Paid content next
Big Data 2.0
Programmatic




What we will learn
TOMORROW

Washington Post 2.0

What innovation looks like
Mobile: culture and reality
Re-imagined newsroom
Rapid product development
All In perspectiv
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