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Abstract

As the end of the first decade of the twenty-fosttury sees yet another drop in print
newspaper paid circulation and a sharp increasewspaper operations closures in North
America, perceptions of newspapers as a troubles@&m agonizing medium continue to arise
from the industry, audiences, and media writetgeallThere’s a perception of the decline in
newspaper circulation as a global phenomenon, taftgthe newspaper industries of countries
all over the world in a similar way, and hard ecmiotimes and the increasing popularity of the
Internet are often pointed out as main causesttgse conclusions may be too casual. A
comparative statistical analysis of economic, tetbgical and media trends for several
countries in a representative period of the pasade is presented to show how the industry has
actually been performing in the context of diffdreational realities and to provide a context in
which several of those perceived behaviours andataalationships can be tested and analyzed
in a scientific way. A literary review of culturehanges in the audiences of mass media, the
emergence of broadcasting, technological disruptiqonestionable business decisions, the role
of the audiences’ needs and expectations in chgasireplacing media and emerging new
perspectives for the industry is provided to infdira conclusions that the newspaper industry is
experiencing a local rather than global phenomewith, specific macroeconomic traits of local
national realities defining different performaneesl patterns of causality between circulation,
economic performance and Internet use. These nespgeives then allow for a discussion and
projections on the future of this medium: new disttion and business models and emerging
portable electronic technologies will all impactyspapers as they find its new place in the
Information Age likely as a niche, a print “versiaf a robust online news delivery system that

is likely to dominate the news media scene.
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The Print Newspaper in the Information Age:
An Analysis of Trends and Perspectives

In the period between 2000 and 2009, the Intetméed from being an “emerging
communications technology” to become a mature adéspread mass medium. According to
the Internet World Stats website, the growth indladal Internet user base was in the order of
399.3 per cent in the above mentioned period, thithnumber of users surpassing 1.8 billion by
the end of 2009. Accordingly, the perception of ltiternet as a medium among people of most
countries appears to be one of commanding sustainab in comprehensiveness and ubiquity.
However, the same cannot be said of the print napesp A sense of loss and replacement seems
to be associated with this familiar medium as naoré more of its original functions and appeal
appear to be better delivered by information foantine. These two perceptions seem to point
to a causal relationship: as the Internet advamssgspapers are replaced by the new medium,
losing ground and user base. As reports show aatiaspike in the number of newspaper
operations shutdowns in the early months of 2008\vigton, n.d.), another apparently obvious
conclusion can be drawn: the global recession épezd in that period is a main cause of that
phenomenon. There is no dispute that the traditioeaspaper industry is on the decline in
North America — all the numbers of circulation dimdncial performance seem to support that.
But apart from pedestrian perceptions, how mudhefprint newspaper decline as a mass media
is really on a global scale and due to it beindaegd by the Internet as the main news outlet and
made worse by economic downturns? This study avnes@amine these assumed causal
relationships.

Competition from emerging communications technaegire not a new challenge to

newspapers. Actually, as Meyer (2004) points oetyspapers experienced the peak of their
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household penetration (average daily circulatioa percent of households) in the United States
in the early 1920’s and, starting with the emergeoitradio in that same period, has been
declining ever since. The introduction of telewsadso precipitated a similar milestone decline
in newspaper penetration numbers, seeing it gorur@Eper cent for the first time. This
persistent decline in penetration didn’t preveet tiewspaper industry from flourishing and
being exceptionally profitable for the most partiué 28" century. Neiva (2007) explains how
the adoption of the emerging technology of photgoosition in the mid-1950s created such an
increase in the industry’s profits that precipithéechange in tax appraisal laws. That, by its,turn
ended up provoking a change in ownership modeldasohess culture that many argue to have
caused a deterioration in the newspaper contemeasterm profitability became the norm. In an
effort to cater to bigger audiences, newspapers Bhifted their focus from serious news and
opinions to softer and more appealing content (elc2007).

Motivations for media use, choice and replacemanetbeen extensively researched
during the twentieth century. In their “uses andtifications” theory, Blumler, Katz &
Gurevitch (1974) argue that media audiences agtslebose and utilize media content to satisfy
needs and obtain gratification. Content, howewenot the single variable involved in obtaining
gratification from media use. According to Blum&Katz (1974), exposure to the medgiear se
and the social context of the exposure are alsoitapt, and that includes a cultural perception
of what that activity means to different individsar social groups. Brown, Cramond and Wilde
(1974) argue that the introduction of a new medih wsimilar functions to those of an old one
causes a complex phenomenon of functional reorgtoizof media use, rather than a simple
replacement of one by the other. In their “depecgéheory”, Ball-Rokeach & DeFleur (1976)

point to turbulent periods in the history of so@st(including hard economic times) as catalysts
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of a higher dependency of people on media as aoivegping with their problems.

A cultural shift in the cultural expectations of dne use by people following the
Industrial Revolution is explained by Fowles (20@%)a result of an increased sense of social
detachment experienced by urban populations, assegto rural social groups. Williams
(2007) shows the emergence of consumerism in thimhiag of the 28 century as being
another turning point in the relation between andés and media.

Meyer (2004) points to a phenomenon of “generatidisplacement”, with new
generations increasingly abandoning the newspaaeling habit.

In the business aspect, Wilkinson (2009) arguesstbrae business models of certain
countries are more affected than others by theentieconomic downturn of 2008-2009.
Newspaper companies with high debt, traditionalr®ss cultures or media markets with a high
Internet penetration rate will see their finantiatdships exacerbated.

But newspapers are in the best position to leadtiiee news market because of their
credibility and journalistic expertise (Meyer, 200l owever, a profitable business model for
online news delivery is not yet available (Wolf@Q). The Project for Excellence in American
Journalism & Edmonds, R. (2007) defend that newssites are “potentially” profitable, but it
could take a decade or more for the industry toosdiee business contributing half of their
revenue.

Some argue that the newspaper format even hastadesover the Internet format.
Newspapers have a “catalog function” in the sehaeit allows users to interact with it by
turning the pages to find information (Meyer, 2Q0)e Internet, on the other hand, offers a
fragmented view of the world when it displays imf@tion in the “disjointed, layered fields of

the computer screen”, according to Wilson (as qliotBoswell, 2009).
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The Internet contributes to a trend towards thesiasingly specialized media at the
expense of the mass media system. Meyer (2004 Xtsedésrmation of smaller audiences
seeking very specialized and customized informadi®a phenomenon he calls
“demassification” of the media. The mass media Hmeen fracturing the audiences into smaller
segments and promoting cultural differentiatiosuich a way that an overload in their ability to
receive and process the messages is currentlyvaasén this context, Cruickshank (as quoted
in Akin, 2009a) sees a situation where newspapé#rsemain the only medium that will
actually talk very broadly to audiences.

Akin (2009c) mentions that Canadians are still mergaged than Americans in the
everyday issues that newspapers deal with so Rallthat reason, advertisers in Canada are less
susceptible to the negative perception issue alhiedieve in newspapers as an effective
medium to reach their audiences.

Akin also sees the general negative perceptiorewspapers as an issue, as it can
become a type of “self-fulfilling prophecy” mecham where the industry hurts more as more
people perceive the medium as a declining one (2009

As shown above, many factors seem to compoundfininig the future of a medium in
the presence of a new one. In this study, the pesde- or assumed — relationships between
Internet growth and hard economic times and thérdem paid newspaper circulation in
different national realities will be examined. Busss and demographic reports and statistics
provide most of the required data for the statidtzmalysis. While Media Studies (including
Media Effects) provide the theoretical foundationthis study, pertinent literature in
newspapers’ historical evolution and current médisiness issues is examined to provide a

background for the analysis of the collected détdhin this framework, this research aims,
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through a process of analysis that is describedsabsequent section of this paper, to offer
insight into the following research question “Howaed print newspaper paid circulation in North
America relates to national economic performanaklaternet penetration, when compared with

that of other countries?”

Literature Review

Media and Audiences

Media EffectsAn understanding of the relationship between thesymaedia and their
audiences has been sought by many researcherg doost of the 20th century. Mass
communication literature has been showing a persistonflict about how powerful media are
in control of culture.

Initially, the “powerful-effects” paradigm, repreged by the “hypodermic-needle”
model - also known as the “magic bullet” perspexand rooted in the 1930s behaviorism
created by the Frankfurt School - supported thasmaedia had a direct, immediate and
powerful effect on their audiences and repetitixeosure to media messages was sufficient to
change the attitudes and behaviors of large nundfgreople in important ways (Kline, Miller
& Morrisson, 1974). Based on psychological andaogical assumptions rather than empirical
evidence, this model failed to get validation friater research. Several subsequent hypotheses
tried to explain this contradiction.

In 1955, Paul Lazarfeld & Elihu Katz developed ttveo-step flow hypothesis”, in
which mass media information is channeled to laggiences not directly, but by informing

opinion leaders who in turn influence others usitigrpersonal communication. The
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“reinforcement” approach articulated by Joseph K&pn 1960 supported that the relationship
between mass communication and audience effentedsated by intervening variables. In his
1973 hypothesis of “selective exposure”, RaymondeBabserves that audience members are
selective in their exposure to information and temdelect information consistent with their
attitudes. These developments pointing to furtleeiables mediating media effects allowed for

the emergence of a “limited-effects” paradigm.

Uses and gratificationslhe “uses and gratifications theory” is an exangslan
approach to mass communication that falls undelithited-effects paradigm. This influential
tradition in media research in its current forneriedited to Elihu Katz, Jay G. Blumler and
Michael Gurevitch. The uses and gratifications thempports that, rather than being passively
affected by media messages, individuals formingtkdia audiences actively choose and utilize
media contents to satisfy their social and psydjiold needs and obtain personal gratification.
The approach, therefore, assumes the audiencesdctibe, discriminating, and goal-directed,
and that the uses made of media messages by tlemeesi act as intervening variables in the
process of effect. Kline, Miller & Morrisson (1974j)gue that gratifications sought from the
media serve as a deterrent of media content efféaitmstone (1974) writes that “media can
have little or no impact on persons who have nofoisthem, (...) media fare is selected rather
than imposed, (...) particular media offerings aresem because they are meaningful to the
people who choose them”(p. 35).

In spite of recognizing that the research on masdiaruse suffers from the absence of a
relevant theory of social and psychological ne&dismler & Katz (1974) point to different
conceptions of audience interests and concerns ali@sing media as either unifunctional

(purely escapism or need of social contact), befiamal (fantasist-escapist and informational-
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educational), or four-functional (including survaiice, diversion, correlation, and personal
identity). McGuire (1974) discusses a more extenBst of human motivations grouped

according to several sociopsychological dimensiaesummarized in the following graph:

Initiation Active Passive
Orien-
Mode tation Internal External Internal External
Stability
Preservation 1. Consistency 2. Attribution 3. Categorization 4. Objectification
Cognitive
Growth 5. Autonomy 6. Stimulation 7. Teleological 8. Utilitarian
Preservation 9. Tension- 10. Expressive 11. Ego-Defensive | 12. Reinforcement
Reduction
Affective
Growth 13. Assertion 14. Affiliation 15. Identification 16. Modeling

Fig. 1 - A structuring of 16 general paradigms ofifan motivation —
reproduced from McGuire (1974)

Blumler & Katz (1974) argue that, in addition teetactual media content, audience
gratifications can also be derived from exposurtnéomediger se(as in the perception of
reading as an “elevated” activity) and the sooctadtext of the exposure (as in watching TV with
the family or going to the movies with friends).e€jhalso point to the fact that different media
seem to offer: (a) characteristic contents, (bicgipattributes (as in print vs. broadcasting modes
of transmission, iconic vs. symbolic representatreading vs. audio/audiovisual modes of

reception), and (c) typical exposure situationsdtmn, company, control) that can render each
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medium more or less adequate for the satisfactiaiifferent needs. The specific technological
and aesthetical attributes (or a unique “grammaifrgach type of medium may facilitate a
“division of labor” among media for the satisfactiof audience needs. Media that differ (or are
similar) in those attributes are more likely tovgedifferent (or similar) needs or, conversely,
“needs that are psychologically related or concaptsimilar will be equally well served by the
same media (or media with similar attributes)”’Zp). Katz, Gurevitch & Haas (1973) were able
to order five media in a circumplex with respectheir functional similaritiesbooks-
newspapers-radio-television-cinema-boodksthat scheme, each medium shares functions with
adjacent media as they share aesthetical or temffical attributes.

Brown, Cramond & Wilde (1974) researched the regiaent of existing media
consumption habits in children by the introductadrielevision. Initially, they recognize a
phenomenon of piecemeal functional displacemergdasn functional similarities between
different media, with a new medium “taking over jbk of catering to the needs it is best suited
for, pushing to the sidelines those media and @ietsvthat previously served them” (p. 95). Later
in the research, they argue that television, dutstwide range of content, is a multifunctional
medium for the average child. When multifunctiotyafirevails, the impact is less likely to be
restricted to the absorption of a new set of mdalidyather to trigger off a complex chain
reaction of functional reallocation they calledriitional reorganization”, with people
restructuring their functional orientations to thedia.

Despite the significant status the uses and gratitins approach holds in
communication research, it receives criticisms latlits theory and methodology. Most
notably, many authors are critical of the attachihoeémises and gratifications approach with

functionalist paradigms in sociology and psychold@grey & Kreiling (1974) points to how
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functionalist paradigms - by labeling certain sbarad psychological behaviours as appropriate,
utilitarian, or contributing to the equilibrium affunctionally interdependent system, are
perceived as conservative and supportive okthtis quoFor that reason, they see research in
uses and gratifications incompatible with studrepapular culture, so critical of the social
structure and the problems associated with therdifitial distribution of power and opportunity
in society. They mention, however, that “in showihgt mass media consumption has functions,
uses and gratifications research does not showttisathe only way or the optimum way of
satisfying these functions” (p. 230). McLeod & Beck1974) support that limited-effects
theories make audience members so active andigeléwat any effect can be obtained by any
message, making the content of the media unimpoBan Blumler & Katz (1974) reject the
idea that the application of the uses and gratiboa approach to media policy will inevitably
support or exonerate the producers of junk osthus quamf media content. Elliott (1974)
mentions that “there has been a long debate imkay about the relative merits of the
functional and conflict perspectives” (p. 261). idalso critical of conclusions about the mass
communication process abstracted from culture angbstructure, and reasons that uses and
gratifications research point toward a justificatmf thestatus quas it links media output to
stable gratifications, locking media and audiemca stable equilibrium.

Some authors argue that neither the powerful- metimited-effects paradigms currently
have much credibility and that they represent afgmdtion of positions around the topic. Other
theories have proven to portray a more moderateamgplex picture than either the limited- or

the powerful-effects models.
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Dependency Theor@riginally proposed in 1976 by Sandra Ball-Rokeand Melvin
DeFleur, the “dependency theory” is consistent wighs and gratifications theory in the sense
that it predicts people depend on media to me¢hioemeeds and achieve certain goals, but it
includes the larger social system in the relatignalmong audiences and media (Littlejohn &
Foss, 2005). Ball-Rokeach & DeFleur (1976) supfitat, as the social structure in a society
becomes more complex, people lose contact withsthaal system as a whole, becoming less
aware of what’s going on beyond their own posiiiothe structure. People then start to depend
on media to help them engage in maintenance, chandeconflict processes at the societal
level. Different people do not depend on all mextjaally, and will become dependent on media
that supply information that is more central tonthélso, the degree of dependency of an
individual on a certain medium is affected by hoany needs they help satisfy and the degree
of social stability in a society. People livingdanflicted or unstable societies (like in situason
of war and calamity) will rely more on media fofanmation. In that sense, dependency theory
hopes to “account for changes in the cognitiveeaive and behavioral aspects of people’s
social realities brought about by mass communioatibormation” (p. 5) by considering the
relationships between audiences, media, and society

A work that predates the work of Ball-Rokeach &Arur has also concluded that
periods of national crisis influence media useeB& Katz (1974) examined the behaviour of
Israeli media audiences during the Yom Kippur We®ictober 1973, and concluded that
audiences developed a fixation on television asra bf therapy and vicarious participation in
the events and also as a way to “ learn the forfnregression proper to the occasion” (p.65).

The topics discussed in this section, dealing withrelationship between media and

audiences, including media effects and media reptant, will be an important theoretical



The Print Newspaper in the Information Agé

background as the behavior of a traditional mediuthe presence of a new one and during

periods of social stress is analyzed.

Newspaper and Mass Media Evolution

The printing press ends the Middle Agé#en examining technological innovation and
diffusion, Winston (1998) introduces the conceptsafpervening social necessities” as a
prerequisite for newly developed scientific compets to become widely adopted new
technologies. Supervening social necessities dneetleas generalized social forces coalescing
to function as a transforming agency in the innmvaprocess, and ranging from objective
requirements to mere perceived needs. Without ribyggp supervening social necessities, a
perfectly functioning technological prototype canrbjected by a society that sees no use for it.
Carter (2007) shows that the technological competeteading to the emergence of the printing
press (such as the invention of paper in 105 Adghniques in rubbing from stone, printed silk,
stencil, seal, stamp, and well-defined block pragsearly as 770 A.D.) had been in development
for centuries in eastern cultures before the enmegef the printing press in Europe in the mid-
1400s. Mumford (2007) appears to support the neesupervening social necessities by writing
that those principles of printmaking “might haveebeapplied to the printing of books at almost
any moment for the last 2500 years. But beforentethod was applied to books a new social
medium was necessary: a community that had abadddaeery and was ready, indeed eager, to
equalize cultural advantages once reserved fonutireg caste” (p. 92).

Several transformations in the European societigenmid-fifteenth century may have
accounted for the required social necessitiespieipitated the “invention” of the movable type

printing press by Johannes Gutenberg around 1485s@r (1972) writes that “no century
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suffered more from change and unrest than Guteis#i€py348) as he mentions the replacement
of traditional medieval authorities by new emergioges interested in the promotion of
knowledge. Another important historical event falld in the sixteenth century that contributed
decisively to the diffusion and development of piiating press was the demand of the new
commercial elite to review the Christian dogmaawudr of accommodating capitalism. This
inquiry led to the Protestant Reformation, duringak time Reformers (and their opposition)
found in the printing press a great ally for theséimination of propaganda (Burke & Ornstein,
1997/2007). Graff (2007) points that the strug@tesReformation depended upon rising lay
literacy and that Protestantism was vital for th@pagation of literacy in Europe. Catholic
reformers also promoted lay literacy in their effiorcombat the advance of Protestantism.

The advent of printing exacerbated the contrastéen a society based on an oral
tradition of communication and one based on a &mrittadition, resulting in a number of social,
psychological and ultimately, cultural consequernndgke very culturally diverse universe of
European readers at the time (McLuhan, 1962). iHeaim literacy and the establishment of
reading habits caused the “displacement of pulpjtriess” and the replacement of discourse by
silent scanning, and face-to-face interactions byenimpersonal ones, precipitating a
weakening of community ties and intrusive effeatsome forms of sociability (Eisenstein,
2007). She supports that “by its very nature, dirgapublic was not only more dispersed; it was
also more atomistic and individualistic than a regane” (p. 102). Mumford (2007) points to a

“loss of firsthand experiences and contacts” (p. 94

The emergence of newspapekthough periodical publications of news and mmf@tion

began to appear in Europe in the second half ofittteenth century, the precursors of the
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modern newspaper were the “corantos” - printed Viegkvith compilations of news — that

started to be published in European cities by 16@@é.early corantos offered mainly foreign
news, and the circulation of these early formsesfispaper helped create in readers a sense of a
world of events beyond their immediate surroundifys1750, London had five well-

established daily papers and several less frequews periodicals (Thompson, 2007).

A massive expansion of newspaper and popular bobkghing was made possible by
the advent of the Industrial Revolution with thekgation of steam power to the industrial
processes of printing in the early 1800s. Thabtrrteinforced rising literacy and demands for
mass political participation (“Industrial RevolutibWikipedia article).

The 1880s and 1890s are seen by many writers gsl@deh age of journalism”. Profits
were exceptionally high, but so was the amountgpital necessary to start a new title. “The
newspaper in Victorian society was no longer a nppendage of the print industry, but had
become an important industry in its own right” (8mil979, p. 146).

Cultural changes resulting from the Industrial Ration are important in examining the
role of newspaper during those times of intenseasaad economic changes.

Fowles (2007) describes how in North America onthefmost important consequences
of the Civil War was the rapid urbanization of tteuntry. In opposition to a stronger social
emphasis on conventionality, cohesion and perstefaiition experienced by people living in
rural areas, the higher density of cities increabedextent of impersonality and “normlessness”
in city dwellers. Deprived of a sturdy frameworkpmfrpose, safe guidelines to beliefs and
behaviour provided by religious and community puess, urban populations became more
individualistic and subject to anxiety and mentatm@ss. With the manufacturing sector of the

economy growing rapidly and wages rising steaddity dwellers were people with coins in
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their pockets and time in their hands” (p.190). Tiked for models of personality started then to
be fulfilled by movie, theatre and sports starsspes who projected an idealized, perfect image
and a confident behaviour that inspired and anchtive urban populations. The “Star System”
paved the way for an emphasis in entertainmentpsduct to be consumed.

The beginning of the 0century witnessed a “revolution” in consumptiotteans.
(Williams, 2007). In a very convenient developmentards the emergence of an industrial
society, “consumer goods, rather than other famiessciety, became focal points for desire” and
businesses started to appeal to consumers byifigitiem into a fabulous world of pleasure,
comfort, and amusement” (p. 172). Consumerismeantertainment found in the newspaper the

perfect media during that time.

Broadcasting and the shift to a visual cultufde early 1920s saw the newspaper
industry peak with a household penetration (avedaglg circulation measured as a percent of
households) of 130% (Meyer, 2004) and started ¢avsinsteady decline ever since. Another
landmark decline in circulation is experiencedha early 1950s when household penetration
first went under 100% (Wolff, 2007). It's probabig coincidence that newspaper performance
suffers immediately following the emergence of Raaid TV in the beginning of those two
decades. Stephens (2007) writes that “Radio gamsmengers back their voices, television
restores their faces. Indeed, the television nestssems to resemble that most ancient of
methods of communicating news: a person tellingiogieople what has happened.” (p. 276).
Both Radio and TV as mass media brought with thertam inherent biases and new
“languages” to be mastered by the audience. Howsigral media are nearer to narrative and

depend much more upon the episodic (Carpenter,)208& audiences of TV are rendered more
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passive and less interested in subtleties andaaitistins. Carey & Kreiling (1974) support that
there’s a basic cultural disposition to seek symeb®tperience that is “once immediately
pleasing and conceptually plausible” (p. 242). pheference for entertainment, developed in the
industrial society and better provided by those nedia, started to take a toll on newspaper
reading.

Postman & Paglia (2007) support that literacy p@selsallenge for readers, making them
dwell in a realm that is “unnaturally silent” arehting to a less physically active life and less
developed senses. They point to the fact that pdagin in a world within a more visual culture
(mostly after the advent of television — baby boshbave a “multilayered, multitrack ability to
deal with the world” (p. 287) not present in prexsa@enerations.

The displacement of newspaper reading by broadcpsespecially television — is
examined by Mendelsohn (1974), in a sociologicefif@ of the American population. He points
that three-quarters of total labor force of thertou (in the early 1970s) worked in manual or
clerical jobs that required no college educatiosustantial utilization of cognitive output. The
cultural themes that permeated the life experient#isose persons included feelings of
inadequacy with regard to intellectuality and powesecurity - especially in the economic
sphere, suspiciousness against out-groups, a diztaabstractions and matters intellectual, a
high regard for traditional norms and morality, axchronic sense of economic and political
powerlessness. This profile points to a populathmme inclined to passively consume
audiovisual entertainment than to accept the covgnithallenges involving in the reading of a
newspaper.

Similarly, Cazeneuve (1974) examined the role lafvision as a source of need

satisfaction for the general public. He supporé the social structure of the modern society
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deprives most individuals of important materiaigfattions, so a system of compensating
satisfactions is set up through identification wathrs and escapism, facilitated by television
fiction. In that way, the function of televisionts compensate for the insufficiencies of
industrial society by promoting the integrationtsfeconomically weaker members.

He points to the need of man to confront and adesgthuman” condition by three
mechanisms that once were provided by myths aesl irit primitive societies: the achievement
of a sense of security by binding to a set of amxepules, an attraction to that which is beyond
or trespasses those rules as a sign of power, andsccendental tendency of placing the rules
and their violation in the realm of the Divine. &eision gets its suggestive power and
fascination from the fact that audiovisual commatian - as opposed to conceptual
communication - reaches the individual directlyheiit the need to decode written signals,
affecting the individual’'s sensitivity without engjag his intellect. It is also the best means of
expressing symbolic thinking as it functions amk to the world of the marvelous. Mass media
- especially television — “by transposing realibyddiction into the spectacular, is able to offer
the comfort both of a circumscribed world goveribgdules, and of the sharing with an
undetermined realm” (p. 219). Television is wetkigrated into everyday life, quickly acquired a
huge public, and seems to fill a gap in the liféhef average modern man because it “has helped
him to accept himself, to confront his own conditibetween that which is determined and that

which is unconfined” (p. 220).

Ownership and business modélsitil the mid-1950s, small family-owned dailiesree
the norm in the American newspaper industry. Tipes@te owners tended to view their papers

as local institutions and value a high quality diterial output (Neiva, 2007). Driven by a sense
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of social responsibility, private owners of smabbmopoly newspapers tended to manage their
businesses to maximize their influence and centtalin the functioning of their communities
rather than to increase their fortunes aiming at+#erm profitability (Meyer 2004). Most of
those private owners settled for reasonable priofitsturn for the ego boost that went with
putting out a quality newspaper and were preparettept a weak quarter and a downturn in
revenues (Nichols, 2007). This panorama startethamge in the period following the end of
World War IlI.

An important development in corporate America ingral — not just among media
companies - has been the gradual dispersion of iewipefrom family and friends of the
founders to institutional investors. “In 1950, Iéisan 10% of corporate equities in the USA were
owned by institutions such as pension funds andiah@iinds. “By the turn of the century,
institutions controlled about 60%” of those (Mey2004, p. 13).

Neiva (2007) explains how production costs fornke/spaper industry, stable for several
decades, soared with the economic pressures assbwith that post-WWII period. In addition,
television and magazines began to penetrate mahadtence were newspapers’ monopoly.
Under pressure to reduce costs and regain prdiijaleivels, the industry was eager to embrace
the emerging technology of photocomposition toaeplthe cumbersome, expensive, and labor-
intensive process of hot-metal typesetting thenensally used. This shift to this cost-effective
technology in the mid-1950s was made possible greagive policy of renegotiating with the
labor unions that culminated with a dissipationhair bargaining power. With the widespread
adoption of the technology, the profits of the npayger skyrocketed in the early 1960s. The
rapid increase in revenue didn’t go unnoticed, tiedRS promoted a change in tax law and

started to appraise due taxes based on the maket of the companies instead of their nominal
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value. The result of this change was that privataeys started to find it increasingly difficult to
meet their estate tax obligations and had eithgotpublic or sell their companies to bigger
publicly-owned companies.

Meyer (2004) writes that some newspapers went pibliaise capital for acquisitions
and some to avoid estate taxes that small comphaigsto pay if they accumulate “excessive
reserves.”

An “all-out acquisition frenzy” between 1960 andB0%epresented the consolidation of
the newspaper industry into its current state wheev media conglomerates control most of
the newspaper companies. Under the control of Bfadlet financial analysts working on behalf
of shareholders, the business focus of most nevespapifted to near-term profitability. This
shift involved pressures towards further acquisgiand business diversification that ate up
considerable portions of their profits, and a mosenogenized journalism that “slowly carved
the souls out of local papers that long had bowmdrounities together” (p. 17). All that ended

up causing a decline in the newspapers’ quality\ehde (Neiva, 2007).

A current panoramaFor generations, U.S. monopoly newspapers werertly
connection between local retailers and their custsnWhile across the whole range of retail
products the average profit margin is around 6 p@r7cent, a monopoly newspaper in a
medium-size market could command a margin betw@en 20 per cent. A natural newspaper
monopoly was based on the heavy capital cost dirggean operation. But with today’s retailers
finding new ways to get their message out, newspdpeeve been slow to adapt because of a
culture that is victim of that history of easy mgn€ounting on the fact that advertisers and

readers keep using media out of pure habit evemb#er options become available,



The Print Newspaper in the Information Age

newspaper have responded to declines in revenuediging costs and raising the prices. This
strategy worked for many years because of the reesis historically strong market position
and respected brand names (Meyer, 2004). EdmoR@3)2hows that the period between the
1960s well into the 1990s was financially a “gold#a” for newspapers because of three factors:
their near-monopoly pricing power and attractivendgraphics, a virtual lock on the highly
profitable classified advertising, and strong dépant store advertising. With the weakening of
the traditional department store by the growth @flAMart and the emergence of massive
competition from nontraditional direct-to-the-consr marketing and electronic media -
especially in the classifieds - the decline in ficial performance became stronger by the end of
the century.

The shift from individual and family ownership talgic ownership increased the
demand for higher short-term profits. Stockhold®rd stock analysts with no knowledge or
commitment to journalism keep demanding newspa@egims equal than those generated in
less turbulent times. (Hickey, 2007). Shareholdersand profit margins that are generally
twice the average for other industries, and gregtsaftness on the bottom line with demands
for draconian cuts (Nichols, 2007). Meyer (2004)scdnat “Wall Street’s myopic preoccupation
with quarter-to-quarter changes” and notes thahallmoney invested into the industry, either by
acquiring the competition or spending in buildirmgsl presses has been cost-justified on the
basis of that fat profit margin. But harvesting tharket position by raising prices and lowering
quality, trusting the customers will continue todigacted exclusively by the brand name, is a
non-renewable, “take-the-money-and-run” strategy.

Clamping down on operating costs and budgets d&anféhe bottom line and make the

company a more attractive takeover target (Hick@®@7). Carr (2007) agrees by writing that
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“private equity owners have limited investment kons and tend to milk properties for cash
flow, clean up the balance sheet, and then fligotloperty to what is technically known as a
“greater fool™ (p. 21). There’s pressure to creaefter” stories to increase ratings, and trim
costs in detriment of news processing. Wilkinsob0@ summarizes by writing that “for debt-
ridden companies, there is little long-term thirgkiit’s all harvesting”.

When it comes to revenue models, Meyer, 2004 wiitasby the 1950s, in the United
States, advertising accounted for 71 per cent wkpaper revenue, with circulation being the
other 29 per cent. By 2000, this ratio was at 82€l8ssified advertising, the category most
especially subject to changes in the business cgatev in importance within the three main
categories of advertising (national, retail, arabslfied), creating a less stable model.

In Canada, the newspaper industry earned overhwdstof its operating revenue from
advertising in 2005. It's still a big reliance odvartising, forcing publishers to look for new
ways to compete with other media. Furthermorepnatiand classified advertising are more
affected by economic slowdowns than local advergigBone, 2007).

As it deals with the specifics of the newspapeiirmss and culture with both a historical
and current approach, this section provides seteeaketical perspectives that will be useful as

the analysis of the economic and social repercnsdbour findings is performed.

Industry Perspectives in the Information Age

A survey of current problemStatistics pointing to the steady decline in neapsp
readership and general circulation in North Ameiiceecent years, combined with news of
more and more newspaper operations being shut dinwt, indicate a good future for the

industry, with many even envisioning its complegenise in just a few years ahead. According
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to Epstein (2007), 80 per cent of Americans oned reewspapers, while now less than 50 per
cent do. In the 1990’s alone, daily readershipffelin 52.6 to 37.5 per cent, and from 1999 to
2004, according to the Newspaper Association of Acaggeneral circulation dropped by 1.3
million. Dumpala (2009) writes that 105 newspapeese closed in the United States in the first
semester of 2009, with a loss of 10,000 jobs. Riihsales fell 30 per cent in the first quarter of
that same year and 23 of the top 25 newspapersteepzrculation declines between 7 and 20
per cent. Meyer (2004) notes that newspaper aduggtas a share of the GDP fell from 0.7 to
0.5 per cent in the past half-century. Some auttmwever, have a less apocalyptic perspective
of this phenomenon.

Akin (2009b) shows that there were still more tha400 dailies in the United Sates and
98 dailies in Canada at the end of 2008, “mostlutivare believed to be profitable, despite the
recession”. Wilkinson (2009) calls the death of leevspaper “one of the great exaggerations of
today’s economic downturn”. He explains that whatisrently happening is that newspaper
companies in certain countries like the United&taCanada, United Kingdom and Australia
have certain business models and circumstancemtia them more vulnerable during a
recession time, while newspapers in other counaiesiot so dramatically affected by it. He
differentiates between “less affected” and “moffected” operations based on their business

models using the following criteria:
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L ess affected M or e affected
Subscription-based Single copy-based
Paid newspapers Free newspapers

Distribution in a tight geography Distribution irbeoad geography,
Less than 60 percent of revenue come®ore than 60 percent of revenue

from advertising comes from advertising
Low reliance on classifieds in the | High reliance on classifieds in the
advertising mix advertising mix
Low debt High debt
Non-union Union
Capital expenditures not tied up in| Capital expenditures tied up in print
print operations operations

‘ High penetration of broadband

Low penetration of broadband interne .
internet

Fig. 2 — More and less affected newspaper busmestels - from Wilkinson (2009)

When considering a shift in business models, nepespaxecutives today contemplate
either moving from a “more affected” to a “lesseatied” model or integrating a digital business
model. Wilkinson concludes that the “more affectddcription fits the typical American
metropolitan scenario of a single big monopoly neaper.

Even within the United States, however, a diffeisrgnario emerges outside of the big
cities. This view is shared by Meyer (2004), whenaites that community newspapers are
doing better than metropolitan ones. Plothow (2@@ipts to how, in spite of how large papers
still account for the majority of the national aitation, 96 per cent of all titles published in the

country have circulations under 50,000. Owned bglencompanies, small-town newspapers
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are staffed by younger people who are less burdepéchditional business practices, making
them more agile and willing to try new possibiliiérofit margins for community newspapers
remain high despite of the recession.

The dynamics and isolation of smaller communitigsagce the demand for a
newspaper. Papers in larger markets have lowetna¢ioa due to greater distribution problems.
This is a reflection of a less cohesive public ealisy greater population diversity and more
distractions in the form of alternate news sourBégger markets also have lower ratios of news
to ad space, as they use their economies of scade@minantly to increase the amount of
advertising. Big-city newspapers are more sub@cbimpetition and more likely to have deal
with unions than their small-city counterparts (Mdgy2004).

According to Wilkinson (2009), the financial hargshof the corporations that own
those highly visible big-city monopoly newspapectearly exacerbated by the current economic
downturn - are mostly due to a highly leveraged enship and the massive debt accumulated
during the aggressive consolidation period betwberl960’s and the 1980’s. He mentions that
“the calamities generating headlines are about-delot operations”. With traditional large
profit margins dropping in the recession, eveih& hewspapers operations remain reasonably
profitable, the parent companies remain in the red.

In addition to the above, some other factors calisbed as contributing to the decline of
the big metropolitan newspapers. The consolidaifatepartment stores in the last 25 years and
the flight of classified ads to the Web in the [B8tyears were also important factors that hurt
newspaper ad sales (Carr, 2007). Further explargaée city-to-suburb migration (causing
increased distribution costs), a growing transiethe¢ prevents people from establishing local

roots that nurture the newspaper reading habitchadges in work and commuting patterns.
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The quality of editorial content is also a problenmany markets (Shafer, 2007).
Furthermore, Meyer (2004) defends that the newspaaeership decline “is a matter of
generational replacement” (p.17), with the new gatiens abandoning the newspaper reading

habit, as seen in the graph below:

Generational Change in Newspaper Readers

Generation
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Fig. 3 — Generational change in newspaper readesgreduced from Meyer (2004)

The subject of the shift in audiences’ demand &edconsequent deterioration of quality
in media content have been examined by Hickey (RO0Fars of thriving economy in the
United States made people less concerned withrdd@ibnal hard news stories, and the collapse
of communism and the end of the cold war turneccthentry inward, less interested in
international news and narcissistically fixatedaeal life. Audiences have been drifting away

from traditional news sources as mainstream pridttalevision increasingly offer “more
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“lifestyle” stories, trivia, scandal, celebrity gis, sensational crime, sex in high places, and
tabloidism at the expense of serious news in acayeiffort to maximize readership”, creating a
“fatal erosion of the ancient bond between joustaland the public’(p.107). Media companies
management, under pressure to increase ratinged@bbottom line expectations of shareholders
in the current ownership landscape, have beerirghifie content towards more of lifestyle
stories and soft news. In the period from 19773871 this type of content increased from 15 per
cent to an astonishing 43 per cent of the totalianedtput. Madigan (2007) notes that
“pandering — to readership, market surveys, andgagoups — has helped strip the modern
newspaper of its own voice and its own values7{pMindich (2007) writes that “in trying to
make newspapers matter to young people, they nhake matter to no one” (p. 215). Hickey
(2007) also argues that traditionally, news comgshiave offered coverage of the real important
issues regardless of being an express demand frdiareces in it, and that this has helped create

public interest in matters that are important filizens in a democracy.

The online news fronDespite the fact that newspaper readership hasdmsining
since the 1920’s, total newspaper circulation anlthmited States didn’t start to decline until
1990, leading to some casual conclusions thattfeeriet is the problem (Nichols, 2007). It is
true that the Internet multiplied the number ofikalde sources of information and provided a
convenient and up-to-the-moment access to newst' ®unportant to examine how exactly the
emergence of this new offering is a bad thing wspaper operations.

Barabasi (2004) conducted a research to test #zetitht the Internet, because of its
instantaneous availability and virtually non-exigticosts of publishing and content censorship,

embodies a democratic and egalitarian forum whegeybody finally gets the same chance — as
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opposed to the traditional mass media system e toelard and noticed. The results of that
research showed that not to be true. Making inftionaavailable doesn’t guarantee that it will
be actually viewed by anybody. He concluded thatttpology of the World Wide Web
determines that only a small fraction of the bilkoof documents available online ends up
generating significant traffic to actually createaudience. The architecture of the World Wide
Web is instead dominated by highly connected nbdesalled “hubs”, which are locations or
nodes formed in information networks that are ewtly visible and referenced by other
locations. He elaborates by saying that the donanatf the web traffic by hubs is “the strongest
argument against the utopian vision of an egaditadyberspace” (p.58).

Many authors argue that newspapers, because oktftablished tradition and credibility
as generators of news, are in the best positidiotainate the Internet news game by
establishing their online versions as the mosterusodes of news traffic in the web.

Meyer (2004) writes that “newspapers, becauseef #ditorial content and not in spite
of it, are positioned to yield more information thany of the substitutes” (p.61), and that an
internet-based medium can’t easily duplicate thrdiuence. Newspaper analyst Donna Logan
(as quoted in Boswell, 2009) describes newspaettha foundation of the entire media game”,
leading the news agenda and paving the way for sth@ces. She points that TV, radio and the
Internet news are very dependent on newspapergabped staff, databases, and large
newsrooms. Similarly, Nichols (2007) writes that thternet has yet to emerge as a distinct
journalistic force or speak with the same authaoityraditional daily newspapers. These
“continue to establish the parameters for what get®red and how”, and that “neither
broadcast nor digital media have developed thertiganfrastructure or the level of credibility

that newspapers enjoy” (p.177). According to Bo$\2809), The Canadian Newspaper
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Association says newspapers have managed to nmaansalid presence in their communities in
a rapidly shifting media landscape due to theiugfice in public affairs and trust among
citizens.

The online version of the local newspaper is tlrallmews site in most North American
cities (LaPointe, 2009). Communities tend, inlthrgg run, to support a single marketplace, to
converge on a spot where buyers and sellers are likely to find each other (Meyer, 2004).
Former magazine publisher Mitch Joel (as quoteBaswell, 2009) mentions that 40 per cent of
all Internet traffic goes to newspaper websiteanAR0O09b) examines the dominance of web
news by online versions of traditional newspaperSanada. He points that Canadian
newspapers have been successful online precisetyibe their offline popularity and credibility.
Madigan (2007) notes the unchecked, unprofessipaakionate and factless nature of online
content. With many questionable news sources ointeenet, a major daily stands out as a
trustable one.

Online news is actually complementing the papeess of replacing it, and can be an
opportunity to flourish instead of a threat to sual for newspaper companies (LaPointe, 2009).
Readership of the print version of newspapers ima@a remained steady from 2007 to 2008,
with over 14 million people (73 percent of the dghdpulation) saying they read a newspaper at
least once a week. When you aggregate the primafiowith the web, newspapers are actually
reaching more people than ever before (Akin, 2008laking newspaper online versions
profitable, however, has proven to be a challengieg.

Wolff (2007) mentions that “no clear form or adetplbusiness model exists for online
news delivery” (p.141). Newspaper Web advertis;ngrowing, but not fast enough to cover the

declines in print advertising (Boswell, 2009). TPmject for Excellence in American Journalism
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& Edmonds, R. (2007) mention that, even though peyers have the best-trafficked websites
in their markets, with ad revenues having growa a0 cent rate from 2001 to 2006, online
typically still contributes only 6 or 7 per centad revenues. The commitment of time and
attention from a typical online reader is much loae that he is worth only 10 to 15 per cent of
the US$350 a year a print reader is. Potentialtatufity of news websites is theoretically high
but also conjectural, and it is estimated thatldestry is at least a decade or more away from
seeing online business contributing half of theeraie. It is also too early to predict a scenario in
which lucrative web operations would pay for singéavsroom serving both the online and a

slimmed-down, more targeted print edition.

How print still appeal Even though audiences may be giving up the nevesgagbit,
their appetite for news is growing (Schafer, 200 he Internet represents the latest advance
further contributing to a trend towards the constiompof increasingly specialized media at the
expense of the mass media system. This “demag&fi¢af the media is caused by the
formation of smaller audiences seeking very speedland customized information that only
the Internet format of dissemination of informatisrefficient enough to provide. The mass
media has been breaking up the audiences intoansalyments and promoting cultural
differentiation. The nature of the audiences hanlmhanged with new communications
technologies, and what is currently seen is anloaerin their ability to receive and consider so
many messages (Meyer, 2004). Shafer (2007) whtgs ¢ven as “the complete gestalt of local,
state, national and international news plus spodsiics, classified, opinion and hints on
fashion, home, entertainment, and food” (p.130¢reffl by a print newspaper remains attractive,

many buyers are taking advantage of the web capedibf “unbundling” the news they want
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from the news they don’t want.

This phenomenon of increasing segmentation ofrtfegmation can, however, lead to a
renewed importance of a medium that actually rettie “mass” character of the information.
John Cruickshank, publisher of the Toronto Stamg{asted in Akin, 2009a) mentions that the
extraordinary fracturing of audiences in televisaod radio seen today, coupled with a rapid
aging of television audiences, can lead to a stnavhere newspapers will remain the only
medium that will actually talk very broadly to aadces. For Cruickshank, “there still isn’'t an
alternative to the print product that works for edisers the way that print does”.

Akin (2009a) writes that “one of the keys to theure of investment for media buyers is
making sure the advertisement is seen by the aigtikence in the right place at the right time”,
and advertisers say the printed version of newspap#or the right products - remains among
the most effective medium for achieving that. Adigers also like the fact that consumers often
seek out the advertising just as much as the @imontent in a newspaper. Sunni Booth,
president and CEO of ZenithOptimedia, one of Caisddegest media agencies (as quoted in
Akin, 2009a), defends that newspapers are stiélrgt good retail medium because they draw
attention and have an immediacy and credibilitpeiséed with them. Akin (2009c) also shows
that there is less interest in newspapers in theeistates than in Canada, with Canadians still
more engaged in the everyday issues that newspdgairsvith so well.

Significant differences in the quality of the exipece provided by the print and online
news have also been examined.

Meyer (2004) defends that the “catalog function$ baen one of newspapers’ strengths
in competing with television, that turning the page find specific product information, a reader

makes the newspaper a good information retrievahma because you can interact with it. The
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Internet was able to combine the added appeal af@s with this ability to get detailed
information. However, outgoing Librarian and Ardistvof Canada, lan Wilson (as quoted in
Boswell, 2009) defends that “seeing the informatiothe disjointed, layered fields of the
computer screen too often leads to a “fragmenteatldwiew that the newspaper experience —
paper in hand, to be leafed through — surpassey gue”.

Four out of ten newspaper website readers reatiatigional print product, and two out
of ten actually subscribe. Even with this overlaygpipeople use the two versions of the product
differently: they use the online product as aytilas a way to get quick access to information
that is useful to their lives (Meyer, 2004). Newsgis have been able to retain their market
relevance partly because they are connected wittysical geography at a specific point in time
that few if any online resources can be (Akin, 2609

Even though computers are getting smaller, moraple and increasingly incorporating

wireless capabilities, a newspaper still beatdriternet in portability (Meyer, 2004).

A survey of current perspectivésdmonds (2007) projects a change in current nepesp
ownership structure by pointing to an emergentdienwhich “private investors see better
possibilities for newspapers than Wall Street dgp$50). Meyer (2004) mentions that the
unrealistic profitability expectations of publicbiwned media companies create a non-
sustainable business model. As a traditional papepromises its standing in a community with
a product of less quality, there must come an tablée moment when upstart competitors, not
burdened by tradition and prohibitive initial cqsisll be able to start a paper for a fraction of
the cost of acquiring one and get excellent retarrtheir investment with profit levels that are

normal for competitive markets.
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Nichols (2007) points to how European citizens gagernments take seriously the role
of newspaper in building a civil and democraticistyg and offers an example of a government
offering subsidies to encourage the developmeldaail newspapers to compete with bigger
established newspapers to maintain a healthy catmopetHe proposes that the government
should promote the reestablishment of “competiéind innovation by encouraging the breakup
of chains and the sale of big-city dailies to lowahers who value the role a great newspaper
plays in the community” (p. 187). He argues thatccminded families are more suited to run
newspapers than distant investors, but that foumaaand trusts are also an interesting option
when it comes to changing the current ownershipehod

Wolff (2007) points to yet other ownership optiomwhat he calls “the billionaire
solution”. Very wealthy private individuals who drem old generations more appreciative of
quality news may find a “rediscovered glamour” imrnong their own newspapers with high
editorial quality, and are prepared to lose momengtain the privilege. Madigan (2007) calls
that a “speculation that what big-city journaliseally needs is a new generation of the Hearsts
and McCormicks and Pulitzers and Chandlers” (pM&yer (2004) mentions that in the “golden
age” of newspapers — a period falling generalliatrafter World War 11 - wealthy and public-
spirited owners of newspapers with market domimafound personal pleasure and pride in
producing influential newspapers without an exslagocus on profits.

The role of public policies in promoting public eggment in news is also examined. A
change in society’s expectations about news consomand political involvement, with
knowledge of civic and current events requiredtdeast valued by national standards or
colleges could change young people’s attitude amitditowards important issues. Also, a

revitalization of civic life would re-ignite intes¢in news and vice-versa. In the 1960s, with in a
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much regulated broadcasting market, a higher ptagerof the programming was devoted to
news and public affairs by broadcasters concerbedtaéhaving their licenses renewed by the
FCC. Since the 1980s, deregulation caused a weakehthe imposed ethical standards on
broadcasters (Mindich, 2007).

Wilkinson (2009) mentions that “there’s an inexdealtong-term consumer movement
away from print newspapers and toward digital comstion of news”, but that, in the short term,
“the main revenue opportunities remain in printé proposes the recession should be an
opportunity to promote a cultural change in the sigaper business focus, with increased
funding for marketing and research, a shift totdigslimming down editorial departments, and
faster decision-making. Smolkin (2007) defends ghatt’s role in the mix may change to a
“kind of a guidebook to more and deeper experientesdigital world” (p. 31).

Newspapers have been successful recently in findayg to meet more specialized
needs within the framework of the umbrella newspageamples are geographic zoning, special
sections, foreign language editions and non-daibgpcts directs at niche audiences (Meyer,
2004).

Edmonds (2007) sees the newspapers retainingftimeition as the preeminent source of
news, that are then recycled by aggregators amglddmmentators in digital format, while the
print edition becomes slimmed-down and more tachete

Finally, Madigan (2007) concludes that “the remagngreat city papers will not
disappear overnight. They may be diminished. Thay figure out how to tap the promise of the
Internet. They may revert to an ownership that $oakot more like the era of the media barons
in the late nineteenth century than the sharehsloithe late twentieth. No matter to what

direction they turn, they still create millions upmillions of dollars in profits everyday” (p. 9).
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This section, as it discusses several current petisies available for the newspaper
industry in general, will provide the theoreticaldaground as the findings are confront with the

possible projections of the future of this medium.

Research Question

Even though the theoretical foundation offerechis titerature review focuses on many
social, historical and economic aspects the nevespgpboth a medium and a business, it was
felt that, in order to understand what has beemp&aipg to newspapers in recent past, a search
for variations in indicators that could be objeetivmeasured, analyzed and compared was
needed, with the theoretical background later hglpo explain how and why they behave in
certain ways. As this examination was originallpteeed in trying to contextualize a pre-
established decline that has been overwhelmingthestry despite strong efforts to contain it, it
was judged that a focus on the economic side ohttestry was necessary. The fate of products
is generally defined by how well they do finangralhnd an examination of their financial
performance is likely to reflect its acceptance asable offer. As a means to establish or refute
causal relations between certain economic and ntestids, numbers on local economy
performance, Internet penetration and paid newspameilation for six countries are examined,
and a quantitative justification for this statisli@analysis is provided. A trend study measuring
how these variables change in the period of niresyefrom 2000 to 2008 - in each of the
analyzed countries is proposed. As the yearly tiariaf each of these indicators is examined
within the context of the others (on a comparatimalysis), patterns of causality may or not

emerge, and four proposed hypothesis will be etatlidata will be collected from reliable
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national statistical reports and surveys, publigh&th in print and online.

Out of the many topics examined in the literatendgew, four stood out as requiring
further examination and were chosen to be addremsgdiscussed on this document: (1)
different countries with different business and raexliltures and different levels of government
involvement and regulation in the media industey @xperiencing different rates of paid
newspaper circulation decline; (2) paid newspapeulkation decline is higher in the United
States than in Canada; (3) paid newspaper cironlakcline is higher in countries with high
Internet penetration; and (4) recent acceleratiquaid newspaper circulation decline can be
attributed to the current economic downturn. Altledése topics seem to have in common the fact
that they propose the existence of a trend in émtext of another. They can also provide a
starting point for further discussion around thieife of newspapers and the whole mass media
scene, especially in North America. For the purpfgeroviding a methodological framework of
this study, the above mentioned four topics aregeed as hypothesis to be tested by this
research as a means to address our research guéstiw does print newspaper paid circulation
relate to national economic performance and Intgyaretration in North America, when

compared with that of other countries?”.
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Methodology and Approach

Process of Analysis

According to de Vaus (2001), cross-sectional nesedesigns, by not incorporating a
time dimension, help establish a “snapshot” of mesu reality, and can only measure
differences between groups rather than change.ituahigal research designs, on the other hand,
by incorporating the dimension of time, are deswétools that enable researchers to examine
change or stability and establish temporal ordercesa collection reported statistics that
establish national economic performance, Intereaefration and paid newspaper circulation in
six different countries is being proposed, thigeegsh design does incorporate a time dimension,
but can be better classified as a trend study (epeated cross-sectional study) - in which
patterns of change will emerge from comparing #raesvariables in successive years - rather
than a longitudinal study. Because informationasg collected in large scale national settings
(with a different sample at each time point) indival change is not being tracked, but this
collection should be able to produce a longitudaralysis of those variables on a year-to-year
basis. As the behaviour of different variablegnmetis compared, conclusions of causality can
be drawn by detecting correlations in their vareanc

The period chosen for the data collection (20008208presents almost a full decade,
and is representative for including two periodglobal economic downturn (2001-2002,
precipitated by the events of 9/11, and the begupoiff current one, the financial crisis initiated
in 2007) and intervening periods of economic uptproviding context to test the fourth
hypothesis (circulation decline vs. economic dowmg) Data for 2009 was not yet available as

this study was being developed.
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Performance indicators of each local national enonwere examined to address that
fourth hypothesis, but at a local level. The nresbgnized local stock market indexes were
assumed to be benchmark figures that reflect then® of economic activity and overall
economic health of each of the analyzed counttiesToronto Stock Exchange (S&P/TSX
Composite Index) for Canada, the Dow Jones Indgdgiverage index (DJIA) used in the New
York Stock Exchange for the United States, the Anastm Exchange Index (AEX), used by
Euronext Amsterdam for The Netherlands, the Nild&5 index used in the Tokyo Stock
Exchange for Japan, the Bovespa index used bydbd>8ulo Stock, Mercantile & Futures
Exchange for Brazil, and the Bombay Stock Exche®gasitivity Index (BSE Sensex) for India.
The end-of-the-year figure is used to represenpérormance of the whole year. Periods of
local economic downturn and upturn will potentigliypvide a context for the analysis of the
behaviour of newspaper circulation trends.

Internet penetration, defined in this case as @regmtage of Internet users in relation to
the total population of a country, is an importaand that will help evaluate the third hypothesis
(circulation decline vs. Internet advance). Vaaatin Internet penetration alone may show the
pace of adoption of the technology, but can’t infan media replacement until examined in the
context of the variation in newspaper circulatioritie same periods.

Finally, total paid newspaper daily circulation roems were chosen to reflect the
newspaper industry’s performance for each coudsymuch as profit and revenue numbers
would provide a more accurate picture of this pannce, these numbers are not readily
available, especially for privately-owned businas$®r the purpose of this study, it was
assumed that newspapers will print no more anés®than the demand they encounter for their

product and that the print newspaper is their mawenue-generating product. As the study tries
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to isolate print from other types of revenue thevsgaper companies and divisions might be
generating, the intention is to validate circulatmmbers as a reliable indicator of the financial

performance of a newspaper in its “traditional’npfiorm.

Justification of Sample

In total, six countries were selected for analyassa means to reflect both the different
local cultural habits of media use and the diffetmrsiness models adopted by the local
newspaper industries. In that way, the first pregosypothesis is addressed. Canada and the
United States were chosen for local relevance, edilmipty with literature examined, and for
their similarities (or differences) being the subjef the second of the hypotheses proposed.
Even though The Netherlands trail Iceland, Norwag 8weden and is only the fourth country in
the world with the highest Internet penetratiore yéttwas chosen to represent the European
scene for being the leader among countries withujadipn above 15 million, a number judged to
be a minimum to be truly representative. Japanchasen to represent the Asian scene for being
the country with the five most circulated newspaperthe world. Brazil and India were chosen
to represent emerging countries - with one havieghighest and the other the lowest rate of
Internet penetration of that block - in an attemapintroduce enough contrast to shed light on the
third hypothesis. The chosen number of countried éso allows for three one-on-one
comparisons, with the criteria for the pairing @rig a higher similarity or contrast between the

two national realities.
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Findings

This study was conducted as a statistical anabfsisported numbers that establish the
behaviour of national economic performance andhetepenetration year-to-year variation
during the chosen time period for the six countitiesomparison to the variation in the paid
newspaper circulation in the same context and ge@eaphs comparing paid newspaper
circulation variation to each of the other two tierin each country are shown for a better
visualization of how they might relate to each ofineeach national context, with the raw data
and percent variation for these trends providedailes 1, 2 and 3. It's important to emphasize
that the graphs show exclusively percent variaéioa not absolute numbers, with any points
plotted above the central zero percent line reptesgan increase in relation to the previous
year and points below that line representing aedese. Furthermore, a causal relationship
between paid circulation and economic performangelavbe defined by a suggested link in
their numbers (one increasing as the other alseases), while a causal relationship between

paid circulation and economic performance wouldiéened by an inverse correlation.

Statistical Analysis Overview

As expected, as a reflection of the globalized attar of modern international economy,
the economic performance of each of the six coesitdespite certain local peculiarities, display
an overall similar behaviour during the studiedqrThe two downturn-upturn cycles included
in the period are clearly defined in each natiorality. Similarly, Internet penetration rates have
been going up in all six countries on almost ewagr of the examined period. This becomes an

excellent shared reference, a backdrop againstmtbaal differences in circulation trends
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become more noticeable. Each trend comparison (@&idlation vs. economic performance and
paid circulation vs. Internet penetration) will tiecussed for each country individually and on a
one-on-one basis, with the purpose of facilitatimg quantitative approach in detecting contrasts

and similarities.

Individual country review

CanadalPaid circulation in Canada keeps decreasing witbrént rates during the
whole period, with a single exception in 2001 witeshowed a marginal (0.3%) increase.
Although it shows a consistent downward trend,atarn in paid circulation shows no direct
relation to the country’s economic performance (Big Paid circulation at times follow the
economy, goes in the opposite direction, or rernaeltered in the presence of strong change in
economic indicators. A possible relation can ordyobserved in the significant year of 2008,
when both numbers clearly decreased more tharewiqus years.

Internet penetration rate increase peaked in 2890(most countries examined) at +36
percent with only a slight impact in paid circutatidecrease, and has been constantly increasing
since then in more moderate rates that somehowd timatched with the decrease rates in
circulation, except in 2008, when circulation dregmramatically (-8 percent) in relation to a

steady and moderate increase in Internet penetrationly +3.5 percent (Fig. 5).
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United StatesNot surprisingly, the behaviour of economic indaratin the United States
are, in overview, similar to that in Canada, aaetibn of strong trade relations between the two
countries. The US displays, however, a higher ititlaand suffers more yearly losses than
Canada. The variation in paid circulation in the ild$e period is also steadily on a moderate
decline, but appears to suffer a slightly morediedfect from the economic cycles, as increases
and decreases in the trends tend to match upeadittmore (though not maintaining a
proportional correspondence) than in Canada (Fig. 6

Like in Canada, the consistent increase in Intgoeaetration rates in the United States is
matched by that consistent decline in circulation.a more year-by-year focus, that behaviour
also appear to inversely match that of decreass matcirculation in most years examined, but
with the actual percent variation being differdfg( 7). The exception here seems to be 2008,

with a lower increase in Internet penetration (€8cpnt compared to +4 percent in the previous
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year) seeing a higher decrease in circulation ¢régnt compared to -3 percent in 2007).
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The Netherland<Of all the countries examined, the Netherlandgteeemost affected by
periods of economic downturn, with their economidicators showing the biggest losses in both
2002 and 2008. Paid circulation shows a fairly tamsdecline during the whole period
examined, but with decrease rates actually becosnmagler since 2005. The dramatic swings in
the economic health do not reflect in the slighiataons in the circulation rates at all, and even
show an inverse relation at times, like in 2008hwine circulation decrease rate actually easing
(-2.1 percent in relation to -2.9 in the previoass) in the presence of a dramatic (-52 percent)

economic loss (Fig. 8).
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Internet penetration spiked both in 2002 and 20@B no considerable effect in the
circulation rates (Fig. 9), even though, like ie thanada and United States cases, the overall
correspondence between declining circulation atetet advance is clear during the whole
nine-year period. Since 2005, as further increas#dse country’s already high penetration rates
(in the +70 percent levels) become more difficthiey show much lower increases and even a
decrease (as shown in the -1 percent decreas®®),20hile the decrease in paid circulation, as

mentioned before, has been easing. This could pmia isolated causal relationship in the

absence of other factors.

Japan Japan also displays more dramatic changes @tasomic indicators than North
American countries, both on downturns and uptuifng. (L0). Japan entered the 2000’s in the
aftermath of its “lost decade” and didn’t reallywkaa period of economic growth before the

2001-2002 downturn. Due to a strong newspaper rejlpaid circulation decrease in Japan in
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the studied period is slow (with variations mosthder -1 percent/year) and interrupted by an

isolated period of marginal increase in 2004. Nalals between economic activity and the

behaviour of paid circulation can be drawn fronmoeparative analysis, with their variations

sometimes compensating and at times reinforcing etier.
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As for Internet penetration, Japan does show therge relationship seen in the other

developed countries, but not as sharply definegl. (FL). As this rate remains increasing very

random, paid circulation sometimes responds inge(ss it increases as Internet penetration

increase eases from +28 to +7 percent in 2003)rectty (as it also increases as Internet

penetration spikes in 2004). This added to the lsmaalktions in the almost flat circulation

decline curve don't allow for clear interpretatiasfsyearly correspondence in this case.

Brazil. Emerging countries show spikes in economic growttind) upturns of much
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higher magnitude than developed countries. Bet28&2 and 2007, Brazil's stock market
performance has been formidable, including a staggepike of more than 97 percent in 2003
(Fig. 12). When paid circulation is contrasted vitie economic trend, a clear correspondence is
found, with the variation in circulation followin@e variation of the stock index in every year of
the period except 2004, when a deceleration iretio@omic growth (but still representing a
positive variation) saw the beginning of an upwethd in circulation. This upward trend is
maintained even through the significant year of®20@1 percent economic retraction) with the

positive variation easing from +11.8 percent bua siill healthy +5 percent.
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Internet penetration also appears to have an ingracirculation in an inverse manner
during the whole decade in a year-by-year focuesptily exception being 2005, when a strong

deceleration in Internet penetration variation (p&dcent in relation to +44 percent in the
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previous year) saw circulation increase going omf0.8 percent to a strong +4 percent (Fig.
13). But in an overall focus, as Internet penatratemains climbing, the shift from decrease to
increase in circulation that starts in 2004 is atkaiction to the previous correspondence.
India. India’s economic performance during the period igmlike Brazil's, with a less
strong 2003 compensated by a stronger 2005. Alssthiiike in Brazil’s case, the
correspondence between the behaviour of circulatoiation and that of the economy is clearly
defined for every year in the examined period (E#). There is also an upward trend in
circulation that starts with a spike in 2003 at fi&8cent and remains up even during the 2008

economic crisis.

[
0, ' ‘
+100% P \
+100%
[ [} . 'y
'\ ! \ [ \
| V4 \ ! \ ! AN
! \/ \ L] I
o
OE/O , l' : Ou/o L4
L - ‘'
W
" -60%
-60% Paid Circulation —— Paid Circulation
== e= e= Stock Index == == == |nternet Penetration
00O 01 02 03 04 05 06 07 08 09 o0 01 02 03 04 05 06 07 08 09
Fig.14 - Paid Circulation x Economic Fig. 15 - Paid Circulation x Internet
Performance in India 2000-2009 Penetration in India 2000-2009
(percent variation) (percent variation)

The interpretation of the Internet penetration bars in India requires a relative

perspective. Internet penetration rate in Indisoisow (staying below 3 percent of the population
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for over much of the period) that a high year-tatyeariation may not represent a meaningful
increase in the user base, even with the high ptipalnumbers considered. Having said that, an
inverse relationship between Internet penetratiaharculation variations can also be detected

in most years, with an exception being detectegt tn2005 (Fig. 15).

Country comparisons

Canada and the United Statdhe differences and similarities between these two
countries are the subject of our second propospdthgsis. Akin (2009b, 2009c) paints a
picture of both Canadian readers and advertiseéng lmeore interested in newspapers than their
American counterparts. Both countries have beeermpcing a steady decline in newspaper
circulation during the whole decade with Canadaaltt experiencing more spikes in decrease
variation than the United States. Circulation bétavin Canada is less related to economic
cycles, but responded in a more negative way t@@08-2009 financial crisis than that of the
United States (-8 percent against -4 percent).rbbea little bit further on this topic, the
newspaper penetration for both countries (defireedir@ulation per 100 inhabitants) was
examined, as shown on Table 4. It was found tleatXxhited States has actually consistently kept
a margin of more than 3 percent above that of Caa#sb in newspaper penetration during the
whole decade, and that this margin has been cendlisexpanding to finally exceed 4 percent
during the recession of 2008. In general, paidutatton in the two countries was found not to be
affected by economic cycles, but to respond tatresistent increase in Internet penetration

with a consistent decline.
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The Netherlands and Japabespite representing two very distinct realitiégse two
countries have in common the most susceptibilitjigih variation rates in the economy. Both,
however, display a steady but consistently deangasirculation curve, albeit flatter than their
North American counterparts. This also suggesésla df any correspondence between
economic activity and paid circulation. In Interpenetration, they display similarities only in
the overall inverse relationship between a consistecrease in circulation and increase in
penetration during the whole period, but not ingual year-by-year behaviour. The answer for
a similar overall behaviour in such distinct coiggmmay lie in their shared characteristics of
rich countries with high purchasing power, higmsiad of living and education levels, and a

traditional appreciation for reading as a leiswrevéy.

Brazil and India.The two emergent countries show an almost ideniehhviour of their
economic numbers during the period. Unlike devalopauntries, these two show a clear
correspondence of their paid circulation curvediwitonomy (direct) and Internet penetration
(inverse). Paid circulation before 2004 is muchkigand more linked to the economy in India
than in Brazil, but its behaviour becomes almosnhittal in the two countries starting in 2004,
displaying an upward trend that contrasts withaesistent downward trend in North America,
Asia and Europe. The effect of Internet penetratiorcirculation is limited: as the Internet
advance is clear throughout the period, therelgar shift from decreasing to increasing
newspaper circulation that starts in 2004. Explandbr this phenomenon could rely on the
strong increases in purchasing power experiencembbtries with emerging economies and the
fact that both countries still display much loweternet penetration rates (however equally

increasing) than in the other examined countries.



The Print Newspaper in the Information Agé

Discussion

The first important observation from the data asialys that the consistent decline in
paid circulation seen in the whole examined pebgpdhe four developed countries is not shared
by the developing countries. Both Brazil and Inghav that trend shift to a circulation increase
starting in 2004 that remains positive even ag gmmnomies decline considerably in the 2008-
2009 economic crises. In the comparative analgaigsal relationships between paid circulation
and local economic performance also could onlydasonably established for the two
developing countries (Brazil and India) but nottioe other four. In the developed countries
examined, paid circulation variation responds qratelomly to economic swings, sometimes
following and sometimes going in the opposite dimet suggesting a complete lack of causal
relationship. Here it is argued that the populaiohdeveloping countries are more affected by
economic downturns by seeing their already loweclpasing power decrease, and that paid
media consumption is one of the consumption hdlhésis accordingly dropped or replaced.

A similar picture emerges from the comparative gsialof paid circulation and Internet
penetration: only in Brazil and India paid circidat shows a significant response to variation in
Internet penetration in an inverse way, being reakly random in the other four countries. Here
it is important to notice that Internet penetratiate remains much lower in these two countries
than their European, Asian and North American cewarts throughout the whole examined
period, and is therefore subject to a much higlogengial of increase. This is particularly
important in the case of India, which still expeies a very low Internet penetration rate in
relation to all other countries examined. That reaggest that Internet penetration variation may

affect circulation in a lesser way after that na&@ches a certain critical value, and that thatesal
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was not yet reached by either India or Brazil heslatter experiences a peak at 37.5 percent in
recent years in comparison to peaks in the higantdeven 80 percent in developed countries.

In that way, our first hypothesis, projecting diffat realities for the newspaper industries
in different countries, is judged to be confirmEdrthermore, the only mechanism of
differentiation that could be found was the ovelalel of economic wealth of the examined
countries. Massive cultural differences betweenhges States and Japan, for example, are not
reflected in the similar behaviour of their newspaindustries performance. However, countries
with emerging economies, but in context less wgahlan rich and developed countries like the
United States, Canada, the Netherlands and Jagem, t® be experiencing a recent increase in
paid circulation of newspaper compared to a cowtisudecline of those four. A recent increase
in purchasing power fueled by a strong economigvggron countries of the “emergent block” in
the past decade may account for a change in medsumption habits in those nations that
could explain the increased demand for newspajiere $his research did not examine any
countries that could be classified as “really podris here pointed as a further topic for reskarc
the examination of this detected upward trend id paculation as the focus is shifted from
“rich” to “less rich” to “really poor” countries.

The second hypothesis, suggesting a smaller ddalipaid circulation in Canada than in
the United States is refuted by the analysis. Tdie girculation curve in Canada shows actually
a more severe downward variation than in the Urtades in almost every year of the period,
being almost twice as high in 2008. When the amalyas turned to newspaper penetration
(circulation per population), for a relative persipee, it was found that this trend also favored
the United States in every year of the examinetb@emnd the gap has been consistently

expanding. If a better perception of paid newspapeaeaders and advertisers in Canada exists,
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it doesn’t reflect in circulation and is probablyedto other factors such as those suggested by
Akin (2009c): higher readership, less reliability dassified ads, better integration of offline and
online operations, less restrictions in the useeleimarketing techniques and assimilation of
flyers and insert distribution business.

The third hypothesis, proposing a relationship leetwpaid circulation and national
economic performance is confirmed in certain caaatand refuted in others for the examined
period. This relationship is detected in developingntries with emerging economies and not in
rich developed countries, suggesting a possibéiogiship between purchasing power (more
affected in poorer countries) and media consumpttas concluded that this relationship is
present in a local level in specific macroeconoaaaditions, not being, therefore, a global
phenomenon.

Furthermore, the analysis was not able to detectmmificant examples of an increase
in paid circulation as a consequence of a receskaircould potentially be interpreted as a
manifestation of Ball-Rokeach & DeFleur’'s dependetieory. If the two economic downturns
of our examined period made people more dependemtealia in the examined countries, it
didn't reflect in a significant way in circulatiaumbers, what could suggest that the higher
demand was for TV and other media more committezhtertainment and escapism than
newspapers.

Finally, as a causal relationship between paicdu@ton and Internet penetration
variation was found only in developing countrids fourth hypothesis is judged to be
confirmed in a similar way to that of third one:aalbocal level and related to absolute Internet
penetration numbers under 40 percent, as in theeafaBrazil and India. At some point above

that, the penetration rate appears to reach aalntalue that affects circulation in a lesser way.
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Conclusion

In an effort to better understand the dramatic gearexperienced by the newspaper
industry and the print newspaper as a productdaneyears, this study aimed to test what
appears to be general but as yet scientificallyangn perceptions that this medium has been
declining, especially in North America, in respots¢he emergence of more dynamic and
exciting media alternatives and that its decreadamgand for newspapers is exacerbated by the
turbulent economic times that marked this firstatkcof the twenty-first century. Comparative
statistical analysis of variation trends involviagonomic performance and technological
adoption in different national contexts has shomriewspaper industries behaving in a quite
local manner, with their evolution during the 202008 period clearly following national
patterns of response (or lack thereof) to eachr@b®pposed to the globalized behaviour seen
in the world economy today. Furthermore, thesellather than global trajectories appear not to
be linked to shared cultural or geographic factous,to very specific macroeconomic indicators
that differentiates them and allows their grougimgertain “blocks” of countries as
“developed”, “developing” (or emerging) countriesdd'underdeveloped” countries. From our
sample, countries considered to be rich developedtdes, with very diverse cultural
backgrounds, which have been experiencing a gagnant evolution of their economic growth
and purchasing power, all display a steady dedfimewspaper circulation through all of the
examined period, and this trend doesn’t seem fworein a very significant way to economic
swings. The countries with emerging economies, &ifio very distinct cultures, seem to align

themselves in a different direction to that of tisher countries — their spectacular economic

growth during this decade appears to have spurfeeliag of noticeable improvement in their
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education, purchasing power and consuming halatspitecipitated an actual increase in the
demand for newspapers among other forms of medmo#re closely matched behaviour
between circulation and economic activity is degddh these countries, what suggests a higher
susceptibility of the consumption habits of popiglas of less wealthy countries to economic
downturns.

As for the growth of the Internet as a factor iefiging the demand for newspapers, in
developed countries - despite a general connedtiong the whole decade, with the continuous
increase in Internet penetration seeing a contiggi@erease in circulation - year-to-year
variation correspondence between these two indg#&dar too random to suggest a causal
relationship. Developing countries, on the othardhalespite also been experiencing a rise in
Internet adoption throughout the whole decade, lh@em seeing their newspaper circulations
shift from decrease to sustained increase duriagéniod. But in a very interesting way, even in
the presence of this apparent contradiction, yegear variations match considerably,
suggesting a causal relationship in which the pdemriation paid circulation do respond to the
pace of the adoption of the new technology. Thggsests that an immediately noticeable impact
of Internet adoption on newspaper circulation ewisile the absolute numbers are still relatively
low, and diminish as they reach higher levels.

The current media scene in the whole world is § wanbulent one. Different types of
media compete for larger audiences that keep |gokingratifications of different kinds from
their exposure to them. Blumler & Katz (1974) shmow audience gratifications can also be
derived from exposure to a certain medipen sein addition to the content being transmitted. It
can be concluded that there will always be peagkrested in print newspapers not only

because they provide the most credible news, lm#use of the perception that reading and
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handling a newspaper is a more “intellectual” aelgVated” activity. Some aren’t willing to

give up certain ergonomic and cognitive traits efvspaper reading even as new technological
offerings like the sheet-sized Apple iPad media agan and non-emissive electronic readers like
the Amazon Kindle promise to offer a more “naturaéding experience. People seeking that
kind of gratification are unlikely to abandon newapprs altogether as “flashier” options become
available. Print newspaper will survive as a nickigh its size only being able to be estimated as
the generational replacement proposed by Meyer4(RZi8Gomplete, with all news audiences
comprised of people raised with online, TV and oautws as options.

Increasingly streamlined newspaper companies haee finding out that, even though
that might be a smaller niche, it's one they wadhtinue to dominate. With that niche secure,
they have been finding out that their expertiseews generation is a backbone that puts them in
the best position to dominate the Internet newskeataBarabasi (2004) shows how the Internet
is a less “democratic” and “equalitarian” mediurarthmost people believe, and traffic will
ultimately concentrate around brands with credipdind tradition in news content. As the
business models for online media mature from th@irent insipient state and Internet news
profits start to live up to their estimated potahta likely scenario for the future is Internetuse
becoming the main product of profitable news openatand providing economic viability to a
“print version” of those news to meet the demarodnfthat smaller niche.

As a niche and not the primary source of revenuadws companies, the print version
won't need to make any concessions and will be @blecus on hard news and serious political
reporting and editorials without worrying about thettom line or ratings. This situation in
which a less sought-after product is however thetmespected and influential one is already

experienced by the industry, but in this scenatsdunction will be to lend credibility and status



The Print Newspaper in the Information Agé

to the whole media brand as it continues to prodsecger” products to cater to larger audiences
in other platforms. The news industry will see a-rer audience of news conforming to the
Lazarfeld & Katz's “two-step flow hypothesis”: ofi@med by highly educated or influential
people that can be classified as opinion leadev®ddy print newspapers and the general

public and their more mundane expectations serydeds “challenging” media.
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Statistical analysis of economic and media indicain the Netherlands and Japan
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Statistical analysis of economic and media indicain Brazil and India
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Statistical analysis of demographic and media iathcs in Canada and the United States
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