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SUMMARY  

This study provides an in-depth treatment of the global newspaper publishing market and its 

evolution, with a particular view on the development of online news and related challenges.  

It assesses online news consumption patterns and new online news value networks, compared with the 

traditional newspaper value chain. It shows that the economics of news production and distribution has 

been radically altered, in particular in the context of the economic crisis which has accelerated structural 

changes. After very profitable years, newspaper publishers in most OECD countries face declining 

advertising revenues and signficant reductions in titles and circulation. The economic crisis has amplified 

this downward development. However, the data and the large country-by-country differences, for instance, 

currently do not lend themselves to make the case for ñthe death of the newspaperò, in particular if non-

OECD countries and potential positive effects of the economic recovery are taken into account. 

Importantly, the study shows that many promising forms of news creation and distribution are being 

experimented with, some of which are empowered by increasing technological sophistication and resulting 

decentralised forms of content creation and broad-based participation. The rise of the Internet and other 

technologies radically changes how news is produced and diffused. It enables the entry of new 

intermediaries that create and distribute news, including online news aggregators, online news publishers, 

mobile news actors, citizen journalism and many more. Information providers with very different 

trajectories (TV, newspapers and Internet companies) are now competing head-on in a global online news 

environment. More recently newspaper websites have seen strong growth in their own pages, with large 

newspapers reporting several million unique visitors to their pages per month, increasingly including 

readers from abroad, a radical shift from national patterns of established newspapers. 

Paradoxically, while the print newspaper sector might be struggling, individuals are nonetheless 

confronted with an ever-increasing availability of diverse news. In terms of time spent, Internet users 

report a large increase in reading online newspapers, but most online readership is more ad hoc, irregular 

and sporadic than print newspaper readership used to be. The way news is consumed is also radically 

different on line. Online news readers get a variety of news from different sources, allowing them to mix 

and compile their own personalised information. However, it is unclear whether online readers obtain the 

same depth and breadth of news as traditional readers. Furthermore, a significant proportion of young 

people are not reading conventional news at all, or irregularly. The study also finds that currently no 

business and/or revenue sharing models have been found to finance in-depth independent news production. 

This raises questions as to the supply of high-quality journalism in the longer term.  

Finally, the study raises a number of opportunities and issues before concluding with an analysis of 

business and policy issues. In the short term, some OECD countries have put emergency measures in place 

to financially help the newspaper industry. The question is being debated what potential roles government 

support might take in supporting a diverse and local press without putting its independence at stake. Given 

that almost all OECD countries are currently reflecting on how to approach these issues, this study is 

designed to provide a platform for further exchange on immediate and longer-term policy development.  
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MAIN POINTS  

Part 1: The evolving newspaper publishing industry 

¶ News creation and distribution were affected by new technologies such as radio and TV and by 

changing readership habits long before the Internet emerged. However in recent years access to a 

wide number of online news sources, the decline of newspaper readership and advertising and 

classified revenues have considerably affected the newspaper industry in most OECD countries. 

¶ After very profitable years, newspaper publishers in most OECD countries face increased 

competition (free dailies, Internet, multiple TV and radio sources) and often declining advertising 

revenues, titles and circulation as well as declining readership (see Part 1 of this study and related 

figures). The economic crisis has amplified this downward development.  

¶ About 20 out of 31 OECD countries face declining readership, with significant decreases in some of 

them (Table 2). Newspaper readership is usually lower among younger people who tend to attribute 

less importance to print media. 

¶ Thanks to the strong development of newspaper titles in non-OECD countries the world aggregate of 

newspaper titles has however increased in the last decade ï almost doubling since 2000. However, 

except for a few OECD countries (for example, Ireland, Turkey and Portugal) the number of titles is 

on the decline in the OECD region (Figure 6). The same applies to newspaper circulation which is 

also declining in most OECD countries (Figures 6-8). 

¶ The growth of the global newspaper market slowed progressively from 2004 to almost zero in 2007 

and negative growth since 2008. General and regional and local press are particularly affected and 

2009 was expected to be the worst year for OECD newspapers, with the largest declines in the 

United States, the United Kingdom, Greece, Italy, Canada, and Spain (but  much smaller impact on 

countries such as Austria, Australia, and others, see Figure 2).  

¶ The economic crisis and the fall in offline and online advertising spending in general have created 

additional problems for most newspapers leading to large falls in their advertising revenues 

(including for free dailies many of which have ceased operation), loss of circulation (see Figure 2), 

the closure of newspapers and shedding of newsroom staff in many OECD countries. Structural 

factors are compounded by cyclical factors.  

¶ Employment declines in the newspaper industry have been ongoing since 1997 for many OECD 

countries. But they have intensified since 2008 particularly in countries such as the United States, the 

United Kingdom, the Netherlands and Spain.  

¶ However, large country-by-country and title-by-title differences and the data currently do not lend 

themselves to making the case for ñthe death of the newspaperò, in particular if non-OECD countries 

and potential positive effects of the economic recovery are taken into account. While it is clear that 

newspapers and other more formalised news outlets are experiencing threats and challenges to their 

more traditional business models from the Internet, it is also true that we are experiencing a period of 

great opportunity that must be seized by industry to ensure the success of news outlets with the 

corresponding benefits to society and democracy that they offer. 
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Part 2: The value chain and economics of the traditional newspaper industry 

¶ The traditional role of newspaper publishers is to intermediate between content producers 

(journalists and other providers), information users, and advertisers and others seeking the attention 

of readers.  

¶ Part 2 presents a stylised newspaper value chain where the main stages are content creation, 

manufacturing and distribution and this is used to analyse the economics of established newspapers. 

¶ Newspapers have generated revenue by selling newspaper copies to readers on the one hand and 

advertisement space to advertisers on the other, cross-subsidising the production of news with the 

sale of advertising and/or other commercial activities if the newspaper is part of a larger media 

conglomerate. Newspapers traditionally had high profit margins. 

¶ On the revenue side, the global newspaper publishing market derives about 57% of its revenues from 

advertising and about 43% from newspaper sales. The reliance on advertising is very high in the 

United States, Luxembourg and Canada but less so in countries such as Japan, Denmark and the 

Netherlands.  

¶ Advertising as a share of newspaper revenues had been growing before the onset of the economic 

crisis, and for more than half of OECD countries newspaper advertising revenues increased 

significantly between 2004 and 2007 (or 2008). 

¶ Nevertheless, the share of advertising going to print newspapers has been declining for the last 

decade in most OECD countries, and the newspaper advertising market has more recently 

experienced large falls in offline and online advertising growth. This turnaround in newspaper 

advertising revenues started to impact some countries much earlier (as early as 2000 for Denmark, 

France, the United States, Japan, the Netherlands, and the United Kingdom) than others (from 2007 

in Canada, Finland, Italy and Spain).  

¶ On average, online advertising only accounted for around 4% of total newspaper revenues in 2009. 

Nevertheless the outlook for online advertising revenues for newspaper organisations is very 

positive, also given the ongoing economic recovery. 

¶ On the cost side, costs unrelated to editorial work such as production (and the costly purchase of raw 

material such as paper and ink), maintenance, administration, promotion and advertising, and 

distribution dominate newspaper costs. These large fixed costs make newspaper organisations more 

vulnerable to the downturns and less agile in reacting to the online news environment. 

Part 3: Online news: Developments, value chains, business models and actors 

¶ The drivers of online news include technology, changing media use, new business models and new 

Internet intermediaries, and social factors such as increased mobility and participation in the creation 

of online content.  

¶ In the area of technology for news production, digital content management systems allow editors to 

produce content directly in various formats and to adapt to increasingly integrated newsrooms.  

¶ Rapid advances in mobile technologies, wireless networks and new reader interfaces have enabled 

mobile news delivery and the introduction of smartphones and e-readers. This and other similar 

multimedia devices and business models will enable the reader to access constantly updated, 

interactive news in real time, and within a global, Internet-enabled context.  This will empower a 

targeted news experience. 
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The Internet as an important but complementary source of news 

¶ "Reading news on line" is an increasingly important Internet activity. In some OECD countries, 

more than half of the population read newspapers on line (up to 77% in Korea) but at the minimum 

20% of the population read newspapers on line. The willingness to pay for online news is low but 

increasing. 

¶ In many OECD countries, TV and newspapers are still the most important sources of news but this is 

shifting with newspapers losing ground more quickly to the Internet than TV. In countries such as 

Korea the Internet has already overtaken other forms of news.  

¶ For the most part reading news on line complements other forms of news reading. Most surveys 

show that active offline newspaper readers tend to read more news on line. Countries such as Korea 

where offline newspaper reading is less popular than online newspaper reading are the exception.  

¶ While younger age groups are much more active online news readers, it is usually slightly older 

groups ï the 25-34 year olds ï who are most active in most OECD countries. 

¶ Despite these findings, the share of people who only read online news is likely to grow rapidly with 

new generations who start using the Internet early in life. The Internet is already the main source of 

news for the 16-24 year age bracket, even if the 25-34 year group reads more online news.  

¶ The real concern however is that a significant proportion of young people are not reading 

conventional news at all, or irregularly. Research undertaken in the United Kingdom also shows that, 

although young people demonstrate an apparent ease and familiarity with computers, they rely 

heavily on search engines, view rather than read and sometimes do not possess the critical skills to 

assess the information they find on the web. 

¶ In terms of time spent, Internet users report a large increase in reading online newspapers, but most 

online readership is more ad hoc, irregular and sporadic than print newspaper readership used to be. 

The way news is consumed is also radically different on line. Online news readers get a variety of 

news from different sources, allowing them to mix and compile their own personalised information.  

¶ The question is how the different actors in the eco-system contribute to citizen engagement and to 

democracy generally, as each plays an important role in this regard. While there may not be many 

empirical studies of the impact of the Internet on the analytical skills of younger generations, 

including the consumption of news, this could be an interesting area for future research. 

Internet traffic to online news sites  

¶ In all OECD countries, Internet traffic to online news sites has grown rapidly. About 5% of all 

Internet visits are related to reading news on line, which is a conservative estimate. In fact, the 

combined print and online audience of news organisations may be growing. 

¶ In many Western OECD countries the Internet webpages of broadcasters and online newspaper sites 

play a large role in attracting news-related visits. More recently newspaper websites have seen strong 

growth in their own pages, with large newspapers reporting several million unique visitors to their 

pages per month, including increasingly readers from abroad, a radical shift from newspapers.  

¶ While in many markets search engines and their news services do not gather a large share of the 

news-related traffic, they are very important in terms of referring Internet traffic to other online news 

sources such as the Internet pages of newspapers or broadcasters, although there may be 

disagreement as to the importance of this referral both in terms of traffic and whether the volume of 

traffic or unique users is an important metric for publishers.  
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¶ News aggregators such as Digg and NetVibes (online only news providers) constantly increase their 

market shares, and social networking sites such as Twitter are also increasingly important sources of 

news and platforms for exchange.  

Online news distribution: Value chains, business models and actors 

¶ The rise of the Internet and other technologies radically changes how news is produced and diffused. 

It enables the entry of new intermediaries that create and distribute news, including online news 

aggregators, online news publishers, mobile news actors, citizen journalism and many others. 

¶ A consequence of these changes is that information providers with very different histories (TV, 

newspapers and Internet companies) find themselves competing head-on in a new global online news 

environment.  

¶ Part 3 presents a stylised online news value chain which depicts an increased role of users as 

contributors to news, and a large number of online news actors and intermediaries. It also illustrates 

the strategies and business models of different actors. 

¶ In the online context the production and dissemination of news is much more interactive and multi-

directional, rather than linear. News is constantly updated, with journalists and other news 

contributors monitoring, distilling and repackaging information.  

¶ New actors are i) news organisations which only provide news online (so-called pure-players), ii ) 

search engines which are often also a form of news aggregation, iii ) Internet portals with news 

services, iv) social networks or communication services such as Twitter, v) other news aggregators, 

vi) providers focused on mobile news alone, vii) new online advertising groups, viii ) hardware and 

services providers.  

¶ Many of these actors will not necessarily be interested in generating money by selling news content. 

They also do not have the large fixed cost base of traditional news organisations to provide in-depth 

and varied reporting and to operate physical manufacturing, distribution and administration of news.  

¶ News wires, freelance journalists, photographers or camera-teams which ï as suppliers ï usually fed 

linearly and directly into newspapers and other news organisations in the past, might opt to ñcut out 

the middlemanò and supply content directly to Internet actors or users willing to pay. 

¶ Device or network service providers which did not play any role in the past also control access to 

end consumers and have a large degree of bargaining power with content providers. Similarly to 

other digital content industries, new types of intermediaries and standards are emerging. Users may 

also increasingly become diffusers, commentators and creators of news.  

¶ Direct revenues generated on line from news consumers are still rather small. Most if not all 

revenues are generated via online advertising or online classified advertising and content licensing.  

¶ Newspapers and in particular news wires have also licensed their content to third-parties and started 

collecting revenues from it. Newspapers and other news organisations have experimented in trying 

to sell access to news on a pay per-item basis or via subscriptions but ï for the most part ï revenues 

are negligible, although there are a few positive examples such as the Wall Street Journal and 

Financial Times. Towards the end of 2009, newspapers were gearing up for a second trial to charge 

for online content, hoping that the Internet users were more willing to pay. A new trend for 

newspapers is also to own other Internet-related businesses and to sell other services to their 

customer base. 

¶ In 2008 and 2009 there were also an increasing number of online-only news sites which started 

operating with donations and trustees (offline). 
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Part 4: The future of news creation and distribution: Opportunities and challenges 

¶ The impacts of the changing media landscape on news are pulling in to opposite directions.  

¶ One extreme is that online and other new forms of more decentralised news will liberate readers 

from partisan news monopolies which have tended to become more concentrated and to dominate 

the production and access to news.  

¶ The other extreme is that the demise of the traditional news media is with us (partially caused by the 

rise of the Internet), and with it an important foundation for democratic societies is at risk.  

¶ Part 4 summarises some of the arguments of the debate. 

Part 5: Business and policy issues 

¶ Given the central role of news for democratic societies, the evolutions of news creation and 

distribution are a matter of public interest.  

¶ In terms of policies, the distribution of news on line is, for the most part, not considered as an 

entirely separate policy issue from news policy in general. In general there is i) a body of Press 

policies and framework conditions, and ii ) state support measures which are being reviewed in light 

of the current news context. And more recently these are being complemented by iii ) a set of specific 

challenges or policy areas linked to online news or the Internet.  

¶ In the short term, some OECD countries have put emergency measures in place to financially help 

the struggling newspaper industry. What potential roles government support might take in preserving 

a diverse and local press without putting its independence at stake is being debated. The question is 

also whether and how the production of high-quality and pluralistic news content can be left to 

market forces alone.  

¶ In OECD countries support measures and topics being debated include: i) discussions on how to 

maintain a high quality independent news in a changed context; ii ) improvement or intensification of 

existing state support policies (direct or indirect subsidies, funds to support local journalism, etc.) 

and an extension to online news providers; iii ) rules and funds enabling the modernisation of 

newspaper organisations ï including multimedia skills and new technology; iv) changing the finance 

of the some of the press industry, e.g. to a non-profit or charity status; v) relaxation of regulations 

which may improve the financial health of the newspaper industries (tax reductions, relaxed 

competition and media diversity laws); vi) the role of public broadcasters and their impact on 

commercial news providers; and vii) Internet-specific considerations about the status, role and code 

of conduct of online news providers and online policy challenges.  

¶ Selected policy issues which are treated include: i) fostering newspaper readership; ii ) freedom of 

information, the press and expression; iii ) journalism skills and working conditions; iv) quality, 

reliability and governance of online news; v) the role of public sector broadcasting in a digital news 

environment; vi) media diversity and competition; vii) advertising and direct marketing rules; and 

viii ) intellectual property rights and technical standards. 
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INTRODUCTION  

Independent journalism and news distribution play an indispensable role in informing citizens. They 

are a pillar of public life and pluralistic, democratic societies. At their best, they are a source of reliable, 

quality information that people trust and understand.  

The newsgathering and distribution process is undergoing deep changes. In many OECD countries 

both the number of physical newspaper titles, their circulation and newspaper readership are in decline. 

After a period of healthy growth for the newspaper industry, newspaper circulation and readership numbers 

and advertising revenues are mostly falling. In addition to competition from traditional sources such as 

television, radio, cable and others, today younger readers are mostly attracted to the Internet as a source of 

news and information. While the newspaper industry is experimenting with new distribution models, the 

economic crisis and related fall in advertising revenues have accentuated the downward spiral of many 

forms of printed news. The economic foundations of journalism have to be rethought. In particular, in 

certain OECD countries newspaper bankruptcies and layoffs have increased and currently a significant 

number of newspapers are losing money.  

At the same time, it has never been easier, quicker and cheaper to access news. The Internet and 

related online media sources are offering users instant access to news, often associated with "rich" media 

such as video. And often this news can be accessed for free. The traffic on the websites of traditional 

newspapers, wire agencies and traditional public broadcasters such as the BBC is growing rapidly, while 

all these entities are reinventing their value chains and business models. Innovative news services and 

content distribution models are emerging which offer minute-by-minute updates, personalisation, improved 

functionalities and the delivery of customised information to various technology platforms (e.g  

Smartphones, e-readers). And it is not only the distribution of news which is changing. Readers can now 

more actively participate in the news creation, editing and dissemination process, either by acting as citizen 

journalists, having their own blog, writing comments or forwarding their preferred article via e-mail. 

Arguably the diversity of voices and news sources has increased with a more participative web.  

While it is clear that news gathering and distribution are changing fundamentally, it is less obvious 

what online business models, partnerships and organisations will best support cost-intensive, public 

service-oriented news in the future. With decreasing editorial staff and resources at traditional newspapers, 

resulting from the challenges that the industry is facing, questions arise whether news on line is as diverse 

and a trusted source of high-quality information as it might seem (in particular to cover local and costly 

international news, e.g. war zones). Currently few of the online news distribution models are generating 

significant revenues and those which do are often not directly linked to the newspaper industry itself (e.g. 

Internet portals, search engines). Falling subscriber bases means more reliance on advertising revenues ï 

which can sometime be a threat to the independence of a paper. The further decrease in online and offline 

advertising spending engendered by the economic crisis will increase the search for a functioning business 

model. New technologies, new actors, new revenue-sharing practices, and changing user demographics and 

styles will further amplify change and the need to find a new model for news creation and distribution.  

These developments are at the center of public interest and have thus recently been at the heart of 

public discussions, government attention and new policies.  
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Background 

 The Working Party on the Information Economy has been tasked to undertake a study on online news 

distribution as part of its Programme of Work and Budget 2009-2010 (Digital Economy Item 2.1) and its 

ongoing work on Digital Broadband Content. In this context, news is defined as the reporting of current 

events usually by local, regional or mass media in the form of newspapers, television and radio 

programmes, or distributed on line, via PCs or mobile devices. The main characteristics of quality news are 

timeliness, revelation, seriousness, authenticity and impartiality (Encyclopedia Britannica). 

The OECD has carried out a number of studies assessing sectors being restructured through the rise of 

digital content (e.g. music or film). But due to the role it plays in democracies, news is different from other 

media content. There is a general agreement that a democratic political system cannot function without 

diverse, free, and independent sources of news, making press freedom and the watchdog role of the press a 

pillar of contemporary societies and well-informed citizens.
1
 At its best, one of the functions of news and 

journalism is to keep up the accountability of governments, businesses and individuals.  

 Put this way, news is often considered a quasi public good, which markets alone might tend to under 

produce, especially if citizens do not see or are not willing to pay for these positive externalities. News has 

also been characterised as a merit good, that is a commodity, which it is judged that an individual or 

society should have independently of his or her ability and willingness to pay (for example, education).
2
  

 Newspapers play a critical role in the provision of news. They contribute heavily to the gathering and 

diffusion of local, regional or international news (which are then often re-used on radio or TV). They have 

set the news agenda for a very long time and have a better track record of covering public affairs than other 

media.
3
 The printed press is also the main employer of journalists in most OECD countries.

4
  

The available economic literature also shows the critical importance of daily newspapers to help keep 

a check on corruption (in particular in government) and to spur civil engagement in politics. In fact, there 

is a significant positive correlation between more press freedom and less corruption in a large cross-section 

of countries, based on available studies.
5
,
6
 In the past, even small newspapers have been shown to make a 

difference in terms of impacts on political competition and transparency (more so than TV, radio and 

blogs, for instance).
7
  

That said, today information and news are much more accessible than in the past. Hiding cases of 

corruption, other scandals or any type of information from the public has become very difficult in 

contemporary, networked societies. The Internet and other technologies have proven to be a powerful tool 

to quickly uncover and diffuse information. With this, the role of journalism and news organisations is 

changing. Future research in this area will be needed to re-evaluate the impact of this shift in news 

distribution on both the consumer and the industry. 

Objective and structure of this study 

 The objective of this study is to provide an analysis of news creation and distribution with a focus on 

the Internet.  

The main questions addressed are: i) What is the state of the newspaper industry and newspaper 

readership?, ii ) How is online news distribution developing and in which way does it change how users 

access news? iii ) What are new value chains, business models and ways the creation and delivery of news 

are organised online? And what are the impacts of digitisation and digital delivery on the news value 

chain? iv) What are the opportunities and challenges?, and v) What are the business and policy 

considerations which emerge? 
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The study is composed of five parts:  

Part 1: The evolving newspaper publishing industry  

¶ A short history and evolution of news distribution 

¶ An overview of the news distribution industry in OECD countries.  

Part 2: The value chain and economics of the traditional newspaper industry  

¶ An explanation and analysis of the traditional newspaper value chain and its evolving underlying 

economics. 

Part 3: Online news: Developments, value chains, business models and actors 

¶ Assessing online news drivers  

¶ Providing a recent stock-take of online news developments, and 

¶ An analysis of online news actors, new value chains and business models against the backdrop of the 

traditional newspaper business and its cost structures. 

Part 4: The future of news creation and distribution: Opportunities and challenges 

¶ Raising related opportunities and challenges 

Part 5: Business and policy issues 

 

¶ Exploring business and policy issues related to the challenges and barriers in the development of 

traditional and online news provision. 

 

Annex 1 of this study elaborates on the measurement challenges and intricacies of offline and online 

news revenues and audiences.  

The World Association of Newspapers (WAN) has provided invaluable assistance with respect to data 

relating to the newspaper industry. The European Newspaper Publishersô Association (ENPA) was a very 

good source concerning the relevant policy issues. National experts nominated by member countries and 

other notable scholars (in particular: Dr. David Levy, Director, Reuters Institute for the Study of 

Journalism from the UK; Terry Flew, Professor of Media and Communication in the Creative Industries 

Faculty, Queensland University of Technology from Australia; António Granado, Professor, Universidade 

Nova de Lisboa and the editor in chief of ñPublico.ptò from Portugal; Vibeke G. Petersen, Special Adviser, 

Ministry of Culture from Denmark) have contributed with very helpful comments. Soo Youn Oh (Seoul 

National University, Republic of Korea) has contributed to the research of this study. 

The study builds on existing WPIE studies, and in particular the OECD studies on the participative 

web, on digital content (including Chapter 5 of the OECD Information Technology Outlook 2008, and the 

study on online advertising), and Chapter 7 of the OECD Information Technology Outlook 2006 dealing 

with blogs, RSS feeds and citizen journalism. In particular Part 5 of this study builds on the OECD Policy 

Guidance on Digital Content (Annex 2) and has some relevant links to the ICCP project on Internet 

intermediaries. 



 DSTI/ICCP/IE(2009)14/FINAL 

 15 

PART 1: THE EVOLVING NEWSPAPER PUBLISHING INDUSTRY 

After an introduction to the evolution of news provision, Part 1 provides available metrics and 

analysis on the state of the newspaper industry, first comparing its overall size and comparing various 

OECD markets and second by analysing recent newspaper market developments. A few countries are 

analysed in more depth to give regional examples. The effects of the economic crisis are assessed.  

Historic evolution of news provision 

News creation and distribution were affected by new technologies such as radio and TV and changing 

readership habits long before the Internet emerged.
8
 

¶ The first regularly published newspaper in the world was published between 1605 and 1609 (Avisa 

Relation).
9
 

¶ Rising literacy and philosophical traditions, formation of nation states, a developing postal system 

created new market elements in the 18
th
 century and helped newspapers to emerge. 

¶ Sweden passed the first law protecting press freedom in 1766. Progressively since then, the roles of 

the press and media freedom are considered essential in democratic societies and are protected by 

constitutions or laws guaranteeing free press. However, throughout much of the 19
th
 century, in the 

United States for instance, newspapers were often public relations tools funded by politicians, and 

newspaper independence was a rarity. 

¶ In the United States, the period between 1890 and 1920 is often referred to as the ñGolden Ageò of 

print media when press barons such as Joseph Pulitzer built publishing empires. 

¶ By 1920,
 
newspaper industries began to face major challenges from broadcast radio. For the first 

time, newspaper publishers were forced to re-evaluate their role as primary information providers. In 

1935-36, television was introduced as a news medium and took off in the 1950s.  

¶ Since the 1970s the introduction of progressively more channels and information media has led to a 

fragmentation of audiences into smaller segments. Until recently this media development was 

accompanied by a steady increase in print-related advertising revenues.  

¶ Since the 1970s and 1980s some OECD countries have seen significant ownership changes of 

newspapers, i.e. large entities or media conglomerates incorporating newspapers and the consequent 

move away from single newspaper ownership. In particular in the United States entities owning 

newspapers were increasingly listed on the stock exchange, fundamentally altering financial 

expectations, priorities and newspaper management due to a greater focus on profitability.  

¶ Those writing about the developments of the press emphasise that despite the length of the 

newspaper history, it is relatively recent that non-partisan, independent press coupled with 

investigative journalism are the order of the day.
10
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¶ In the 1980s newspapers undertook efforts to publicise news via videotext/teletext, without much 

commercial success however. In the 1990s, newspapers introduced services such as CD-ROM, 

digital assistants, fax and bulletin-boards. In November 1999, The Yomiuri Shimbun (Japan) released 

the first CD-ROM which provided searchable archives of news articles and images from a specific 

period that have been digitalized from microfilm. 

¶ Broadcasters started to operate 24-hour news channels, starting with CBS and CNN in the 1980s. 

¶ Metro International started with one free daily newspaper in 1995 in Stockholm. The trend to free 

dailies effectively started challenging paid newspapers in 2000.  

¶ The first online newspaper was published in January 1994 by Palo Alto Weekly California, United 

States. In 1994 the first commercial browser with online classified advertising sites such as Craigslist 

(1996) emerged as serious competitors.  

¶ The worldwide online newspapers and other online news media grew significantly during the last 

half of the 1990s. Le Monde (France) set up its website in 1995 and the New York Times (NYT) in 

1996. 

¶ In 1994 the first blogs emerged but their take up was slow among the general population. Today, 

they are an integral part of Internet use and the news system. 

¶ In 1998 USA Today started charging for its online archives. El País started introducing paid access to 

articles in 2002. However, paid access to newspaper articles was quickly abandoned due to the 

unwillingness of users to pay. 

¶ Following the rise of Netscape, Lycos and others, Internet portals played an increasing role as news 

outlets and news aggregators. In 2006, Google started its Google News services while Yahoo! 

started its Newspaper Consortium.  

¶ The South Korean online newspaper OhMyNews (www.ohmynews.com) with the motto "Every 

Citizen is a Reporter" was founded in 2000. Citizen journalism and blogs took on a very noticeable 

form in the 2004 Tsunami, and the 2005 London City bombings, and have been growing ever since.  

¶ An increasing number of online news sites (pure player sites) came on the scene. For instance, 

Rue89 (France) started its operations in 2007.  

¶ Since 2007 the iPhone and other smartphones are a major driver of mobile access to news.  

¶ In 2008, ProPublica an independent, non-profit online news organisation started its operations to 

become one of a number of prominent philanthropic or non-profit online only news organisations. 

¶ In May 2009 Amazon unveiled its Kindle 2, an electronic book reader (e-reader) which gives access 

to online newspapers thanks to partnerships with major US newspapers.  

¶ In many OECD countries, the economic crisis has strongly impacted the newspaper industry ï in 

part leading to the closure of newspapers or city/foreign bureaus.  

¶ In the last quarter of 2009, some newspapers started charging again for some of their articles or 

restricting them to paid subscribers, with as yet unclear impacts on their revenues or readership. 
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Size of the global newspaper publishing market and industry 

The next sections provide available market, revenue, employment and audience figures for the 

newspaper industry. Annex 1 explains related measurement challenges and intricacies in greater detail.  

Market and turnover 

The global newspaper publishing market (defined as online and offline circulation and advertising 

revenues of traditional newspaper publishers) is estimated at USD 164 billion in 2009 (PwC, 2009a). 

Despite the fact that 2009 is a year of decline, its revenues considerably exceed those of recorded music 

(USD 27 billion), video games (USD 55 billion), films/movies (USD 85 billion) and also consumer/ 

educational book publishing (USD 112 billion). 

The United States, Japan, Germany and the United Kingdom had the largest newspaper publishing 

markets in 2008 (Figure 1).
11

 Most OECD countries have seen a growth of their newspaper market 

between 2004 and 2008, led by Turkey (+50%) and Greece (+35%). Only five OECD countries for which 

data is available have experienced a decline, with the United States being particularly affected (-20%), 

followed by Japan (-9%), the United Kingdom (-7%), Canada (-2%) and The Netherlands (-1%). 

Figure 1.  Newspaper publishing market by OECD country (in USD millions) 
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Sources: OECD calculations based on data of PricewaterhouseCoopers LLP, Wilkofsky Gruen Associates, published in PwC (2009a). 

The growth of the global newspaper market slowed progressively from 2004 (3.6% growth over the 

previous year) down to only about zero growth in 2007 and negative growth since 2008 (-5%) (PwC, 

2009a). In 2009 the global newspaper publishing market is expected to significantly shrink by about 10% 

(PwC, 2009a). The growth slowdown started and is most heavily pronounced in North America (since 

2006 negative growth -14% in 2008, -18% in 2009). The Asia Pacific region has resisted the most with 

growth holding up until 2008 and an estimated decline of -6% in 2009. Turkey, Greece, Austria, Mexico 

and Australia were experiencing double-digit growth between 2004 and 2009. In 2009 however, the 

newspaper markets of all OECD countries were declining (see Figure 2 for estimated percent declines 

between 2007 and 2009). About half of OECD countries experienced drops below the 2004 levels, with the 
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United States (-34% from 2004 level), the United Kingdom (-22% from 2004 level), Japan (-18% from 

2004 level) affected most. Germany, Italy, the Netherlands and the New Zealand have also noteworthy, but 

mostly one-digit, declines.  

Figure 2.  Estimated newspaper publishing market decline in OECD countries, 2007-2009 (in per cent) 
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Sources: OECD calculations based on data of PricewaterhouseCoopers LLP, published in PwC (2009a). 

Not all national statistical offices from OECD countries offer official turnover, value-added and 

employment data concerning the newspaper publishing industry. In particular, the available data from 

Australia, Korea and Japan concerns the much broader category of ñPublishing of newspapers, journals, 

periodicalsò which includes scientific journals and magazines and cannot be compared directly to other 

OECD countries. Where available other data sources are used for Korea and Japan.  

Taken together the EU27 has the largest newspaper publishing industry by turnover,
12

 followed by the 

United States (Figure 3). Within the EU, Germany, the United Kingdom and France have the largest 

newspaper publishing industries by turnover. For the years until 2007, the only market with a decline was 

the United States. As a share of total market economy turnover, however, the newspaper publishing 

industry is most significant in the Nordic EU countries (Norway, Finland, Sweden and then Denmark), 

Germany and the United Kingdom. In most OECD countries that share of the total economy was shrinking 

very fast in the period between 1997 and 2007, in particular in the aforementioned countries.  



 DSTI/ICCP/IE(2009)14/FINAL 

 19 

Figure 3.  Newspaper publishing turnover, 1997 and 2007 

in USD millions 
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Note: The surveyed period after 2002FY is the fiscal year and that before 2002 is the calendar year. Annual survey by The Japan 
Newspaper Publishers & Editors Association (NSK)'s Managerial Analysis Section. 

Source: New Cronos, Eurostat, the US Census, and the Annual survey by The Japan Newspaper Publishers & Editors Association 
(NSK)'s Managerial Analysis Section. 

Circulation 

In 2005 Japan overtook Norwayôs long term position as the country with the highest density of paid 

newspaper readership in the OECD. The Nordic countries also have a high readership density (defined in 

terms of papers circulated per 1 000 population).  

¶ In Japan 526 paid daily papers are circulated on an average day per 1 000 population, more than 

Norway with 458 issues, Finland with 400 issues, Sweden with 362 issues and Switzerland with 292 

issues. Interestingly these OECD countries also have a very high broadband penetration. In the 

United States this is true for only 160 per 1 000 population, and circulation per population is also 

much lower in Canada (129 per 1 000 pop.), France (122), Australia (116), Spain and Italy (both 90).  
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Figure 4.  Paid-for-dailies: Total average circulation (in millions), 2008 

 
Source: OECD based on data from the World Association of Newspapers (WAN). Note: Many Japanese dailies publish morning 
and evening editions on the same day under the same title. A ñset paperò subscription to both editions is counted as one copy in 
determining circulation figures. 

¶ Within the OECD, Japan (51 million per day), the United States (49 million per day), Germany 

(20 million per day), the United Kingdom (15 million per day) and Korea (13 million per day) lead 

in terms of the total average daily circulation of newspapers in 2008 (see Figure 4). However, non-

OECD countries now play an extensive role in total world newspaper circulation with India and 

China leading paid circulation given their large populations. 

¶ Japan provides five of the world's top 10 paid for dailies ranked by total average circulation. The 

Japanese Yomiuri Shimbun has a total average daily circulation of about 10 million copies. When 

excluding Japanese newspapers, the following OECD newspapers score highest: Bild (Germany) 

with 3.1 million circulated papers, The Sun (UK) with 3 million, The Chosun Ilbo (Korea) with 

2.3 million, USA Today (USA) with 2.3 million, and JoongAng Ilbo (Korea) with 2.2 million.  

¶ However, again, in terms of numbers of newspapers which make it into the top 100 the list is 

dominated by China (25 out of 100) and India (20 out of 100), followed by Japan (16 out of 100), the 

United Kingdom and the USA (both 7 out of 100).  

Employment 

The number of people employed in the newspaper industry grew strongly in OECD countries in the 

second half of the 20st century, and until the end of the 1990s. In France, for instance, the number of 

journalist almost tripled in two generations (CNRS, 2009). However, recent years have seen a decline. 

The United States has the largest number of persons employed in the newspaper publishing industry 

(Table 1), followed by Germany, the United Kingdom and France.
13

 Between 1997 and 2007 most OECD 

countries for which data is available have however experienced a rapid or certain decline in newspaper 

employment: Norway (-53%), the Netherlands (-41%), and Germany (-25%). Some OECD countries such 

as Spain (63% growth between 1997 and 2006) and Poland (30%) have seen the employment by 

newspapers increase. 
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The United States has most journalists employed, followed by Japan, Germany and the United 

Kingdom (Figure 5). In terms of growth, the available data up until 2006 or 2007 does not show a rapid 

decline of journalists which is broadly shared across the OECD, but rather a slight increase or stagnation of 

the number of employed journalists. The exceptions are the Netherlands and the United Kingdom which 

has already experienced a rapid decline of journalists before the economic crisis. Most other OECD 

countries have felt negative impacts on the number of journalists starting in 2008 and intensifying in 2009.  

 

Table 1. Newspaper publishing employment  
in number of persons, ranked by size and per cent change, 1997-2007 

 
1997 2000 2005 2006 2007 

per cent change between 1997 and 
2007 (or first and last available year) 

United States 403355 412627 380144 372048 356943 -12% 

Germany  105427 80517 79691 77101 -25% 

United Kingdom 51756 46279 53905 52047  1% 

Japan 61846 59117 52683 52262 50911 -  

France 30446 31555 30779 30734  1% 

Spain 14155 17731 20507 23062  63% 

Sweden 17210 15736 14308 15375 15320 -11% 

Korea 21200 14662 13313 12679 14897 -30% 

Poland 9853  13090 12898 12829 30% 

Netherlands 21474 21468 12888 12779 12712 -41% 

Italy 12321 12750 12116 12625 12472 1% 

Denmark 11386 20089 11040 11133 10644 -7% 

Norway 21376 18175 10263 10040  -53% 

Finland 9367 10051 8518 8116  -13%  

Greece   7063 7250  n.a. 

Czech Republic   3897 4271  n.a. 

Portugal 3838 3725 4304 4247 4071 6% 

Austria 4060 3265 3736 3786 3743 -8% 

Belgium 3550 3995 3498 3251 3606 2% 

Hungary  3456 2144 2758  -24%  

Ireland 2321 2820 1743 2714  17% 

Slovak Republic  1065  1048 1105 4% 

Source: New Cronos, Eurostat for Europe, Japan Newspaper Publishers & Editors Association, Census for US, StatCan for Canada, 
WAN and national newspaper associations. 
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Figure 5.  Number of journalists 
2008 or latest available year 

 
 Source: OECD based on data from the World Association of Newspapers (WAN). 

Recent newspaper market developments 

After very profitable years, OECD newspaper publishers face increased competition (free dailies, 

Internet) and often declining advertising revenues, titles and circulation and declining readership. The 

economic crisis has compounded this downward development. However, there are large country-by-

country and title-by-title differences and only a few generalisations can be made about the state of the news 

industry. Certainly the data does not currently lend itself to making the case for ñthe death of the 

newspaperò as suggested by some (Fogel and Patino, 2005; Poulet, 2009), in particular if non-OECD 

countries and a potential positive effect of the economic recovery are taken into account.  

Number of titles 

¶ The decline of newspaper titles has been ongoing for a number of years or even decades in some 

OECD countries. In France, for instance, between 1945 and 2004 regional titles went down from 153 

to 56 and national titles from 26 to 10 (Le Floch and Sonnac, 2005). 

¶ In 2008, roughly 4000 newspaper titles existed in the OECD. For a majority of OECD countries, the 

paid-for dailies number of titles decreased (in 14 OECD countries out of 30) or held roughly steady 

(defined as less than 3% variation ï 6 OECD countries out of 30) among OECD countries between 

2000 and 2008 (Figure 6). In some countries the decrease was very noticeable from 2000/2002 to 

2008: the Slovak Republic (-69%), Belgium (-25%), Netherlands (-17%), Switzerland (-16%), New 

Zealand (-15%), and Norway (-10%). The United States has lost 5% in terms of number of titles. Yet 

other OECD countries have witnessed a growth in the number of their paid-for-dailies' numbers: 

most noticeably Korea (125%, not in graph as per the Note), Turkey (76%), and Ireland (50%).  
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Figure 6.  Change in per cent in titles versus per cent change in paid circulation, OECD, 2000-2008  
(in per cent) 

 

 

Note: Korea (-4% in circ., +125% in titles) and Iceland (-140% in circ., 0% in titles) are not in graph for improved readability.  

Source: OECD calculations based on data from the World Association of Newspapers (WAN). 

¶ Thanks to the strong development of newspaper titles in non-OECD countries the world aggregate of 

newspaper titles has increased strongly in the last decade ï almost doubling since 2000. However, 

these figures have to be used with care due to measurement problems (Annex 1).  

¶ The OECD Enhanced Engagement countries now count more titles than OECD countries (4 414) 

with a 40% growth in the last decade. OECD accession countries (excluding Russia) total about 600 

titles with less dynamic 5% growth over the same 2000/2002-2008 period.  
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Paid newspaper circulation 

¶ The share of the OECD in total world daily paid newspaper circulation has declined from 49% in 

2002 to 42% in 2008. Overall paid-for dailies total average circulation numbers are decreasing for 

OECD countries, in particular after 1999/2000 (Figure 7). Paid-for dailies total average circulation 

2000-2008 showed a 2.7% decrease among OECD countries in this period.  

Figure 7.  Paid for dailies average total daily circulation 

2000-2008 (in millions). Worldwide, OECD, BIICS (Brazil, India, Indonesia, China and South Africa) 

 
 Note: Here the OECD Enhanced Engagement Countries (EE5) are called the BIICS (Brazil, India, Indonesia, China and South 
Africa). The 2008 value for the OECD EE5 is an OECD estimate.  

Source: OECD based on data from the World Association of Newspapers (WAN). 

¶ As measured between 2000 and 2008, paid-for circulation numbers are decreasing among all OECD 

countries except Ireland (45%), Poland (31%), Turkey (25%) and Portugal (12%) (Figure 6). Iceland 

shows the largest negative change with 58% decrease of daily total average circulation since 2001, 

followed by Denmark (-21%), Australia
14

, the United Kingdom, Hungary (all -19%), the Netherlands 

( 18%), Switzerland and Canada (-17%) and Germany (-16%). 

Outside the OECD area the average daily paid newspaper circulation has been growing for a number 

of years, compensating for the drop in OECD paid circulation and leading to the overall growth in the 

number of world newspapers ï by 14% from 2002-2008 (Figure 7, based on the (imperfect) available data 

ï see Annex 1
15

) and by 2.6% in 2007 and 1.3% on a world-wide in 2008.
16

  

¶ Growth in the BIICS countries by about 35% from 2000 to 2008 very much contributed to this 

growth, most notably India with a 45% increase in circulation between 2000 and 2008, South Africa 

(34%) and China (an estimated 29%). Gains are not only occurring there but also in other countries 

and continents, including Africa and South America. 

¶ OECD accession countries (excluding Russia for which no complete data is available) have a lesser 

positive development in circulation but are more similar to OECD countries ï with Israel having the 

largest circulation figure but Chile being responsible for the greatest growth in newspaper circulation 


