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‘LIFE WAS EASIER WHEN
AN APPLE AND A

BLACKBERRY WERE
JUST FRUITS’

INNOVATION



SENSE OF SALVATION

PERHAPS OUT OF
DESPERATION

INNOVATION



WILL THE IPAD

AND TABLETS OFFER
A SECOND LIFE

TO MAGAZINES?

INNOVATION



YES
IF PUBLISHERS
RE-INVENT THEIR TITLES

NO
IF WE RE-PURPOSE
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"IF YOU HAVE
LESS
NEWSPAPERS
AND MAGAZINES
AND MORE OF
THESE...

IT MAY WELL BE
THE SAVING OF
THE PUBLISHING
INDUSTRY™

INNOVATION



YOU CANNOT
POUR OLD WINE
INTO NEW

BOTTLES

INNOVATION



WE HAVE TO REINVENT

THE WAY WE TELL
STORIES

IT'S THE JOURNALISM
NOT THE PLATFORM

INNOVATION



WE HAVE TO REINVENT
THE MAGAZINE BY
DECONSTRUCTINGIT

INNOVATION



NEW GRAMMAR
FOR NEW MEDIUM

INNOVATION



STORIES YOU CAN
READ
WATCH
AND
TOUCH

INNOVATION



DESIGN FOR
EYES
AND

FINGERS

INNOVATION



EXPERIENCE MORE
IMPORTANT THAN BRAND
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GREATEST MEDIA
PLATFORM INNOVATION
SINCE GUTENBERG -
LACK OF INNOVATION
FROM PUBLISHERS
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GQ Magazine _ RATI N G

Vanity Fair

National Geographic I Pad Apps

Paris Match
Der Spiegel 202

L’express

Wired

Time Magazine

Newsweek

Magazines

The New Yorker

(Source App Store)

INNOVATION



USA Today
Die Welt
De Standaard

The New York Times

Financial Times

New Zealand Herald

ki
ki
Evening Standard - I Pad
B
i

Y G
Bz ||
22
== |
a‘)‘:

€ Honde Newspapers

Corriere della sera

(Source App Store)
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THE iPad as A MAGAZINE
ON STEROIDS?

INNOVATION



THE iPad as SHOVELWARE!?

INNOVATION



MORE PRINTY
LESS WEBBY
NEITHER PRINTY
OR WEBBY

INNOVATION



INNOVATION



WE NEED MORE DEMOS
AND LESS MEMOS

INNOVATION



DIFFERENT CONTENT FOR
DIFFERENT PLATFORMS

PAPER - LONG NARRATIVE
TABLET - DEPTH AND EXPERIENCE
MOBILE - INSTANT NEWS
INTERNET - BREAKING NEWS,
BROWSING, ARCHIVES, AGGREGATING,
HYPERLINKING...
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70/20/10 — INNOVATION
formula

the iPad as
70 % Main book
20% <> 3 Digital narratives
|0 9% Fixed services
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THE iPad as
Infographics
Unique Video
Slideshows
Caricatures/Art

INNOVATION



ONE MAG MANY APPS

INNOVATION



WE MUST UNBUNDLE THE
BUNDLE

INNOVATION



DISAGREGGATE
3 STRANDS

INFORMATION
SERVICES
ISSUES AND PASSIONS

INNOVATION



TABLETS AS PREMIUM

INNOVATION



IPad means iPay

INNOVATION



FREE is very EXPENSIVE

INNOVATION



PRODUCE MORE FOR
THOSE WHO PAY
AND LESS FOR THOSE WHO
DO NOT PAY

INNOVATION



BEWARE OF FALSE
IDOLATRY

INNOVATION



APPLE WANTS TO
BECOME
THE WORLD’S KIOSK

INNOVATION



IF WE LOSE
PRICING AND

CUSTOMER DATA

WHAT’S LEFT?

INNOVATION



DO NOT IMPULSIVELY
BITE THE APPLE

INNOVATION



WE CANNOT SUFFER THE
SAME FATE AS THE MUSIC
INDUSTRY

INNOVATION



THE PAPER OF THE 2IST
CENTURY?

INNOVATION



TABLETS OR PAPER?
NO
TABLETS AND PAPER

INNOVATION



Paper as
PREMIUM
Haute Couture

Online and Mobile as
MASS MEDIUM
Pret a Porter

INNOVATION



Less Circulation
4+ Revenue

CHARGE MORE

1X5 MULTIPLE

INNOVATION
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BLOGGING

THE
INNOVATIONS:

BLOG ORDIE

In 2010, Forbes’ new editorial guru manda
staffers create and maintain blogs and t
if not thousands,” of non-staff blogs be i
Forbes product.

g )

* Every staffer must blog
* High-quality outside
bloggers are integrated

* Advertisers are invited to
publish content and “join

vard, | will look at
a full-time staff
dreds. if not

f freelance
bloggers)

ES CHEF PMOOUCT OFFCER

U

TECHNOLOG)Y
BUSINESS

New Forbes chief pre
veteran journalist Lewis D'V
the veteran Forbes brand ina
direction with controversial decisio
what content and which content creators
belong in a magazine,

For starters, D'Vorkin is requiring all Forbe
Journalists 1o create and maintain a blog (a
jarring dictum in the Forbes newsroom). Ina
.\ubN:qlwnl move that has proven even maore
jarring to his journalists, D'Vorkin hasinvited
numcrous outside bloggers to post under the
Forbes online banner.

“These are ambitious times at Forbes, one
of the most storied brands in American
media,” D'Vorkin wrote in his own blog.
“We recognise and embrace the need for an
all-inclusive conversation. Consumers want
their voices 1o be heard on an equal playing
ficld with content creators. Marketers want
to get their message across in new ways that
enable them to form relationships with both
the audience and journalists.™

This blog-centric approach represents
a stunning, almost blasphemous 180-
degree course change from the regime of

the conversation with
readers’”’

; wscc o desperate gambit
that can only dilute the excellence of the
93-vear-old brand in an effort 1o stay on
the technological forefront in the face of
dwindling print magazine sales,

But the blog mandate appears to have
created quality content, at least in the eves
of one critic. “The blogs are filled with
substantial, original content, rather than
‘story behind the story” introversions that
news sites sometimes use to beef up online
content,” savs Lauren Kirchner of the
Colsombia Journalsm Review.

Critics worry that Forbes will ultimatcly
cannibalise it clite brand, and inthe process
become primarilyan online dearinghouse for
asmorgasbord of blogs. Another criticism is
that the blog-inclusion strategy amounts to
“crowd-sourcing,” which is hardly, in the
critics’ eves, the way to run a magazine.




Innovations in Magazines \World Report 2011

BLOGGING
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VWHAT WE THINK:

INNOVATION

-~

re also as
-xpertise 1o develop and implement the
reporting and editing tools of a new cra, not
just for our digital journalists, but also for our
audience and marketing partners, That way,
all those with topic-specific expertise can
be part of a dynamic new world of content
creation.”

DVorkin is not stopping his Forbes content
revolution at the blogs frontier.

Inlate 2010, D'Vorkin introduced AdVoice
to allow advertisers (“clearly labeled and
identified as such™), to publish content and
“join the conversation™ with readers. One
month later, DVorkin released “Names You
Neaod to Know,™ acurated and crowd-sourced
web and print project “that enabled news
consumers to participate in the development

* Staff blogs increase staffers’
connections with readers
* Outside blogs increase
breadth, depth of content
* Advertiser blogs create
relationships w/audience

vers, the new
ave cnhanced the
FAnc's content in several
‘orkin brags that staff writer
andy Greenberg's digital audience included
Jubian Assange, who granted arare interview,
affording the magazine's readers atimelyand
unique view into Wikileaks. D'Vorkin also
cites interviews with Dreamwork’s Jeffrey
Karzenberg and Bemard Amault that also
evolved through digital connections made
with Forbes writers,

“For 93 years, Forbes has been about
authoritative journalism,” concludes
DVorkin,

“By scaling our model for reporting and
content creation, we can more cffectively
provide roday’s audiences with the business
information they want and need, on Forbes,
com, in the magazine, on mobile phoncs,
and iPads, or wherever technology takes us
next”

33
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SOCIAL MEDIA BUSINESS MODELS

TWEETING FOR DOLLA

What is the endgame in acquiring frien
by the thousands on social networks?

VWHAT WE THINK:

WHY s this critical? The

NEW metric: ENGAGEMENT.
No longer just PVs, uniques

Now: FB connections, RTs, Social
bookmarks, Tweets, comments,
re-links, etc.

to readers’ minds when the
article on the internet is to im
Tweet about it or post it on FacebooRy

Mailing? Please! That was so one-10-one.
And so very, very slow,

Today, stories can reach hundreds
thousands, even millions of peo
instantancously with a quick 140-character
Tweet or a post on Facebook, Publishers
arc using social media sites to broadcast
their latest content, invite interactivity, and
CICATe COmmunity,

When a reader “likes” a magazine's page
on Facchbook, thisis advertised toall of that
reader’s friends, and exponentially spreads
awarceness of the storyand the publication,
Faccbook members can also share a story
with specific friends or comment on a
story, which is also broadcast 10 his or her
Faccbook friends,

But once a magazine has developed its
Facebook and Twitter following, what does
this do to its bottom line numbers?

Consider Grupo Abril’s Contigo! magazine,
the People magazine of Brazil. Contigo! is
one of the leaders in Brazil in the use of

INNOVATION

Twitter to offer its 64,000 followers the
chance toget ayear's subscription foe just $5if
they paid up-front using a link in the Tweet,

“We had 170 paid subscriptions in 24
hours, which is a great number,” Hearst
Teen Newwork senior web editor Julie
Hochheiser says. “We definitely thought
that was a success.”

Hearst also integrates advertisers into
their magazines’ social media presentation
but very carcfully.

“Advertisersor partners can pavto join the
conversation, but it’s equally as important
to show that we realise that there hastobe
value added to these communities,” vice
president of Social Media and Communiry
for Hearst Magazines Digital Media Mart
Milner points out. “We give clear guidance
to ouradvertisers: 'It’s great you're joining
the conversation, but you're not here to sell
your product — you're here to build your
brand within our community.™

US pop culture magazine Nylow takes
a similar approach, conversing with a
wide variety of brands and companies
through social media in attempts 1o form
a rclationship and include them in the
branding of the magazinc.

Faran Krentcil, digital ereative director
of Nylom, emphasises the importance of
reaching out 1o companies that may want
o advertise with the magazine to join their
community: “We have to convince people
they want to live in our ‘bubble.™

For magazines with a large number of
social media followers, advertisers see the
benefit of spending money with them to
rcach those loyal audiences. Ultimarely,
magazines” use of social media has given
the industry new tools to sell subscriptions
and reach new levels of interactivity with
their audience and their advertisers. Not
a bad return for sitting down occasionally
and sending a 140 character message.
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READER GENERATED CONTENT

What do vou de
written k

WHO NEEDS EDITORS WHEN
YOU HAVE READERS

Want to give your reg

THE INNOVATION:

* Reader-generated content

* More magazines integrating

e Some [00% RGC issues
 olive in UK: | 3% sales

a few examples of
1at have published 100 per
cent readilf-generated issues in the past
) ition, ofive magazing, a monthly
publicatiot for food lovers about cooking
in, cating out, and foodie travel, is taking
the practice 1o the next level by making a
100 per cent reader-generated issue. The
magazine experienced a 13 per cent jump
in newsstand sales for their August 2010
reader-generated issuc.

The idea for a 100 per cent user-content
issuc came after members of the olive team
got data that showed their “Pro vs punter”
feature was a favourite of their reader
panel, says BBC food magazine olive editor,
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B Provspunter is afeaturein
which olive sends a recognised

food expert to review
a restaurant. and then

the magazine sends a reader in

to do the same thing..
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READER GENERATED CONTENT

VWHAT WE THINK:

* RGC is absolutely essential
* YOU can no longer create all
the “answers’ to readers
information needs in your niche
e RGC increases relevance,
reach, readership, revenue

INNOVATION

mackrs who truly lave Geoce!

“the be 8
In addition,
random info
internet beca
brand often

ntent is berter than
ion available on the
editors from a trusted
"the reader content,

THIS OLD
HOUSE

This O Monse provicies

apat-advion DIY proocts

sred rcomrerdat ors for

Haves (ronjihlive explains that while wher 20 ot the boat v
RGC has sparlfed a lot of reader interest
and sales, readlers still want some “expert™ 9ot ther own questions s home

. .. poth write a review. input. “People are creating their own Peroversent ansiverad in This

for arything hewing tode

Christine Hayes, “Pro vs punters™ is a

feature in which olive sends a recognised and the reviews are content, people are in control of it, but OM Hayse's “Give Advce. Get
food expert o review a restaurant, and Vi J"" they want both: they want our expertise Advice” colLmn. an eten
. . . | - e -
then the magazine sends a reader in to do published side by side. and they want to participate,” Hayes -
the same thing. Both write a review, and SaYs,
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more than 1,400 readers. “The audience readers. Meanwhile, the future of ther Biiget Trovel expedence
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Haves. is arguably being created by other




SOCIAL NETWORK MAGS g

FLIPPING OUT

Do non-traditional social media magazines like Flipboard

Innovations in Magazines World Report 2011

represent the future? .=
hat if you could . : poc
flip through a = :: - NOB -
magazine that ~ ]« -
youdesignedto
deliver onlvthe
information and Goog B Even better, Flipboard
you wanted of tradit

ntcostaame —
ne content are
miion

from vyour
social media contacts, including your own

Facebook and Twitter feeds? W E T H I N K

* Flipboard (and last week! Zite)

beat us to the punch.
* Simplifying and aggregating our daily
g information flow is a priceless
service, AND'it’s done elegantly,
easily for the user

INNOVATION

r' :.'

Nope. Flipboard.

Flipboard, recipicnt
iPad App of the Yeay
from users’ social o
feeds from an cver-
entertainment, spo
other sources.,

The table of contents is
squares fcaturinga p
reader’s feeds £ \
feeds atg sicking on any photo
takes you to that section. Once in a section,
you can literally “8ip” through the pages

choose nine

and unique as Editions might

with the swish of a finger across the screen, interests in a selection of categoncs, turn out to be, Flipboard was first-to-

approximating the feel of flipping through market and currently has the advantage in

a magazine, Readers use Editions' touchscreen-  terms of momentum and unique (catures,

fricndly “quick’n’casy” system: touch icons  So far, none of the newcomers has offered

In addition t0 social media feeds, that match their interests and drag them  anything to knock Flipboard from its
Flipboard also allows users to access Flickr into a prionty-ranked list. Editions then  leadership perch.
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SUBSCRIPTIONS VIA SOCIAL MEDIA

SELLING SUBS ON SOCIAL MEDIA:
SHOULDN'T IT BE EASY?

If you can easily buy a FarmVille cow online,
shouldn’t buying a magazine THE

INNOVATION:

* Selling subs on Facebook

(where readers spend 1/3 of their
online time

» Offer stories on Facebook w/ads

and subcription options T

* Use social coupon services like

GroupOn for sub
discounts

But with this new system, Face

gok uscrs 1o expand the blurbs of
ntent present in the nows feed
icles, fully equipped with
an oprion 1o subscribe.
| of this project is
portable,” said
r of product

impulsc
iportant
ywhere

benefit o

addresses are retained by the publishe

-

transformed into a direct selling venue
for magazines, allowing users to purchase
subscriptions without ever having to leave
Facehook , where readers spend as much as
one third of their online time,

But subscribing is not the only benefit,
the Synapse/Alvenda system cnables

(unlike the arrangements with Apple for
the iPad). Publishers obtain the critically
important data to contact subscribers with
newsletters and promotions.

Selling subscriptions through Facebook
isn't the only way to sell magazines online.
Using the web to sell print has already

proven to be a success, For example, Hearse
Magazines saw an increase in online sales
from § per cent of its new subscriptions in
2005 10 45 per cent in 2009. Similarly, the
web-gencrated subscriptions of Conde Nast
rose from 10 per cent 1o 25 per cent.

Other publications such as Canadian
politics and arts magazine This, and US
politics and culture publication Boston
Review are taking advantage of GroupOn's
social-coupon scrvice to make the idea of
selling print through the web even more
ATractive 1o customers, “We are always
looking for new, low-cost ways to reach
readers,” said Lisa Whittington-Hill,
publisher of This Magazine, “And we hadn't
seen a lot of other magazines do it, so we
wondered if [GroupOn] would work for a
magazine model.”

So, did it work? The numbers speak for
themselves. The very limited one-day
{Nov, 6) GroupOn deal for a $13 one-year
subscription (usually $27.99) brought
This Magazine 286 new subscribers, which
significantly surpassed Whittington-Hill's
initial 24-hour target of 100.

This Facebook business model is
also starkly different from the Apple
pgements. All of the proceeds will be
shared among Synapsc, the publishers, and
Alvenda; Facebook will not take a cut.

“Faccbook really supports these kinds
of endeavours,” said Abramowski, “and
{Amazon) wants to keep platforms open
to build cool things.”
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GEOLOCATION

READER,
WHERE ARE THOU?

Location-based service
offer publishers

THE INNOVATION:

Bon Appetit, Good magazine,
New York, Advertising Week, Vogue,
People all have tens of thousands
of followers they wouldn’t have

king in from every single
h (North Korca being the

omenon has proven too
or magazine publishers 1o

W York Magazine saw an obvious
dity to leverage its substantive
and shopping databases in
h Foursquare (NYmag.

40 apa

com’s onl ~ L has 5,500 stories,
1,600 bars, 1,2% \i nd spas, and
% 2010, 5,000 restaurants). eI NYmag,

Foursquare became a global phenomenon, com on Foursquare get valRgle tips from
the magazine’s nightlife, fas™hon, and
food cditors when they cither check in
1o a location included in the magazine's
database or as they add locations to their

lists.
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“This partnership with Foursquare
helps bring this information, as well as our
expanded shopping and beaury listings,
to a tech-savvy audience that we expect

Cougms ¥ s Dacgea

00

B OK! Celebspotter” does
not incorporate
advertising or in-app
purchasing. and is
available free of charge
at the Apple App Store

to be 2 mix of first-time visitors 1o the site
and those who already valuc us as a trusted
source of information,” Nymag.com online
general manager Michael Silberman says,

OK!, a UK-based publication owned by
Northern and Shell Network, belicves it
has engincered a successful pairing of its
mission with location-based technology.
The publication’s "OK! Celebspotter”
application allows users in the UK access
to interactive maps highlighting locations
at which celebrities have been spotted.
Additionally, the service offers a database
of star profiles, pages for popular celebrity
hangouts, and ¢ven unique reviews of
restaurants and businesses.

Despite an impressive list of features,
engineered by London-based developer
Jeanie Media, “OK! Celebspotter” does
not incorporate advertising or in-app
purchasing, and is available free of charge
at the Apple App Store. But as Alexander
Fairfax, managing director at Jeanie Media,
explains, profit is not an immediate goal.
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GEOLOCATION
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“At stage one, our focusis to grow the user
base and learn about our users’ preferences
so that in duc course we will be able to
collaborare with the right sponsors, adding
more 1o the app.”

Condé¢ Nast's Lucky magazine for women -
has high hopes of its own for its Foursquare
partncrship. The shopping and style
publication prides itself on being a source
for great local deals, and sees Foursquare
technology as a means of making those
deals personalised and accessible.

“Foursquare adds enormous service
to our readers,” according to Lucky web
director Mary Gail, “We want women
who are out shopping to think of
Lucky, connect with Lucky, engage with
Lucky.”

The collective buying site
has arranged deals at

salons chosen by InStyle's

beauty experts.
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WHAT WE THINK:

Very simply, we need
LOTS of platforms to
leverage our content and
reach our readers when THEY

want us to reach them, not

the other way around!

INNOVATION

Magazines are w :

the Foursquare Brand Leaderboard run
by Osnapz.com. US foodie-favourite Bon
Appétit is the top magazine at number
13, with more than 68,000 Foursquare
followers, Good magazine is #16, Tinme Out
Chicago is #19, New York magazine #22,
Advertising Week and Crafn’s New York
#29 and #30, respectively, and followed

¢'re

Arketers
v Google's
orms Mike Steib

nctheless, location-based services
represent a very small fraction of
ile and online consumers. A mere
o cr cent of US online adults use
loc@lion-based social networks every
wee according to a Forrester Rescarch
report. One deterrent might be users’
concern about privacy, especially among
consumers over 40 years of age.

Howcever, connecting with
consumers at the precise
moment when they need
informartion in a particular
location is a powerful,
potentially lucrative
proposition. Increasingly,
publications will find ways
1o make larger audiences
comfortable with sharing
their wherecabouts in
exchange for uscful, cost-
saving data.
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MAGAZINES AND MOBILE

OMGYDIDNTITHNKOFTHTB4?

Texting for dollars. How magazines are using sms mobile

marketing to gain readers.

* More and more consumers

are living on their:mobile devices

* This is another example of
going where theraudience is

WHAT WE THINK:

INNOVATION

reaches NewssTaleIs o8 g up online,
no having to agree to an endless amount of
emails from “parmers”™ with special deals, and

no having to walk 1o the convenience store.

Two leaders in this space are The
Economizt and Hearst Magazines.

The Ecomomist is the largest of the
publications to have emploved this
marketing strategy. “We continue to invest
in marketing, even in the downturn,” says
vice president of marketing Alan Press.

usiness is profitable and
vest in brand building
on efforts even when
challenging.” And
The Ecomonist's
ill increasingly
noedia, including

artnered with
cand promotion
Ort Messages to
a consumer filling
d putring it in the mail,
their subscription to the
v,

28 call-to-actiontechniquewas a“simple
eative change, very casy 1o do,” explains
imir Damianov, promotions director at
This method cut down on postage

ancIX costs, and reaches the consumer
inamuch faster and more efficient fashion.
For those Hearst magazines that target
teenage audiences, it's also “a natural fir,”
Damianov adds.

Mobile marketing for magazines isnot just

limited to subscriptions. Philadelphia’s city
lifestyle magazine, Philly Styfe (a Greenspun
Media publication), set up a “Style Club”
systemwhere if a consumer texted “STYLE”
to a specific number, they would not only
become a member, but also receive a gift

certificate 1o a restaurant of their choice,
Philly Style also distributed VIP cards to
Philadelphia pedestrians, encouraging
them to use the call-to-action rechnique
and join the Style Club.

Because consumers did not have 1o be
subscribers to join, not only did Philiy Style
gain popularity with their giveaways, they
alsocollected demographicinformation and
contacts for potential new subscribers,

With mobile technology becoming more
innovative every day, the mobile marketing
possibilitics for the magazine industry are
Just one sms Lext away.,

SNACK-SIZED MAGAZINES
Thurh Mada s one of tha fist groups totiy 8o
N the rohacomtart challerge "Weamdnvan
totnd 3 nztural 4 that provdes the sty to move
a T LA

Lr8erg 10 T WoRless SOach S8y 1Numbd MaoE
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GAMES AND MAGAZINES

v ve——

[EADY

GAME TIME

Mobile games and revenue. On therise,
casual gaming is no longer in the shadows.

VVHAT VVE THINK:

 Casual gaming is exploding
(200 million users play monthly). &
They are yet another audience
* Casual games deliver content, =
reach a wider; younger, more female
audience, and are very. addictive .38

ides 600 high-quality
ccting common diagnosces,
in the missing letters of the
0sisas quicklyas they can, Adding an
clement of social media, players can share
AT their high scores with friends on Facebook
female players and players whoare content and become the “Top Doc.”
to grab ten minutes of game-time either in
the office or at school.

-ap to produce

aming
yth of

.

Clsevier
agazine
L of users.

INNOVATION

The app is “a natural marriage of this
content withthe emerging delivery platforms
such as gaming,” according to Elscvier senior
acquisitions editor Jim Merrirt.

The appeal of these new casual, social
games is clear, They are relatively simple,
allow the player to participate in short

bursts and, as a result of lower production But the pioneer in mobile gaming was

B The idea of gaming and using
game engines can be used

to get the core information
across in a much more
interesting way

JIM MERRITT CLSEVER SENOR ACTUSTIONS EDMOR

undoubtedly National Geographic (NG).
As part of its lateral development in
content distribution, in 2008 NG built an
internal games division. In collaboration
with Namco Bandai Games America and
Sony Computer Entertainment, National
Geographic has brought to the App Store
massively successful titdes such as “Herod’s
Lost Tomb,” and “Rain Forests,” The content
is always taken from its magazines and from
the TV shows in the Nat Geo TV,

Gaming offers publishers a new avenue o
deliver content, but it’s not just a matter of
sitting down and producing a game, There
are now millions of new casual and social
gamers who are looking for a quick ten-
minute fix 1o fill in some empry minures
These may often be the same people who
once spent their “downtime” leafing
through a magazine.

Mcanwhile, mobile is not the only way 1o
deliver content, but it is an opportunity to
reach awider audience, according to Mernitt,
“Print isn't going away,” he says, “but as
new and better ways of delivering content
and engaging readers emerge, we would be
remiss in not {1aking) advantage of them.”

At the end of the day, games are fun,
addictive, and, recently, very social. Isn't
that what magazines want 1o be?
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AUGMENTED REALITY AND 2D TAGS

THE WOW FACTOR

Magazines experiment with
augmented reality and 2D tags

hesedays, the simplest
way to connect the
print world to the
digital world is by
pulling our your
smartphone,

Augmented reality
ough a mobile device
dional content

THE INNOVATION:
e Offer fun, valuable,

unique content instantly

via mobile phones

* Make print pages come
alive in creative ways
* Let’s try it right
now

appealing
2010, Metmohelped
reial issue for Germany's

lifestyle magazine Suddentsche Zeitung
(a supplement to Germany's largest

subscription-based daily newspaper) that
was filled with augmented reality from
cover to cover. To enjoy the experience, all
the reader had to do was enter the Junaio
anlication, click on the Silddeutsche

pid scan their phone over

the images.

Viewing digital content through
augmented reality is exciting, sophisticared,
and fun, but in terms of simple, nothing
beats the 2D tag. And no 2D tag company
stands out more than Microsoft Tag,

A study done recently by Nellvmoser,
Inc analysed the mobile action codes and
content of the top 100 US magazines by
circulation from September to November
2010. The results showed Microsoft Tag

B The one thing that hindered
more use was that extra
step. Using smart phones
eliminates that step.

UISA MURPHY PRODUCT MAUSCE TG MANAT R
oOF NE TN

as the leader in the field, generating 82 per
cent of all action codes used in those 100
publications,

Services like JagTag and Spyder tha
create action codes requining readers to take
apicture and send it toa service providerto
get, for example, 2 coupon, were not nearly
as popular (less than § percent), The appeal
of these services is that you don't need to
have a smartphone to take advantage of the

59
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AUGMENTED REALITY AND 2D TAGS

WHAT WE THINK:
* Augmented reality (AR)

like 3D is fun ... but to what

end! Is it worth the investment!
* QR codes or 2D tags deliver p .
useful content instantly on a frcreese

130 peter for, then o anline toantar

preaswey YWih the implamantator

increasingly ubiquitous Ay

feredse N oA toipaten of 328

e yor bafore Atotal of 444 577

platform. A no-brainer. EEEEE

INNOVATION design of a

ne Ans
B O U0

1 WES rcore -

S
-
£

Al and M crosoft Tag and & great «
NNOVZL YR 203 SIERNC Wy 1 Implemant 2
d cven without much
It can be managed within Microsoft's SER R ;
tag management system, where the
owner can view dara analysis and
change the content to which the tag
links to

< Mcroioft Tag Rester e
=5 , ey

crosoft Tag is making 2D 1ag rechnology
> comprehensible and stylish, so it's
rprise that many publications have
v jumped on board,

o Lisa broady: bhedotags 2s part of ecitons

piaces, NOt (LSt Wi advwetsamants
o Mobie cotirmsston NMeke s youroartent
Advancesin 2D tag and augmented reality & Sasy 10 view o & motile device
technology are making it increasingly ¢ B croathve: Hove your 153 irk ta oo, Ink to
convenient and simple to obtain digiral §
n . a9 . " - H » > - -
content from magazines, bre .u_hmb extra whateues other imsge yos e ft vl make
life into a media industry that is cager to the tag stard ot fore cthers and alcw you
move with the times. 1o feetirs your own beand

)
—
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PAYWALLS

BUY OR BAULK?

An increasing number of publications began
putting their Web sites behind paywalls last year,
setting off a grand experiment to see whether
consumers will buy or baulk.

providing free content online. But revenues
didn’t go up; rather, Gilbertson says, ad
revenue, subscriptions, and renewals all
dropped.

frer years of deep
consumer resistance
10 paying for content
on the web, 2010 may

Because Emap targets niche markets
—where aundiences are highly targeted but
may be smaller than traditional consumer
. | you are not distinctive anad markets — making content free online
vou are part of just a gener- didn’ mnm.njncallycrmtc..w!mgcmmiicncu
for advertising. Mcanwhile, subscribers
were lost to its free content online.

In 2010, the experiment ended, and

THE INNOVATION:

y Emap’s paywalls retumed, The company
kly saw a 20 per cent increase i
* UK’s Emap — From free to S, e i 5 e o
° ° ° ol . “Fini ally, it'sbeenah Iy
: 209 - §9 s T

: () , D/0
o o 028 magazine publisher
v Tkt is als i i ith paid
hike; increased ad revenue . P e
at Haymarket's Windpower Monthiy,
‘ d razine's website currently offers
* Charge for unique content available =
e rerage is free. But Swind
no here else l}:lzoc;is:ictlim:ci.\ Ct::l'u:l:g Ll‘:

e C -f « lil
reate new pa’y Or Pro UCtS’ I (e hnnouncement news versus in-depth,
& . analytical news,” he says. What's to
d | rhat’s placed sid

webinars, e-learning modules, ol gy bt

understand the value of the subscription
service?

m not sure it's a sustainable position
us, to make this distinction of free

special publications

Ultimately, Swinden says, the magazine
may go fully behind a paywall.

= 63
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VWHAT WE THINK:

* Produce more for those
who pay than for those who don’t
* No extra value having exactly same
pub on app as you already have in
print or online

* Create completely different but

The solt
1S 10 Creale new s
c-lcaming modulcs, d
or workflow tools that can bet
premium to consumers alongside editorial
content. For example, Windpower Monthly
has developed a data-tracking service
for companics in the wind industry as a
additional revenue stream,

“There's no extra value created by hav
the same publication [as print] onling, so
you've got to have different content, and
you need 10 exploit the opportunity that's
created through the digital medium,”
Swinden says. “And that means that the
content you produce does completely
different things, but is complementary
and within the general framework of the
brand.”

Are paywalls the way of the future? The
answer is unclear, but one thing is certain:
this year, the magazine industry will be
closcly watching paywall experiments,
with high hopes for one solution to the new
world of digital content.

64

INNOVATION

QUS WXL ST ¢ e Jeew Tooker and
conomist Both of thess titfes grant tha
bers full acoess tothe most reoat adtons

e Aoms n thar 2chives

Metered: ! 4ot padog dlows consumens
20055 10 2 Imnvtad number of atclas oriing befom
3 SOsorpton Rourament gks in & mght mean 2
orrtan number of atickes on & 30-day bass, o ke
the Snancil Times. ehich has 180 000 neonthly
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Daneft to ths type of paywal s that stonas st
prcuiste tyoLghout the lamger infarest, providing
QDOM e IO UG IONS AOEMISAIS AN 0Ot
di The New York Times is batt g this med
wartdimingh s standng os the most inked-to
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saders 220058 1o Sngle aticies or ssues for 3 sy

foe may be the Bast popciar of e many onlire
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S D10 00Yy Woy WL pInesteg streteges wi
work on et net. many saderts deleve and they
&gun it MCIpeyents May presant 03 many
nwdios for readors tacloar Stil, £ systorrs can
snport low triong and 0sse of purchase, cansurrer
SOIrse B s mocky has yet 1o Da urtestnd

complementary content

Ty
Cy

\
\




Innovations in Magazines World Report 2011

CLICK-TO-BUY MAGS

WANT IT? BUY IT! RIGHT NOW!

Magazines and instant purchasing of
advertisers’ products

VVHAT WE THINK:

*'If our goal is.to-be essential in

our readers’ lives, enabling informed
purchases meets that mission

» Offer .complete shopping experience.

WWhy send them-elsewhere!

* Make more money?! Duh!

INNOVATION

: 1o bags.
boots,

overall goal

e, which returned
Rolidays and returned
ay, is powered
Qe product
ommendation service. Time Inc
purchased StyleFeeder in 2010,

InStyle also appeals to advertisers by

More recently, Marie Clafre retumed to the
shop-from-the-mag feature, but this time
without requiring the use of a camera, This
time, readers could shop directly from the
Marie Claire iPad app for their fall fashion
issuc, entitied “The ABCs of Style.,”

The app highlights everything from

giving them their own clegant sections,
creating for shoppers the feel of wandering
intoa separate boutique for that merchant.
InStyle does not receive any of the revenue
from the sale of any merchandise,

Lucky magazine has returned to the
instant shopping turf with several twists.

Teaming up with Net-A-Porter's online
discount fashion site theOutnet.com,
Lucky launched their “Going, Going, Gone™
sales. The twists: the weekly Friday sales
over four weeks were accessible only to
the magazine's newsletter subscribers,
they only lasted 60 minutes, and the prices
dropped as the clock ticked.

Vogue partnered with The Gilt Group for
Vogue's “Shop the Issuc” event. “For the
first time cver, you can shop looks right
from the pages of Vogue,” Vogue editors
announced. “Our launch sale, curated by
Vogue editors, features See by Chloé, Stella
McCartney, J.Crew and more.” It worked
so well, the editors brought back the Gilt
Group partnership for another two issues.

Overall most publishers agree that these
magazines” instant-gratification ¢fforts
give their readers a unique and satisfying
experience, cementing their relationship
and carning their loyalty.

60
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REVERSE PUBLISHING

PRINT IS THENEW DIGITAL

Successful netizens “discover” what we
knew all along: print works!

THE INNOVATION:

* Taking successful web-
only sites into print
* Determining what
works on web and what
works on paper

sstands
surprise to

last vear. This launch ¢:

analysts, who thought ’ not’s initial
move to buy wedding mag! publisher
Wedding Pages was a “disastiill as Knot co- * <y
founder and editor in chicf qgley Roney YR\
uts it. MY
p gt ‘lj v
X Y AN
“What they didn’t realise was that the il Jr,
company now had relationships with 3,000 g ;-
local wedding vendors, and today, local “T
vendors represent more than 5o per cent R
L

of our business,” savs Roncey.

Today, 80 per cent of brides planning

a wedding in America look to The Knot's o
~ %
— —'\;‘: 4
: Ry
" '\\ oA
.“ /‘\‘. ’
o “V N

L\ hairstyles
[ IL JA’ ' 204 Irln ,".|\'|¢,

rece ": '(IH " looks
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2 CHANGE

KIT”
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B ‘The company now had relationships
with 3.000 local wedding vendors. and
today. local vendors represent more
than S0 per cent of our business.”
CARLEY RONEY *NOT CO-FOUNDER AND ETITOR IN CHEF




Innovations in Magazines \World Report 2011

REVERSE PUBLISHING

BETA

e )

WHAT WE THINK:

* A vote of confidence in
our historical platform!
* “If you enjoy reading, or if you
love to be stimulated by great
visuals, or if you are looking to
be surprised, then print can

PRINT MACAZINE

FROM MATADOR NETWORK

Lokt ouT =y
)

\ still win’’

again,
a “no-brd
“rooted in p

has “pioneered a vast space for independent
and authentic travel and lifestyle content
on the web,” as founding editor David Page
putsit. Now they hope they will replicate it
justas well on glossy.

— Future Publishing Publisher Nick Merritt
INNOVATION

The print magazin
reviews and buying advice gies
online content, and is largely part of a rst tactile edition:
cffort to grow the brand, which already  Beta. Lauded for its uncompromising
enjoys the position as the largest website  quality, brilliant aesthetics and non
inthe UK's tech sector. commercial approach to travel, Matador

web-10

Besides the expected financial speculation
over starting a new venture, Page's hope for
his new mag is that it"ll be “the sort of thing
people want to settle in with by the fire ..
{or] will want to hang on to for a while, or
hand off to a friend because it somehow
feels essential,” said Page.

Beta promises to offer advertisers the
same community ethos that Matador (and
many websites) are founded upon, offering
the best print content interwoven with a
public forum.

At least that’s what Page envisions will

-
i)

be the successful balancing act between the
two mediums,

For both Futurc and Matador, ncither
platform precludes the success of the
other,

“If you enjoy reading, or if you love 1o
be stimulated by great visuals, or if vou
are looking to be surprised, then print can
still win, If vou need information, or news,
or community, then the web wins,” said
Future’s Merritt.

For Page at Matador, the internet is a real-
time galaxy of information, allowing print to
“work in the other direction, carefully and
artfullydocumenting ‘Our Times, trafficking
not in the ephemera of news flashes and
advicebut instorytelling — in texture, detail,
depth, timelessness and authority.”

-
§
i
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ADVERTISING INNOVATIONS
HONING THEIR KRAFT
. Nratt toods
How Meredith Integrated Mapkse ’
have partnered to Cregig f d &f |y
rneredo i oca

THE INNOVATION

* Meredith took client from
display & banner ads to multi-
channel integrated marketing M
* Meredith produces paid magazine @ 8".0'%,’8
. ; | favorites
(I million subscribers), weekly e-

mails, recipe website, iPhone app

(iFood Assistant), iPad app (Big

Fork Little Fork) and branded
entertainment program

Meredithis50se AU
h.mnlnmm %%Gn l nregra cd
marketing is now in their D\»\




ADVERTISING INNOVATIONS

’5 omo

Wg J/
WHAT WE THINK: ““9‘3 ) 158 C
@ D900 (S

* Promotion in multiple channels "=2"r. R
increases the amount of purchases. @ oo,

* Either you help your clients create

integrated marketing campaigns or

Innovations in Magazines World Report 2011

series featu

someone else will.

INNOVATION

cooking with their

Part of the app development

W process was toactually have children
(e e help in the kitchen testing recipes.
: “Big Fork, Little Fork™ is a large app

with more than 300 recipes ranging

petizers all the way to vegan, Each
» incorporates striking photography
ith related content boxes (such as
produce tips, age appropriateness, and
nutritional information) to create a one-of-
akind dining and interaction experience for
parents and their children. Cool, right?

But do integrated marketing campaigns
work?

According to Mcredith Integrated
Marketing senior vice president Georgine
nton, having promotion in multiple
channels increases the amount of purchases
made, This scems like a simple enough
concept: the more mediums, the more
reach. Consumerswhoare engaged withthe
Kraft customer relationship management
programme across multiple channels have
proven to deliver higher Kraft product sales
than single channel or non-CRM engaged
consumers.

B Kraft and Meredith's
most recent adventure
in integrated marketingis
their innovative iPad app
called Big Fork, Little F(‘P

Meredith’s main marketing strategy for
“Big Fork Little Fork™ is word of mouth,
which scems to be working well for them
because of positive reviews and feedback.

The “Big Fork, Little Fork™ campaign
has also attracted media kudos, Krafl
recently won the AdAge Vanguard award
for Meredith's work.

Between the success of “Big Fork, Little
Fork” and Anita's comedy show, Mcredith
and Kraft Foods are leading the industry in
marketing innovation.




Innovations in Magazines

B The 3D cover craze began in June 2008 when
Empire debuted what it claimed was

R SN
* The year 2010 was a
banner year for 3D covers
* From glasses to augmented
reality 3D covers and *
spreads, magazines pulled 3-D '
out the stops

UNLEASHED!
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3D
. -
' R.RUBUTU a q JOU ing and attaching the glasses
printing “Truc Blood" all
i r . » A r
Jr allC C
print mcdia scems to
¢ with adult magazines:
[ ) = e yboy, Nuts put out a 3D
- followed by Maximin
i . ng Anna Kournikova in
| d PEOPIE O
: mags have tucked 3D goods
! ~ de pages, other publications
i @ DAl d them onto their covers. A
i - ¢ of The Hollywood Reporter
i - a 3D scene from Sony Pictures’
o, ,. A haked lac
: BAILOUT .. : e
| i Y '*} Playbo ouhde o ethe
| LI é
DVA °
Since then, the 3D craze has been  their compurter, triggering the ap, ce LF
stoked by movies like Avatar, Up, Cloudy  of an interactive 3D image of win incs :
with a Chance of Mcatballs, and How to  on their screen. Readers could cause 1
Train Your Dragon. Magazines, too, have  the blades to turn by blowin into the 4 - N E
hopped on the 3D wave, offering visually  webcam microphone. '
stunning covers as the next great thing in AL
publishing. Fun? Yes. ]
Following Emipire, some of the more An answer to the magazine industry’s
notable magazines trying to dazzle woes, orjust another short-lived gimmick?
readers with 3D covers have included UK. The answer is neither, Most titles only see 3 T el :
based entertainment magazine Dazadand  a spike in copy sales of single editions, !
Confused, Prometheus Media’s Hollywood  but most also agree 3D is here to stay as a L
Reporter, and UK-based Puture Publishing's  periodical offering rather than a gimmicky
Classic Rock magazine and at least another  one-off experiment. S SIT i -

six major titles in 2010.

Bonnier’s Popular Science took 3D a
step further in combining augmented
reality with 3D. Readers could hold the
magazine cover up to a web camera on

80

Either way, some magazines are giving 3D
arun for its money on both their coversand
inside pages.

For example, when the US Audit Bureau

81
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WHAT WE THINK:
e 3D combined with

Siiddeursche /eitung Magazin

Numener 33

Augmented Reality can

be a lot of fun and
generate a lot of buzz

INNOVATION

Phey’re more
e technology’s
a long time, but now it’s
somcthing that people are used to, They
sce the QR code, they're going to point
their cell phones at it, typically if they have
¢ richness of a magazine's  the apps, which are free 1o use, So there is
shadow for the future of 30 plenty of opportunity in print media to

What do
online f

covers? Good things, insists Corey, who  directly connect with the online content,

$oit 25 Jahren is keen to recognise the potential of  You can point your phone to a QR code on
orsteckt sich Geze . ] . S » )

Frou hinter Fragen [ cross-platform advertising. “It's a unique  a cover of a magazine, and it will show a

Jerat e Deunchs s - storvrelling device, [and] consumers are  video that you can't get with just the print

in love with 3D, 5o to the degree that we  media. So it can augment and supplement
bring additional value that consumers or  the media”

advertisers are willing to pay for, thercis a

[desirable ] feature there. We belicve that Calling Zeitung’s issue true “augmented
these 3D print ads should drive people  reality”™ might be a bit of a stretch
online, and theyshould be abletocontinue  “augmented magazine” is probably more

their 3D experience.” accurate, Nevertheless, the publication is

working with the internet instead of against

P , 3D AND QR: GERMANY'S it, continuing to deliver an immersive

B Youcan peint your shone SUDDEUTSCHE ZEITUNG experience without limiting content to

to a QR code on a cover of a whar can be published on a physical page.
magazine, and it will show a German magazine Siiddewtsche Zeitung,
'v"dé() that you can't qet with which is using a different kind of 3D

altogether, couldn’t agree more. Instead of

just the print mex lia giving its readers a pair of costly cardboard

SRR SAEARL. INETAL SOIRT R AU glasses that creates a 3D illusion limited to
PROFESSCR CF NR'W MEDIA AT IAERSON COLLEOe . : '.
N BOSTON a single page, Zeftung's August 2010 issuc

invited readers toengage with the magazine
using their mobile phone's 1D augmented
rcality app. Readers could point their
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of kindnesgd

WHAT WE THINK:

* |t works:VVebsite traffic
doubled; ad revenue
increased 25%; newsstand

sales went up 5%

INNOVATION

PSYCHOLOGIES
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decided o launch a can r}’i ()/// v . Worid Kindness :
B O P T = : Day is now the only
the concept, encouraging @i France 10 » 5 ) Y
be a bit kinder, a bit more thigghtful, and e J\e national day event
stop and care more., ; ¢ )\'C\L concept owned, run
@ e e and promoted by a
According to de Saint Simon, World F\ ‘
Kindness Day is now the only ‘national day o
event’ concept owned, run, and promoted
by a magazine as well as a unique and i
innovative way to make their magazine W™
more relevant than ever before. And he =
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FREQUENCY

HOW TO MAKE THE SHOW
GOON, ANDON,ANDON

The venerable Entertainment Weekly pui
bolted from being a traditiog
weekly deadlines toa
feed with innovatj

INNOVATION:
* Among many other
industry leading innovations,
Entertainment Weekly has led
the way in creating a 24-7
content flow for their
readers
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2010

ENLERTRINERS

OF THEYEAR

y,

B ‘When | came in. the website
was very separate from the
magazine. and we needed to
unify our forces,

CYNDISTIVERS £/ 5 WEEEDITOR

Stivers came to EW.com as web editor
from Martha Stewart's 24-hour Sirius
radio channel, and before that Time Out
New York. Upon arriving at EW, Stivers
instantly saw one¢ obvious obstacle 1o
growthe disintegration.

“When T came in, the website was very
scparate from the magazine, and we needed
o unify our forces,” she says.

Stivers® first move was to make it casicr
to showcase the writers from Entertainment
Weekly and get them to gencrate original
content for the web. Most of the staff had
never used online publishing before, and
the content management system in place
in 2008 was difficult for them to operate,
Stivers switched out the old, clunky
platform and introduced Wordpress.
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INTEGRATED SALES

DIGITAL HEART,
DIGITAL MINDS

From Condé Nast to Meredith, leading publishers are
reorganising their marketing and sales operations to
fully embrace the digital age. But what is best practice
and what can we learn from the experience of the first
fully integrated magazine publishers?

he major challenge

facing news media
companics is that they
must shift theirstrategic

focus from their
internal production
needs 1o the needs
of their customers:
readers and advertisers. Starting from this
premise leadstosimple but profound changes
in internal organisational structure, as well
as in the mission and methods of cach of the
publishing company’s functional arcas,

GENERAL ORGANISATION

Innovation belicves that the organisation of
news media companics should be developed
along the lines illustrated in Figure 1, with
five main functional areas, cach focusing
on the needs of its own customers but
working together with the others toward
a common objective: increasing reach and
profitability.

o Editorial, focused on the information
needs of the company’s audiences, their
ultimate clients,

« Support functions, focused on
supporting all the other areas of the
company, including all the usual
administrative functions, such as
finance, HR, legal, IT, billing, ctc. They
have internal customers, namely the
rest of the organisation.

100

GENERAL ORGANISATION OF NEWS MEDIA COMPANY

ADVERTISERS

¢ Brands’ clicnts are the audiences, so
they should focus on attracting and
monctising audiences.

o Ad sales, focused on the needs of
advertiscrs (its clicnts) and how to
monctise them.

e Market intelligence, providing
critical information on the present
and future needs of audiences and
advertisers and how the industry is
reacting to them. Its customers arc
editorial, brands and ad sales as well
s Top management,

Notice how spedific platforms (magazines,
radio, TV, internet, mobile, etc.) do not
yet appear in this outline. Of course, they
remain the operational backbone of any
media company and, therefore, need 10
be “accommodated” by the editorial,
brands and ad sales functional areas - as
opposed to these functional arcas being
“accommodated” to them.,

EDITORIAL

AD SALES

MARKET SUPPORT

INTELLIGENCE FUNCTION

BRANDS

BRANDS

The brands functional arca begins with
the traditional marketing-to-audicnces
departments but takes on more
responsibilities and a wider scope, Media
companics must migrate from a structure
designed 1o promote and sell specific
products to onc focused on brands that
meet specific customers’ needs across any
platform.

Marketing managers must therefore
become brand managers, dealing with all
business aspects of their brands. They
need to take the initative in developing
strategic plans for individual brands,
cooperating closely with editorial as
well as with ad sales and all necessary
support functions. This new role for
brand managers closely resembles what
is typical in other sectors and companies
that place customer needs at the center
of their organisations. Procter & Gamble
is perhaps the best known global example
of this approach.
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INTEGRATED NEWSROOMS

CONTENT YOU CAN READ,
WATCH, AND TOUCH

How to transform a linear, paper-centric editorial
team into a fully integrated multimedia operation

he popularity of mobile
magazine content and
the advent of a plethora
of apps on tablcts arc
forcing a complete
rethinking of magazine
oditorial workflows.

INPUT/
CREATION
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“We've always donc it this way™ docsn™t
work when it comes to creating exciting new
content for tablets and mobile phones. These
platforms cannot be approached with the
same workflows and procedures that have
been used to produce print magazines and

their corresponding websites.

g

The new digital narratives of the 21st
century require a complere reinvention of
work spaces to house a single, integrared
editorial team that can connect with
potential audiences across all platforms, all
the time,

“Magazine companies must migrate
from scrving readers to serving audicnccs,
and from serving audiences to connecting
and creating ‘profit communitics” that will
consume their content on any platform at
any time of their choice,” savs Innovation
International Media Consulting Group
partner Juan Sedor.

“The challenge facing newsroom
managers is to figure out how these
increasingly complex communities can be
kept in constant contact with their content

and newsrooms must be re-organised to
prochuce more for thase who pay and less for
those who do not pay,” Sefior says.

“We have been designing and building
digital-age newsrooms for more than 8
decade,” says Innovation president Juan
Antonio Giner. “That experience, coupled
with worldwide research into best-case
developments at major media houscs,
provides insight into how traditional
NEWSrooms can transition from print to
digital.

“Newsrooms can no lon':;cr usc lincar
workflows which oaly produce text and
pictures,” savs Giner. “They must embrace
the full experience of interactive digital
narratives by combining text, photos,
infographics, audio and video.”

The magazine editonial department of the
future (which is now!) involves reinventing
a print-focused editorial department into a

sintegrated Information Engine™ and
requires deep re-engineering of traditional
workflows to put creativity, planning, and
content development across all platforms

AUDIENCES

N
]
a
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INTEGRATED NEWSROOMS

at the core of the production process,
according to Giner,

The most effective editorial teams are
those that remain in a permanent state of
flux, constantly changing and adapting to
the latest digital platforms and devices that
consumers follow and adopt. “Integration
is not adestination, it’sa constant process,”
Sefior adds.

“Theaudicnceis always the starting point,”
says Schor, “We study, chart, and analyse
the information consumption cycle of an
audience and build structures that produce
multimedia content that is relevant to the
audicnce throughout the day — on paper,
online, on air, on tablets, and on mobile,
Workflows should reflect and accompany
the daily activities and content consumption
parterns of audiences.”

Magazines that were organised with
lincar workflows designed to meet a single
deadline for a printed product, now find
themselves overwhelmed by the muld
deadline demands of their online and mobile
platforms, Sefior observes,

Editors and journalists are often asked by
publishers todo more with the same or fewer
resources, and to “feed too many beasts.™ As
one editor told Setior recently, “it is as if we
arc all in a spinning hamster's whecl which
prevents us from creating quality content
for any platform.”

“We address this issuc by transforming
cditorial operations into Information
Engines™ divided into Intake and Outpu,”
Sefor says.

“Intake is in charge of organising all

incoming information from reporters,

correspondents, contributors, social media,

14

or other sources as it becomes part of the
daily workflow,” Sefior says. “Its function
is to create content in a platform-agnostic
way for all mediums: paper, online, mobile,
and tablets.

“Output is responsible for all clements
of production for specific platforms, titles,
and outlets,” Sefior continucs, “Its staff,
organised in shared production pools, works
with macroeditors to programme code
for apps, and shape, design, and illustrate
content for each platform, combining text,
video, audio, and infographics as needed for
cachapplication.”

Technicel skils needed in order to
ensure quality

Hands-on support from spp developer
could be nesded

Edits the stodes that need buman
intecvention

and ensures the qualty of the fin
product

Skills

Newsicom experence. mutimedia
oditing (vides, Photashop)

Tag content from cifferent news
text, pictures and videas

MOBILE WORKFLOWS

For a magazine to be able to take advantage
of mobile and tablet opportunitics, it needs
to present products designed and cdited
to match the unique characteristics and
markets in both booming new-media device
categorics, says Giner.

Tablets and mobile content is not only
read, but it is alsowatched and manipulated,
says Seftor. “This means that editors must

Manoges the different feeds (tagging)
and prepares centant relating storles
pictures and video

Skills

Familigrity with Incoming feed models

NEWSFEED
TECHNICIAN

commission from journalists content 1o
read, watch, and rouch. The ‘rouch’ effect
is achieved through infographic visual
storyrelling, where charts, graphs, maps and
3D content can beelicked or fingertappedin
every which way.”

Innovation has developed one of the first
mobile workflow management manuals.
This diagram shows some of the most
important roles in working on mobile/tablet
production pools.

Plen and prepare the
front page. graphics and
navetives




YOU CANNOT EXPECT
DIFFERENT RESULTS BY
DOING THINGS THE SAME
OLD WAY

INNOVATION



PAPER VERSUS ONLINE —
IT’S A FALSE DICHOTOMY

INNOVATION



NEWSROOMS
INA PERMANENT
STATE OF BETA

INNOVATION



WE NEED MANY, MANY
DEVELOPERS
IN-HOUSE AND
OUTSOURCED

INNOVATION



| DEVELOPER FOR EVERY 5
JOURNALISTS - BENCHMARK

INNOVATION



INFORMATION PRODUCTION
INTAKE OUTPUT

ONLINE
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PR-SOURCES

MOBILE &
TABLET

CREATION
ELABORATION

INNOVATION



Tablet & Mobile Workflow

Tag content from
different newsfeeds:
text, pictures and videos

Manages the different
feeds (tagging) and
prepares content for
the daily product,

relating stories, NEWSFEEDS

pictures and videos TECHNICIAN
SKILLS

Familiarity with

incoming feed models

Composes some

product specific content:
animated graphs, galleries,
videos,multimedia shows...

SKILLS
HTMLS, CSS,
JavaScript

FINAL QUALITY CONTROL

Technical skills needed in
order to ensure quality.

Hands-on support from app
w developer could be needed

) Edits the stories that
///b- need human intervention
/ﬂ and ensures the quality

, of the final product

| iPAD
Y'»  EDITOR SKILLS
4 Newsroom experience,
multimedia editing

(video, Photoshop)

GRAPHIC
TECHNICAL

» DEVELOPER
X REVIEWED AND APPROVED BY NEWSROOM

e Plan and prepare the
front page, special graphics

and narratives. Review

ordering and related contents

INNOVATION



BACK TO BASICS

INNOVATION



WHAT MADE US
GREAT IN THE PAST
WILL MAKE US GREAT
IN THE FUTURE

INNOVATION



WE ARE THE WINE
NOT THE BOTTLE

INNOVATION



GOOD JOURNALISM
IS GOOD BUSINESS

INNOVATION



IT'S TIME TO
INNOVATE

INNOVATION
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Thank youl!

The book will on your chair
when you return from the
next coffee break; additional
copies may be ordered from

the INNOVATION or FIPP
websites

JUAN SENOR
JOHN WILPERS
EDITORS



http://www.innovation-mediaconsulting.com
http://www.innovation-mediaconsulting.com
http://livepage.apple.com/
http://livepage.apple.com/

