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ABSTRACT

The advent of new media has disrupted the old order on how n@nbkeingpresented and
consumed. Media in Africa havedreforced to relook at audience engagement strategies to ensure
they remain afloat in murky waters. How do they remain profitable? Engage sustainable business

modek and stick to the main courselelivering the news.

In the United Kingdom, the adaption t@w technology has beesiow and sur@nd this has enabled
it to be the trailblazer in new media adaptation in Europe. The rise of mobile and continued wide

television viewership (especially among the elderly) is worth noting.

In East Africa, the use thditional media is still prevalent but mobile technology is threatening to
tilt the scales. Ovetime, news has been consumed in a new fashion especially through mobile

platforms, increasing the need for speed and agility in delivering the news.

Sociaplatforms have nobeen left out. A lo& at how digital platforms can maximiea social media
has the potential of creating a unique force that will ensure media hooardeverage on anihke

full advantage of these technologies while upholding the etlaicd standards of journalism.

A comparison between East Africa and the United Kingdom reveals that business news is more
prevalent in the developed marketgarticularly in the UK. This can be attributed to the nature of

such news whiclvas previouslgeen to be a reserve for the few agrfluenced market movements.

This research attempts to look at how the UK covers businews in a multplatform scale and
what the Nation Media Group can learn. The research draws key learning points from thedinanc

Times and what the Business Daily can draw froemMledia Hous@sit targets a similar audience.
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CHAPTER ONE

Overview
Media Houses in East Africa have been faced with the reality that hit developed markets a few years

ago, that is the digital wave. Traditional media such as print and radio are still the main channels
used to access news with organisations investing resesito protect them. This is despite the rise
in digital media thahas seerdeveloped markets adapt to the new technology and change their

way of serving the news.

The continuous generation and consumption of news in the tradition media versus the oskne
reporting has caused the media houses sleepless nights trying to grapple with the question of how
to handle this new, fast, complex and unique way of delivering the news. The developed market has

seen asteadyshift of news consumption from thigaditional media to the digital front.

Are these developments in Europe and the United Kingdom a replica of what is to come and hit
' FNAOFK LYRAOFGA2YEA 2F | FdzZA f aKAFI G2 adGKS
African continent but Wwat will be the full effect and what points of similarities or differences can

be drawn?

In the world today there is a plethora of news outlets championed by social media which have
challenged the old order. It has been termed the digital gl many news outlets grappling with

how to deliver news to their audience in a fast and most convenient way. In journalism schools
today, students and lecturers alike are brainstorming on this unique way of news delivery and the

future of it.

Page 5 of 40



The devadped world has been the first to draw the attention to what the new media has meant in
terms of redefining journalisnBuzz feed Facebook Live, Twitter, Quartz and YouTube have been
key examples of disruptergorinstance the Reuters Digital Report f@016showed that51% of

the selected sample said they accessed the news through social networking sites, and particularly

Facebook(Newman et al., 2016)

Smartphones too have disrupted the old media channels with 53% of the selected sample across
the world saying that the phones are the key sources of their news. A few years back this was not
the case adelevision,print and radio were the primary sourceJhere is a new order that has

topped them all digital media.

In Kenya, the headwinds are catching. According to the Communications Authority of Kenya,
Internet penetration reached 85% in 2016 and this has been attributed to a rise in smartphones

over feature phonegCommunications Authority Sector Report, 2016

This has tilted the traditional magk which had an average of 70% access news via radio platforms,

20% vigprint and 10% onelevision.

Research introduction andjuestion
This research foces onboth old and new media. It entails drawing a blueprint to project

happenings in the future wlt a focus on the current. It analyses disruption caused by new media

and how this can be adapted to Africa.

¢KS NBaSINOK Ffaz2 yIFINNRga R2¢gy (G2 GKS bliaArzy
independent media house and how tltempanycan drawlessons from the developed markets,

and patrticularly, the United Kingdom. It looks at case studies provided by media houses operating
globally and how they are adapting to technology. It also focuses on research findings by the Reuters

Institute for the $udy of Journalism (RISJ).

This research attempts to give a clear picture of world trends in news reporting and draw a point of
focus for news in Kenya. A special focus is givénsmesgournalism, a growing profession in East
I FNR O Q & spl@eesizng/illnfaiklilaok at secondary data and draw industry examples from

visits and talks bindustryplayers at the RISJ.
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The key research question 18 K & OlF'y YSyeélQa bl A2y aSRALF DN
media organisations to improvebusiness reporting® This research was undertaken during
Michaelmas Tern2016at the University of Oxford. These avaely three months and due to the

time constraints, it only focuses on medieends in the United Kingdom. The study looks at print,

televison and digital platforms, and less emphasis is given to radio.
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CHAPTER 2

Media trends in the UK
Overview

The UK has cut out a niche for itself as one ofwi#eNI RQa Y| €2 didballyNsBnRudzérlS NJ
content. Multimedia corporations such as the BBC has a diversified product offering thfsenent

parts of theworld. These include BBC Asia, Africa, and Amé&icaxample. @her media houses

and social media giantsave chosertities such asondon Dubai andDublin asa base for their

Europe, Middle East and Africa Operations.
TV and Digital

Areport by Deloitte UK notes that the top 100 media housethe UKgenerated a combined annual
revenue of£87 Billionin 2016 and this amount is expected to readi00 Billion inthe nextfive

years.(Deloitte, 2016 Media Metrics & State of UK Media & Entertainment

Thereportsays€ A & A& RdzS (2 ! YQa ddativesdctbgbysicalydmentidning K 2 Y
the key aspect of media content generation. In the listing, Deloitte notest&lavisionaccounts

for 40% of revenue for 100 selected companies. The growth recorded was fastest in social media
largely attributable taFacebook and Google as tleadingmedia companiegcludedin the study.

The Compound Annual Growth Rate for their revenue for the period 204 vas73% and 44%

respectively for the two companieas Table 1 shows
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Table 1Rank andRevenueCompmpund Growth Rate 20114

1 Facebook UK 73%
2. | Google UK 44%
3. | Fox UK Productions 40%
4. | The7Stars UK 38%
5. | Vancouver Topco 37%
6. |John Wiley & Sons 36%
7. | Tinopolis 28%
8. [ Liberty Global plc 25%
9. [ Discovery Communications Europe 23%
10. | Thomson Reuters (Professional) UK 22%

SOURCE: Deloitte: State of UK Media 2016 and Analysis 2016

Newspapercirculation in Europe

A study by thew L { DigitahNews Project showed a steady reductiom@fvspapercirculation in
Finland France Germany, ItalyPolandand theUnited Kingdon{see Table 2)The percentage drop

ranged from 15% in France, to 37% in Poland.
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Finland France Germany ltaly Poland

cap(€)

Advertising expenditure per media (share of the whole national advertising market)

SOURCE: Private Sector Media and Digital News 2016 Pg. 13
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ADVERTISING EXPENDITURE

R A D 1122 10,046 19409 7,003 1571 18588
market (€ millions)

Advertising expenditure per

- 205 150 238 1156 41 285
capita (€)

Advertising expenditure per media (share of the whole national advertising market)

Newspapers (print) 37% 8% 24% 9% 3% 13%
Television 23% 32% 23% 47% 53% 25%
Internet 23% 31% 30% 26% 24% 47%

Change in advertising expenditure
Change in TV advertising 2010-14 -0.4% -6% 9% -27% 5% 17%

Change in newspaper advertising

201015 -25% -26% -20% -50% -63% -31%

SOURCE: Private Sector Media and Digital News 2016 Pg. 13

Media trends in Kenya

YSyelQad YSRAF fIFyRaoOFILIS Aa (GKS Y2adGd OGAONI Yy
relatively stable regulatory environment and press freedom. The opportunitgke advantage of

the smartphone uptake has created numerous aventmsnews and content generation through

bloggers, social media pages and multimedia texting services.

On the other hand, despite the increase in technology and disruptidghdrtraditional reporting
channels, Kenyaas a middle income countryis still rot devoid of users of traditional media
includingprint, television andadio. Due to a wide base of low income earners indntry, radio
continues to top the list as the highassedmedium to reach over 45 Million Kenyans. According to
local researcltompany Ipsos Synovate, it is estimated that an average adult (abeyeatZold)

will spend an average of 3wurs per week listening to radio. This can be translated to 5 hours per

day(Mzungu. T, 2012 IPSOS Synovate Report on Media Engagement)

Televsion has faced major headwinds in Kenya beginningdigital migration laws which required

broadcasters to migrate to digital platforms. It has howeweaintained a steady audience reach in
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both rural and urban locations. It is estimated that an avenageer will spendhree and half hours
watching television on a weekly basis. News continues to top viewership appetite and this is
attributable to the working hours of betweend@n and5 pm. Mewership peaks between@n and

9:30pm (Mzungu. T, 2012 IS Synovate Report on Media Engagement)

The IPSOS Synovate Report also notesghat is seenashavingthe lowest audience reach per
weekas itcontinues to face majasbstacles witldwindling circulation numbers by the day. This can
attributed to the cost factor with a paper going for approximately hall&dollar per day Some
media houses have trietheir hand at free coyy distribution ¢ though the profitability of this is

unknown.

h@SNIftx YSyeél QatheYad énd dfwhat Ishameéniadglodallyin the néws arena.
Thewide listenershipgadio,the fall of print, and asteady rise in televisiomewership numberss a
ISYSNIf F2NXIG 2F YSyel Qada YSRAF fFyRaOl LISo

Thegraphbelow istaken from theBloomberg Media Initiative Africa whiglives an overall picture
of the dobal outlook in these medid heactivity around digital migration and smartphone uptake
continues to draw opportunities fokenyanmedia housego innovate Increasingly it is seen that
news is consumed in a unigneannas driven byaudience taste and preferences. Tétearprise in

mobile has presented low hanging fruit isranymedia houses.
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TIME SPENT ON MOBILE DEVICES
IS SKYROCKETING

[Source: KPCB Internet Report (2015)

SOURCE: Bloomberg Africa Media Innovators 2016 Pg. 4

TheNation Media Group

¢tKS bl A2y aSRAIl DNER dHegrated and® indadpéndentfmédlisOHowdé Thie | NH
aSRAIF /2YLIl ye 2LINI{iSa 2yS 27,tieR&8ly NdfvdaméngsQa 2 f
many other publications which have unique audiences. These include Business Dalily, Taifa Leo, the

East African, Dailylonitor and Mwananchi.

b¢+t Ad oNR Y SYIEaARFaA Nk yNdy3d gAIGK I F20dza 2y
CHAGOSNI KFEYRES A& ! TNRAOF Qa one dilion féllaviers thgeSadrt Yy S & |
rankings(GeoPol Kenya Media Antatg 2016)

The News has over 20 webpages,2filion sessionger month and 100million page views per

month. In particularwww.Nation.co.ke has attraced the highestnumber of visitsmainly from
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Kenyans in the idspora who would like accessy Sga o6 O] K2YSo® .dzaAySa

top publication inbusinessnews under thenation mediagroup.

According to Joe Muganda, Nation MediaGra#9 h = G KS DNR dzLJQa adNJ (S3¢
traditional media house to a digital firstmédi K2 dza S® ¢KS / 9hQa F20dza Aa
on mobile platform as it has presented a challenging yet unique way of audience reach. In a recent

investor briefing, Mr. J. Mugandsaid:

0Given the changing consumer trends we are reorganising elwss with the objective of
transforming the Group from a legacy newspaper publisher, into a modern digital content
company. This will entail embracing a digital/mobile first business model; using appropriate
technology to support this model, offering theonsumer a 36@legree communications solution

for obtaining real time information. This will allow us to maintain our leading position in both
RAIAGEFE FTYR GNIRAGAZ2YIE YSRAF Ay GKS NBIAZ2Y DE

Joe Muganda, CEONation Media Group(2016 Nation Media Group lestor Briefing CEO

Commentary)

WEBSITES

NUMBERS DONT LIE!
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Source: Nation Media Group Results for 2015 Financial Year
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Source: Nation Media Group Results for 2015 Financial Year
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CHAPTER 3
Profile of the fhancial Times

Overview
The Financial Times ame ofthe g 2 NJleRdihg print and digitabusinessmedia houss, with a

combined circulation of over 800,000. According to the media housebile has become an
increasingly important channel, now accounting foore than half of itonline traffic. Readers b

the FT includeorporate leadersind other decision makers in diverse fields.

It traces its origin from the year 1888 as the London Financial Gdle thana centurylater, the
FT (ast iscommonly referred tojsan authority in businessinancialand internationahews online

andin print. The FT has 600 editorial staff andh representatives or offices iover 40 countries.

The Financial Times alsperates a number of other servicel$ hasa conference management
business (FT Live), and specialist publications inclddiegBanker, Money Management, Financial

Advisor, This is Africand FDI Intelligence.

The FThas long focused on generating revenues freabscriptionsrather than advertising. Its
estimated total daily readership in print and online exceeds 2m
[http://fttoolkit.co.uk/d/audience/statistics.phg with over 12muniqueusers each montineaches

over 2 million a daycompared to the New York Timas 73m How canthe FT beprofitable in the

face of sucltompetition?d ¥ LIS2LX S ySSR a42YSUKAyYy3II | yR &2dzQ
GKSeQft 0S5 [ dzA i SsaysRot JEdénshawormedimanagih@ dektok of EE.com

(Doctor K., Nieman Labs, 2015)
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NEWSPAPER + PREMIUM DIGITAL

FINANCIAL TIMES

_

£ 13.50 per week :

All the benefits of Premium

Digital, plus:

« Free delivery to your home
or office, Monday to
Saturday

+ FT Weekend - a stimulating
blend of news and lifestyle

Sourcewww.ft.com

PREMIUM DIGITAL

£ 7.75 per week :

All the benefits of Standard

Digital, plus:

+ Unlimited access to all
content

+ Instant Insights column for
comment and analysis as
news unfolds

« FT Confidential Research -
in-depth China and
Southeast Asia analysis

« ePaper - the digital replica
of the printed newspaper

« Full access to LEX - our
agenda setting daily
commentary

« Exclusive emails, including a

weekly email from our
Editor, Lionel Barber
+ Full access to EM Squared-

news and analysis service on

emerging markets

£ 399 per week *

v

v

v

v

v

STANDARD DIGITAL
LiMITED TiME OFFER

PREMIUM DIGITAL TRIAL

£1.00 for 4 weeks ~

« For 4 weeks receive
unlimited Premium digital

Access to FT award winning
news on desktop, mobile

and tablet access fo the FT's trusted,
Personalised email briefings award-winning business
by industry, journalist or news

sector

Portfolio tools to help

manage your investments
FastFT - market-moving
news and views, 24 hours a
day

Brexit Briefing - Your
essential guide to the impact
of the UK-EU split

" Terms and conditions apply

TheFT maintains a tight paywall, with most of its content available only to subscqlatisough

some are made more widely available including via social meldjgeriodically experiments with

discountsand trial subscriptions. As well as the basic individual consumer subscription, it offers a

premium subscription to individuals and a B2B service at a higher rate, in exchange for additional

content such as the Lex column, EM Squared, Instaigjhtcolunnsand specialishewsletters such

[ dzy OK o

asAuthord b 23S

YR CNBS

It has gradually reduced the size of its print circulation, while raising the price in different markets

with the aim of ensuring that each copy of the paper covers its productiors cost
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FINANCIAL TIMES - 2015 RESULTS

30 March 2016:

The Financial Times grew its revenues in 2015. The FT's new access
model of paid trials underpinned a strong increase in confent revenues
and digital subscriptions.

Digital content revenue grew 15%, and the FT now makes nearly 60% of its revenue from content.

21m

The FT's total circulation
grew 8% year-on-year to
more than 780,000 across
print and online (assured
by Deloitte, Q4 2015).

Digital subscriptions grew
12% to 566,000, with digital
now representfing almost
three-quarters of the FT's
total paying audience.

The FT's combined print

and Ainital reaadarchin Aaraw

FT Live drew 21,000
attendees to its 200
events around the globe.
The FT 125, a forum for
senior executives, grew
its membership by 88%.
Recent speakers include
Mark Carney, Jack Dorsey
and Bill Gates.

The FT's Financial Publishing
arm, made up of over 20
products, including The
Banker, Investors Chronicle
and Ignites, grew total

Source: (2016, Financial Times Resuhlip://aboutus.ft.com/2016/03/30/financialtimes-2015
results/#axzz4UjzBBRY X
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Advertisingg in print and onlineq remains an important source of revenue. Digital tools have
allowed innovative approaches including precise targeting of content and readers, and payment
RSLISYRSYy Ul 2y YSI&d2NBR aRgStt GAYSE 2y | NIAOES

Financial Times iDital Strategy 2015/6

1. Redesign FT.com and make it Mobile First

During 2016, the FT introduced a sophisticated new website, allowing new functionality incuding
GNBalLlRyaArgdSe RSaAdy F2NI dzaS 2y Y20Af ST imBNBI GS
It is adapting presentation and time of publication of articles with enhanced use of metrics to
analyse reading patterrswith the result it now publishes more content at peak use periods notably

in the early morning and early evening.

The Niemanab has conducted research over the years ang thave curved out a niche as thought
leaders in Journalisnit is also a platform to share ideas on media future and interesting trends.

CKAA Aad K2g Al lylfteasSa GKS CKQaCNBRSPEBY T2 LIY

ibid.):

NiemanLab PerspectiveYes, expect more scrolling, more experiments with contextual, -auto

Odza2YAT Ay3d RA&AO2GSNE® LiQa GKS olyS IyR K2LJ

current, including relevanarchival content, to members of its audience. Expect the FT to leverage

gKFEG A0 1y26a 2F Ada Y2ad Sy3ar3ISR dzaSNERQ KIF oA
2. Boosting Ad Revenues

As withPoint 1, with more online visits and clickeformation on article reading patterns and dwell

time provde new tools for targeting readers and impadath advertisers.

NiemanLab Perspectivet KS C¢ OF 6 S3I2NAT Sa wmp LISNOSyd 27F |

which compares to 10 percent for The New York Times. Even that categorization is slippery. Given
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generally lower ad rates for mobile, the FT mainly tries to sell its affluent audience across all

LI I GF2N¥vaed /fSFENIesxs AdGQa KIFI@Ay3a az2ysS adz00Saa

niche ad programs, including richedia fultscreen ads

3. Improving Audience Engagement

The FT has an active audience engagement unit both to help boost engagement by existing readers
and to increase reach to showcase content to a wider audience with the aim of converting them to

subscribers.

NiemanLabPerspective:lts definition of engagement: someone who has visited FT.com at least
once in the past week, visits on average twice per week, and consumes on average eight pieces of
O2dzy SR 02y GSyid LISNI Y2Y(UK® C¢ Q& gifds alisdfategies:2 NJ a
Engagement drives both subscriber acquisition and retentionand satisfies advertisers.
Consequently, it feels good about one metric its analytics have gleaned: The amount of time paying

subscribers spend with the FT is up 10gest year over year.

The FT hasicreased investment in video, which includes mary @inute videos on its website

and shared on external platforms including Facebook and YouTube. It also has a partweérship
FacebooMl.ive toprovide longer daily disssion videosn topical issuesThe newsroom has a mini
studioat one end whergournalists can comment or interviegkpertsto createshort videoslt also

has fully equipped@udio andvideo studios.

Craid C¢ A& (GKS 2NHI YA ddoniandgnavswirdiketdnterit iyiided with 6 &4 L
rapid analysisTheplatform teases its headlines astrip on the main Fiiomepage.

C¢Qa 9y3aAFIASYSyYyld ¢SIY NI O dtstéamiScluldSsotmiznediang OS 2

SEQGexpertsand analystswho explorehow to boostpage views
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James Lamont, th€ ¢ Q& a | Y | ,3dyy tHeorgamsatior? idllbokingt how to leverage its

coverage, wide itssubscriptionbaseand brandequity.

In particular, he company isnow operatingl & . NP2 I R Ol &it aifhs@oKirSieatd tbe
amount of content publishedat times when its audience is onlirturing transit to work, with a
secondaryevening peak as people travel home. Thislustrated and supportedby detailed data

analysisshowing when readers clida articles and irrachtime zone as illustrated below.

Weekday visits by hour and region

® Unknown @ Americas ® Asia ® CEMEA ® UK
3.2M
9am Hong Kong
9am London
2.4M 9am New York
9am San Francisco
1.6M \//\_/\
———
» 7@
]
0
00 01 02 03 04 05 06 07 08 09 10 1 12 13 14 15 16 17 18 19 20 21 22 23

Hour of weekday --GMT timezone for all regions

SOURCE: Financial Times Audience Engagement Team 2017
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CHAPTER FOURoject Interviews

This chapter is based on a mixture woterviews with representatives of media organisations, and

information drawn fromthe RISJ seminar programme&hebroad areas covered were

1. Thecurrent state ofthe media organisation and strategies employed in adapting to théadlig
age including be level of resourceand an analysis othe returns received from tl resources

invested (time, labour and technology)

2. Opportunitiesarising from the boom in video consumption online.

3.News in the digital age.
3.1How long does it take to reach audiesdeom news occurrence to audienceception?
3.2 Audienceengagement with the story. A calculation of audience time spent on a piece.
3.3 Opportunity that data and pictures have presented.
3.4 How to monetise comnt in light of the digital age.

4. Thechallenges experienced in reporting businessvsin the age of digital medjancludingkey
trends noted in audience appreciation of business negfmnging trends in sources fbusiness

journalism and thefirewall betweeneditorial and advertising.

5 The future ofnews consumption across the various platforiipsint, television and wmital),
including thelevel of convergence to ensure complementarity / convergensgrdication and the

future technologies
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Interviews
John Casey, senior vigaresident, Middle East and Africa, CNBC

CNBC.ccomda NI Y{SR FY2y3 GKS (2L 2yt AyS | O0OSaa ahi
2015 rankings. The Channel covers a wide range of business news especially in the financial sector
with a keen interestrom investors, stock brokers, analysts and a niche public with a business

appetite.

John Casey believes that there has been an evolutibnginess news. Initially, it was only accessed
by the chosen few known astinformation asymmetyé ® ¢ K S eRds givien thig infdrnzhation

to the public, investors and corporate owners alike.

Astomodes2 T 02 YYdzyAOFGA2y S [/l aSe o0StAS@Sa GKI G | dz
522NE | LILINRI OK® ¢ KI i A a satwhidzfhayseess Saivs. Rifas ofighged. K | & ¢
bS¢a 3ISGa GKS | dzRASYOS I yR { Koanaws.KBhis el twaysof & G K
audience communication has been aided by social media which has provided several platforms to

highlight news.

It is this sort of approacthat Casey says has caused media houses to be innovative in the way they

operate so as to follow the new order / approach in news.

John Edwards Ill, Deputy Business Editor, the Wall Street Journal, EMEA
Q. You have worked with the Journal for over 16 s, what do you see as the future of media?

A.Where are we headed? That is a big question that we are all wrestling with and struggling with.
It is clear that the world more than ever needs trusted and reliable and professional information.

The realquestion is, what are the business models going t@doed as welhow to usenew media.

We are looking at adjusting our paywall so as to have a sort of guest viewership model. To look at
content links that are also free. We are looking at new medidnerships such as Facebook Live,

Twitter. We are trying to see how to reach our audience in different ways.
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