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ABSTRACT 

The advent of new media has disrupted the old order on how news is being presented and 

consumed. Media in Africa have been forced to relook at audience engagement strategies to ensure 

they remain afloat in murky waters. How do they remain profitable? Engage sustainable business 

models and stick to the main course - delivering the news. 

In the United Kingdom, the adaption to new technology has been slow and sure and 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 of traditional media is still prevalent but mobile technology is threatening to 

tilt the scales. Over time, news has been consumed in a new fashion especially through mobile 

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

Social platforms have not been left out. A look at how digital platforms can maximise on social media 

has the potential of creating a unique force that will ensure media houses can leverage on and take 

full advantage of these technologies while upholding the ethics and standards of journalism.  

A comparison between East Africa and the United Kingdom reveals that business news is more 

prevalent in the developed markets - particularly in the UK. This can be attributed to the nature of 

such news which was previously seen to be a reserve for the few as it influenced market movements. 

This research attempts to look at how the UK covers business news in a multi-platform scale and 

what the Nation Media Group can learn. The research draws key learning points from the Financial 

Times and what the Business Daily can draw from the Media House as it 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 resources to protect them. This is despite the rise 

in digital media that has seen developed 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 rise in online 

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 a steady shift of news consumption from the traditional media to the digital front.  

 

Are these developments in Europe and the United Kingdom a replica of what is to come and hit 

!ŦǊƛŎŀΚ LƴŘƛŎŀǘƛƻƴǎ ƻŦ ŀ Ŧǳƭƭ ǎƘƛŦǘ ǘƻ άǘƘŜ ƴŜǿ ǿŀȅέ ŀǊŜ ŀƭǊŜŀŘȅ ǳƴŘŜǊǿŀȅ ƛƴ ǎŜǾŜǊŀƭ ǇŀǊǘǎ ƻŦ ǘƘŜ 

African continent but what 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 age with 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.   
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The developed world has been the first to draw the attention to what the new media has meant in 

terms of redefining journalism. Buzz feed, Facebook Live, Twitter, Quartz and YouTube have been 

key examples of disrupters. For instance, the Reuters Digital Report for 2016 showed that 51% 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 as television, print and radio were the primary sources. There is a new order that has 

topped them all - digital media.  

In Kenya, the headwinds are catching up. 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 phones. (Communications Authority Sector Report, 2016) 

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

20% via print and 10% on television.  

Research introduction and question 

This research focuses on both old and new media. It entails drawing a blueprint to project 

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

and how this can be adapted to Africa.  

¢ƘŜ ǊŜǎŜŀǊŎƘ ŀƭǎƻ ƴŀǊǊƻǿǎ Řƻǿƴ ǘƻ ǘƘŜ bŀǘƛƻƴ aŜŘƛŀ DǊƻǳǇΣ 9ŀǎǘ !ŦǊƛŎŀΩǎ ƭŀǊƎŜǎǘ ƛƴǘŜƎǊŀǘŜŘ ŀƴŘ 

independent media house and how the company can draw lessons from the developed markets, 

and particularly, 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 Study 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 given to business journalism, a growing profession in East 

!ŦǊƛŎŀΩǎ ƧƻǳǊƴŀƭƛǎƳ spheres. It will mainly look at secondary data and draw industry examples from 

visits and talks by industry players at the RISJ.   
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The key research question is: "²Ƙŀǘ Ŏŀƴ YŜƴȅŀΩǎ bŀǘƛƻƴ aŜŘƛŀ DǊƻǳǇ ƭŜŀǊƴ ŦǊƻƳ ƛƴǘŜǊƴŀǘƛƻƴŀƭ 

media organisations to improve business reporting?έ This research was undertaken during 

Michaelmas Term 2016 at the University of Oxford. These are only three months and due to the 

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

television 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 of the wƻǊƭŘΩǎ ƳŀƧƻǊ ǇǊƻŘǳŎŜǊs of globally consumed 

content. Multimedia corporations such as the BBC has a diversified product offering to suit different 

parts of the world. These include BBC Asia, Africa, and America for example. Other media houses 

and social media giants have chosen cities such as London, Dubai and Dublin as a base for their 

Europe, Middle East and Africa Operations.  

TV and Digital 

A report by Deloitte UK notes that the top 100 media houses in the UK generated a combined annual 

revenue of £87 Billion in 2016 and this amount is expected to reach £100 Billion in the next five 

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

The report says tƘƛǎ ƛǎ ŘǳŜ ǘƻ ¦YΩǎ ǇƻǎƛǘƛƻƴƛƴƎ ŀǎ ŀ ƘƻƳŜ ƻŦ ǘƘŜ creative sector ς basically mentioning 

the key aspect of media content generation. In the listing, Deloitte notes that television accounts 

for 40% of revenue for 100 selected companies. The growth recorded was fastest in social media 

largely attributable to Facebook and Google as the leading media companies included in the study.  

The Compound Annual Growth Rate for their revenue for the period 2011-14 was 73% and 44% 

respectively for the two companies, as Table 1 shows.  
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Table 1 Rank and Revenue Compound Growth Rate 2011-14   

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  

 

Newspaper circulation in Europe 

A study by the wL{WΩǎ Digital News Project showed a steady reduction of newspaper circulation in 

Finland, France, Germany, Italy, Poland and the United Kingdom (see Table 2). The percentage drop 

ranged from 15% in France, to 37% in Poland.  



 

 

 

 

 

  Page 10 of 40 

 

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

Media trends in Kenya  

YŜƴȅŀΩǎ ƳŜŘƛŀ ƭŀƴŘǎŎŀǇŜ ƛǎ ǘƘŜ Ƴƻǎǘ ǾƛōǊŀƴǘ ƛƴ 9ŀǎǘ !ŦǊƛŎŀ ōǳƻȅŜŘ ōȅ ƛƴǘŜǊƴŜǘ ǇŜƴŜǘǊŀǘƛƻƴΣ ŀ 

relatively stable regulatory environment and press freedom. The opportunity to take advantage of 

the smartphone uptake has created numerous avenues for news and content generation through 

bloggers, social media pages and multimedia texting services.  

On the other hand, despite the increase in technology and disruption in the traditional reporting 

channels, Kenya, as a middle income country, is still not devoid of users of traditional media 

including print, television and radio. Due to a wide base of low income earners in the country, radio 

continues to top the list as the highest used medium to reach over 45 Million Kenyans. According to 

local research company Ipsos Synovate, it is estimated that an average adult (above 17-years-old) 

will spend an average of 34 hours per week listening to radio. This can be translated to 5 hours per 

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

 

Television has faced major headwinds in Kenya beginning with digital migration laws which required 

broadcasters to migrate to digital platforms. It has however, maintained a steady audience reach in 
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both rural and urban locations. It is estimated that an average viewer will spend three and half hours 

watching television on a weekly basis. News continues to top viewership appetite and this is 

attributable to the working hours of between 8 am and 5 pm.  Viewership peaks between 6 pm and 

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

The IPSOS Synovate Report also notes that print is seen as having the lowest audience reach per 

week as it continues to face major obstacles with dwindling circulation numbers by the day. This can 

attributed to the cost factor with a paper going for approximately half a US dollar per day. Some 

media houses have tried their hand at free copy distribution ς though the profitability of this is 

unknown.  

hǾŜǊŀƭƭΣ YŜƴȅŀΩǎ ƳŜŘƛŀ ƭŀƴŘǎŎŀǇŜ ƛǎ ŀǘ the tail end of what is happening globally in the news arena. 

The wide listenership radio, the fall of print, and a steady rise in television viewership numbers is a 

ƎŜƴŜǊŀƭ ŦƻǊƳŀǘ ƻŦ YŜƴȅŀΩǎ ƳŜŘƛŀ ƭŀƴŘǎŎŀǇŜΦ  

The graph below is taken from the Bloomberg Media Initiative Africa which gives an overall picture 

of the global outlook in these media. The activity around digital migration and smartphone uptake 

continues to draw opportunities for Kenyan media houses to innovate. Increasingly it is seen that 

news is consumed in a unique manners driven by audience taste and preferences. The sharp rise in 

mobile has presented low hanging fruit for many media houses.  
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SOURCE: Bloomberg Africa Media Innovators 2016 Pg. 4 

 

The Nation Media Group 

¢ƘŜ bŀǘƛƻƴ aŜŘƛŀ DǊƻǳǇ ƛǎ 9ŀǎǘ !ŦǊƛŎŀΩǎ ƭŀǊƎŜǎǘ integrated and independent media house. The 

aŜŘƛŀ /ƻƳǇŀƴȅ ƻǇŜǊŀǘŜǎ ƻƴŜ ƻŦ ǘƘŜ ǊŜƎƛƻƴΩǎ ƻƭŘŜǎǘ ƴŜǿǎǇŀǇŜǊ ōǊŀƴŘǎ, the Daily Nation, amongst 

many other publications which have unique audiences. These include Business Daily, Taifa Leo, the 

East African, Daily Monitor and Mwananchi.  

b¢± ƛǎ оǊŘ ƛƴ YŜƴȅŀΩǎ нлмс tŜƭŜǾƛǎƛƻƴ ǊŀƴƪƛƴƎ ǿƛǘƘ ŀ ŦƻŎǳǎ ƻƴ YŜƴȅŀΩǎ ōǳǊƎŜƻƴƛƴƎ ƳƛŘŘƭŜ ŎƭŀǎǎΦ b¢±Ωǎ 

¢ǿƛǘǘŜǊ ƘŀƴŘƭŜ ƛǎ !ŦǊƛŎŀΩǎ Ƴƻǎǘ ŦƻƭƭƻǿŜŘ ƴŜǿǎ ƘŀƴŘƭŜ ƘŀǾƛƴƎ Ƙƛǘ one million followers in recent 

rankings. (GeoPol Kenya Media Analytics 2016) 

The News has over 20 webpages, 25 million sessions per month and 100 million page views per 

month. In particular, www.Nation.co.ke, has attracted the highest number of visits, mainly from 
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Kenyans in the diaspora who would like access to ƴŜǿǎ ōŀŎƪ ƘƻƳŜΦ  .ǳǎƛƴŜǎǎ 5ŀƛƭȅ ƛǎ ǘƘŜ ǊŜƎƛƻƴΩǎ 

top publication in business news under the nation media group. 

According to Joe Muganda, Nation Media GroupΩǎ /9hΣ ǘƘŜ DǊƻǳǇΩǎ ǎǘǊŀǘŜƎȅ ƛǎ ǘƻ ǎƘƛŦǘ ŦƻŎǳǎ ŦǊƻƳ ŀ 

traditional media house to a digital first mediŀ ƘƻǳǎŜΦ ¢ƘŜ /9hΩǎ ŦƻŎǳǎ ƛǎ ǘƻ ƭƻƻƪ ŀǘ Ƙƻǿ ǘƻ ƳŀȄƛƳƛǎŜ 

on mobile platform as it has presented a challenging yet unique way of audience reach. In a recent 

investor briefing, Mr. J. Muganda said:   

άGiven the changing consumer trends we are reorganising ourselves 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 the consumer a 360-degree communications solution 

for obtaining real time information. This will allow us to maintain our leading position in both 

ŘƛƎƛǘŀƭ ŀƴŘ ǘǊŀŘƛǘƛƻƴŀƭ ƳŜŘƛŀ ƛƴ ǘƘŜ ǊŜƎƛƻƴΦέ  

Joe Muganda, CEO - Nation Media Group (2016 Nation Media Group Investor Briefing CEO 

Commentary) 
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Source: Nation Media Group Results for 2015 Financial Year 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Nation Media Group Results for 2015 Financial Year 
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CHAPTER 3   

Profile of the Financial Times  

Overview 

The Financial Times is one of the ǿƻǊƭŘΩǎ leading print and digital business media houses, with a 

combined circulation of over 800,000.  According to the media house, mobile has become an 

increasingly important channel, now accounting for more than half of its online traffic. Readers of 

the FT include corporate leaders and other decision makers in diverse fields.  

It traces its origin from the year 1888 as the London Financial Guide. More than a century later, the 

FT (as it is commonly referred to) is an authority in business, financial and international news online 

and in print. The FT has 600 editorial staff and with representatives or offices in over 40 countries.  

The Financial Times also operates a number of other services. It has a conference management 

business (FT Live), and specialist publications including The Banker, Money Management, Financial 

Advisor, This is Africa, and FDI Intelligence.  

The FT has long focused on generating revenues from subscriptions rather than advertising. Its 

estimated total daily readership in print and online exceeds 2m 

[http://fttoolkit.co.uk/d/audience/statistics.php] with over 12m unique users each month reaches 

over 2 million a day compared to the New York Times at 73m. How can the FT be profitable in the 

face of such competition? άLŦ ǇŜƻǇƭŜ ƴŜŜŘ ǎƻƳŜǘƘƛƴƎΣ ŀƴŘ ȅƻǳΩǊŜ ǘƘŜ ƻƴƭȅ ǇƭŀŎŜ ǘƘŜȅ Ŏŀƴ ƎŜǘ ƛǘΣ ǘƘŜƴ 

ǘƘŜȅΩƭƭ ōŜ ǉǳƛǘŜ ƘŀǇǇȅ ǘƻ Ǉŀȅ ŦƻǊ ƛǘΣέ says Rob Grimshaw, former managing director of FT.com. 

(Doctor K., Nieman Labs, 2015) 
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Source: www.ft.com   

The FT maintains a tight paywall, with most of its content available only to subscribers ς although 

some are made more widely available including via social media.  It periodically experiments with 

discounts and 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, Instant Insight columns and specialist newsletters such 

as AuthorsΩ bƻǘŜ ŀƴŘ CǊŜŜ [ǳƴŎƘΦ     

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 production costs.   

 

 

 

http://www.ft.com/
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Source: (2016, Financial Times Results http://aboutus.ft.com/2016/03/30/financial-times-2015-

results/#axzz4UjzBBRYX ) 

http://aboutus.ft.com/2016/03/30/financial-times-2015-results/#axzz4UjzBBRYX
http://aboutus.ft.com/2016/03/30/financial-times-2015-results/#axzz4UjzBBRYX


 

 

 

 

 

  Page 19 of 40 

 

 

Advertising ς in print and online ς remains an important source of revenue. Digital tools have 

allowed innovative approaches including precise targeting of content and readers, and payment 

ŘŜǇŜƴŘŜƴǘ ƻƴ ƳŜŀǎǳǊŜŘ άŘǿŜƭƭ ǘƛƳŜέ ƻƴ ŀǊǘƛŎƭŜǎΦ   

Financial Times Digital Strategy 2015/6 

 

1. Redesign FT.com and make it Mobile First 

During 2016, the FT introduced a sophisticated new website, allowing new functionality including a 

άǊŜǎǇƻƴǎƛǾŜέ ŘŜǎƛƎƴ ŦƻǊ ǳǎŜ ƻƴ ƳƻōƛƭŜΣ ƎǊŜŀǘŜǊ ǇŜǊǎƻƴŀƭƛǎŀǘƛƻƴ ŀƴŘ ŦŀǊ ƳƻǊŜ ǊŀǇƛŘ ŘƻǿƴƭƻŀŘ ǘimes.  

It is adapting presentation and time of publication of articles with enhanced use of metrics to 

analyse reading patterns ς with the result it now publishes more content at peak use periods notably 

in the early morning and early evening. 

The Nieman Lab has conducted research over the years and they have curved out a niche as thought 

leaders in Journalism. It is also a platform to share ideas on media future and interesting trends. 

¢Ƙƛǎ ƛǎ Ƙƻǿ ƛǘ ŀƴŀƭȅǎŜǎ ǘƘŜ C¢Ωǎ ǊŜŘŜǎƛƎƴΣ ŀƴŘ ƻǘƘŜǊ ǊŜŎŜƴǘ ŀǎǇŜŎǘǎ ƻŦ ǘƘŜ C¢Ωǎ ŘŜǾŜƭƻǇƳŜƴǘ (Doctor, 

ibid.): 

NiemanLab Perspective: Yes, expect more scrolling, more experiments with contextual, auto-

ŎǳǎǘƻƳƛȊƛƴƎ ŘƛǎŎƻǾŜǊȅΦ LǘΩǎ ǘƘŜ ōŀƴŜ ŀƴŘ ƘƻǇŜ ƻŦ ŀƭƭ ōƛƎ ƴŜǿǎ ŎƻƳǇŀƴƛŜǎΥ Ƙƻǿ ǘƻ ŜȄǇƻǎŜ ŀƭƭ ǘƘŜ 

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

ǿƘŀǘ ƛǘ ƪƴƻǿǎ ƻŦ ƛǘǎ Ƴƻǎǘ ŜƴƎŀƎŜŘ ǳǎŜǊǎΩ ƘŀōƛǘǎΦ 

2. Boosting Ad Revenues 

As with Point 1., with more online visits and clicks, information on article reading patterns and dwell 

time provide new tools for targeting readers and impact with advertisers. 

NiemanLab Perspective: ¢ƘŜ C¢ ŎŀǘŜƎƻǊƛȊŜǎ мр ǇŜǊŎŜƴǘ ƻŦ ŀƭƭ ƛǘǎ ŘƛƎƛǘŀƭ ŀŘ ǊŜǾŜƴǳŜ ŀǎ άƳƻōƛƭŜΣέ 

which compares to 10 percent for The New York Times. Even that categorization is slippery. Given 



 

 

 

 

 

  Page 20 of 40 

generally lower ad rates for mobile, the FT mainly tries to sell its affluent audience across all 

ǇƭŀǘŦƻǊƳǎΦ /ƭŜŀǊƭȅΣ ƛǘΩǎ ƘŀǾƛƴƎ ǎƻƳŜ ǎǳŎŎŜǎǎ ŘƻƛƴƎ ǘƘŀǘΦ ¢Ƙƛǎ ȅŜŀǊΣ ƛǘ ǿƛƭƭ ƭŀǳƴŎƘ ŀ ƴǳƳōŜǊ ƻŦ ƳƻōƛƭŜ 

niche ad programs, including rich-media full-screen 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.  

NiemanLab Perspective: Its 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 

ŎƻǳƴǘŜŘ ŎƻƴǘŜƴǘ ǇŜǊ ƳƻƴǘƘΦ C¢Ωǎ ŦƻǊƳǳƭŀ ŦƻǊ ǎǳŎŎŜǎǎ ƘŜǊŜ ƛǎ ŎƭŜŀǊΣ ŀƴŘ ǳƴŘŜǊgirds all its strategies: 

Engagement drives both subscriber acquisition and retention τ and 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 10 percent year over year. 

 

 

The FT has increased investment in video, which includes many 3-5 minute videos on its website 

and shared on external platforms including Facebook and YouTube. It also has a partnership with 

Facebook Live to provide longer daily discussion videos on topical issues. The newsroom has a mini 

studio at one end where journalists can comment or interview experts to create short videos. It also 

has fully equipped audio and video studios. 

Cŀǎǘ C¢ ƛǎ ǘƘŜ ƻǊƎŀƴƛǎŀǘƛƻƴΩǎ ōǊŜŀƪƛƴƎ ƴŜǿǎ ǇƭŀǘŦƻǊƳ, containing newswire-like content mixed with 

rapid analysis. The platform teases its headlines in a strip on the main FT homepage.   

C¢Ωǎ 9ƴƎŀƎŜƳŜƴǘ ¢ŜŀƳ ǘǊŀŎƪǎ ǘƘŜ ǇŜǊŦƻǊƳŀƴŎŜ ƻŦ ǎǘƻǊƛŜǎ ƻƴƭƛƴŜΦ Its team includes social media and 

SEO experts and analysts, who explore how to boost page views.  
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James Lamont, the C¢Ωǎ aŀƴŀƎƛƴƎ 9ŘƛǘƻǊ, says the organisation is looking at how to leverage its 

coverage, widen its subscription base and brand equity.  

In particular, the company is now operating ŀ ά.ǊƻŀŘŎŀǎǘ {ŎƘŜŘǳƭŜέ that aims to increase the 

amount of content published at times when its audience is online during transit to work, with a 

secondary evening peak as people travel home. This is illustrated and supported by detailed data 

analysis showing when readers click on articles and in each time zone, as illustrated below.  

 

SOURCE: Financial Times Audience Engagement Team 2017 
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CHAPTER FOUR Project Interviews 

 

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

information drawn from the RISJ seminar programme.  The broad areas covered were:  

1. The current state of the media organisation and strategies employed in adapting to the digital 

age, including the level of resources and an analysis of the returns received from the resources 

invested (time, labour and technology). 

2. Opportunities arising from the boom in video consumption online.  

3. News in the digital age.  

3.1 How long does it take to reach audiences from news occurrence to audience reception? 

3.2 Audience engagement 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 content in light of the digital age. 

 4. The challenges experienced in reporting business news in the age of digital media, including key 

trends noted in audience appreciation of business news, changing trends in sources for business 

journalism, and the firewall between editorial and advertising.   

5 The future of news consumption across the various platforms (print, television and digital), 

including the level of convergence to ensure complementarity / convergence / syndication and the 

future technologies   

  

 

 

  



 

 

 

 

 

  Page 23 of 40 

Interviews  

John Casey, senior vice president, Middle East and Africa, CNBC 

CNBC.com ƛǎ ǊŀƴƪŜŘ ŀƳƻƴƎ ǘƘŜ ǘƻǇ ƻƴƭƛƴŜ ŀŎŎŜǎǎ ǎƛǘŜǎ ŦƻǊ ōǳǎƛƴŜǎǎ ƴŜǿǎ ŀŎŎƻǊŘƛƴƎ ǘƻ /ƻƳ{ŎƻǊŜΩǎ 

2015 rankings. The Channel covers a wide range of business news especially in the financial sector 

with a keen interest from investors, stock brokers, analysts and a niche public with a business 

appetite.  

John Casey believes that there has been an evolution of business news. Initially, it was only accessed 

by the chosen few - known as άinformation asymmetryέΦ ¢ƘŜ ŘƛƎƛǘŀƭ ŀƎe has given this information 

to the public, investors and corporate owners alike.  

As to modes ƻŦ ŎƻƳƳǳƴƛŎŀǘƛƻƴΣ /ŀǎŜȅ ōŜƭƛŜǾŜǎ ǘƘŀǘ ŀǳŘƛŜƴŎŜǎ Ŏŀƴƴƻǘ ōŜ ǊŜŀŎƘŜŘ ƛƴ ǘƘŜ ǳǎǳŀƭ άCǊƻƴǘ 

5ƻƻǊέ ŀǇǇǊƻŀŎƘΦ ¢Ƙŀǘ ƛǎΣ ŀǳŘƛŜƴŎŜǎ Řƻ ƴƻǘ ƘŀǾŜ ŀ ǎŜǘ ǘƛƳŜ at which they access news. It has changed. 

bŜǿǎ ƎŜǘǎ ǘƘŜ ŀǳŘƛŜƴŎŜ ŀƴŘ ǘƘƛǎ ƘŜ Ŏŀƭƭǎ άǘƘŜ ōŀŎƪ ŘƻƻǊέ ŀǇǇǊƻŀŎƘ to news.  This new way of 

audience communication has been aided by social media which has provided several platforms to 

highlight news.  

It is this sort of approach that 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 III, Deputy Business Editor, the Wall Street Journal, EMEA 

Q. You have worked with the Journal for over 16 years, 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 real question is, what are the business models going to be? and as well how to use new 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 media partnerships - such as Facebook Live, 

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






























