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India today

Allahabad University students read newspapers early morning around a newspaper vendor on a roadside, in the   

northern Indian city of Allahabad, Wednesday, May 23, 2007. Newspapers. (AP Photo/Rajesh Kumar Singh)
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Source: world press trends 2007
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Europe 98112 96190 94080 93377

94069

Source: world press trends 2007
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Europe today

24th August 2006
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Why are we facing declining readership 

in Europe and the USA?

 Technology

 Relevancy- break down of mainstream media

 Hectic lives

 New players in the market- e.g Google

 Newspapers slow to react
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People’s news habits are set for life around 18 years or so
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India: Young people and news 

orientation
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India: Young people spend an average 

time  per day on…
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Source: www.internetworldstats.com, 10.04.08

http://www.internetworldstats.com/
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Who is using broadband in India?

In 2007, there were 32 million active Internet users and 46 million 

claimed users. Break-up of active internet users in urban areas: 

 Young Men 33% 

 College Students 21%

 Older Men 15%

 School Kids 14%

 Working Women 11%

 Non-working Women 6%

(Source IMRB Market research)
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We are digital immigrants

"We need to realize that the next generation of people accessing news 
and information, whether from newspapers or any other source, have 
a different set of expectations about the kind of news they will get, 
including when and how they will get it, where they will get it from, 
and who they will get it from. 

Rupert Murdoch, Keynote Speech,

American Society of Newspaper Editors, 2006
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Time Magazine, person of the year, 

2006

And the winner is…
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Multiple channels to choose from

Source: MediaEdge:Cia
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NOWTHEN

Consumers have taken over control

Viewing

Listening

Reading

Passing

Using

Trialling

Experiencing

Playing

Passively
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Actively

Engaging

Source: MediaEdge:Cia

http://212.71.138.196/iReady/Docs/ItemImages/SHARP_LOGO.jpg
http://www.streetart.sk/download/MutantsPower vs Louis Vuitton.jpg
http://www.lawson.co.jp/index.html
http://www.nttdocomo.co.jp/
http://images.google.co.uk/imghp?hl=en
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Empowering the community

 Give your audience the voice and 

tools
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Online behaviour in India
-top 100 websites-

 1. search, communication, news

 2. search, communication, news

 3. social networking

 4 search, communication, news

 5 communication

 6 Video, UGC

 7  communication, UGC

 15. Times of India

 36. Times jobs & careers

 49. Ebay

 67. Digg

 82. BBC

 90. Ibnlive

Source: Alexa.com, 30th March 2008
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Online behaviour USA/UK

-Top 100 websites-

 1. Google

 2. Yahoo

 3. MySpace

 4. YouTube

 5. Facebook

 7. eBay

 9. Craig’s list

 31. New York Times

 33. DIGG

 39. About.com

 60. BBC

 99. Fox News Channel

UK

 1. Google

 2. Facebook

 3. Yahoo

 4. YouTube

 5. Windows live. 

 7. Ebay

 8. BBC

 26. Gumtree

 33. Orange

 38. Guardian

 55. Digg

 60. The Sun

 70. Timesonline

 82. Telegraph.co.uk

 94. Daily Mail

Source: Alexa.com, 30th March 2008

USA
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Media usage during the day changes
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Question: What times of the day do you typically…during week?

Source: Mediaccope Europe 2006
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Time and media to reach the audience

(Time) 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23
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Print

Information     News     Entertainment
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Audience behaviour has changed

Today‘s audience …

 expects the comfortable access of relevant editorial and commercial 

content

 expects content at all time, at any place on any media and device

 follows the “best-of-breed” approach for media and services

 wants to be actively integrated into the communication flow


