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Introduction

All the graphical and media industries have been affected by the radical evolution of ICT in the past 20 years, whether
through incremental efficiencies, the creation of new revenue opportunities or, negatively, through the elimination of
traditional skills, competencies and functions. 

For the audiovisual industries, the impact has promised to be even greater. Although traditional audiovisual products,
television programmes, radio programmes and feature films, may be stored and distributed using physical media they
exist as either analogue or digital information. In one sense, the audiovisual industries’ products are images, sounds,
ideas, stories and information. However, without information and communication technologies such products could not
exist. These technologies have also had a major impact on the printing industry in terms of job functions, skills and
product delivery.  For publishers, whose role can be described as agents for the development and distribution of
creativity, technology has enabled them to move away from their role as specific product providers to that of content
providers and to build closer relationships with their suppliers and customers. To understand the evolution of these
industries one must understand the changing nature of the technologies that underpin it.  

With the shift from analogue to digital production and the arrival of IP (Internet Protocol) based communication
networks, the graphic and media industries have  progressed beyond the introduction of efficiencies to potential
convergence of delivery, platforms of devices, content and services. Consequently, the challenges facing the graphic and
media industry are both more fundamental and more complex than those facing other industries. 

ICT-driven change is not, however, an isolated phenomenon. It takes place in concert with a variety of other drivers.
These long-term trends and drivers encompass social, economic and cultural factors and either form the background to
change, setting constraints upon it or provide an impetus to the adoption of technologies.

This does not diminish the importance of technologies themselves as a driver of change. For example, ‘disruptive
technologies’ have allowed national industries and leading enterprises to establish a clear competitive advantage.
However, even the impact of important disruptive technologies must be seen in the context of wider processes of
systemic transformation within developed economies, namely the phenomena that are grouped together as, ‘The New
Economy,’ and the process of digital convergence. If industry stakeholders are to understand the nature and scope of ICT-
driven change then reference to these terms is unavoidable. 

The concept of ‘The New Economy’ has dominated economics and business strategic thinking since the mid-1990s. Its
birth has been dated by many as 9 August 1995 – the day that Internet browser company Netscape went public (Mandel,
Michael J., 2001). It implies a break with the rules that formerly underpinned economic growth and the emergence of a
variety of new drivers, among them globalisation, technology, the restructuring of value chains, new relationships
between economic agents, and a new, more aggressive role for the financial markets in driving innovation in all sectors
of industry. Importantly, for the purpose of this study, the proponents of the new economy suggested that technologies
would drive increasing efficiencies within the companies that adopted them, allowing them to adapt more rapidly to
shifts in marketplace conditions and respond more quickly to new opportunities. This more fluid approach even
promised to smooth out the excesses of the business cycle, raising the prospect of uninterrupted economic growth.

The new economy as well as related concepts such as digital convergence and the extended organisation have influenced
to a great extent strategy formation since the mid-1990s, not just within the media but also a wide variety of industrial
sectors including travel, financial services, real estate, retail and manufacturing. Recent developments within the US and
in the broader international economy may have questioned the validity of some of the new analytical concepts but they
remain important. 
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Digital convergence can be seen as in many respects a subset of ‘new economy-thinking’, suggesting a collapsing of
enabling technologies (and associated roles) and that were traditionally separate and the preserve of discrete value chain
players. Convergence between infrastructure components, platforms and devices, vendor and service supply functions
have created new opportunities for organisations allowing them to move out of their established markets and into new
fields of business: telecommunication companies have targeted opportunities in the provision of content, software
companies and internet service providers have explored roles as electronic payment operators, and satellite and cable
television operators provide e-commerce and t-commerce functions. Publishers have separated the wrapper from the
content, distributing it to multiple platforms and offerings and creating new revenue streams from additional rights sales
and syndication.

The current climate has been made even more uncertain by the downturn in technology and new media markets. New
economy and new media sceptics have diagnosed the collapse of the technology bubble as either proof of the non-
existence of the new economy or an inevitable readjustment in the wake of the overselling and hyping of new economy
stocks and especially those in technology, media and telecommunications. While some success stories have emerged
from this period of rapid expansion and change, the failure of so many eBusiness and new media companies to identify
and secure revenue streams and to make a return on their backers’ investment led many observers to question whether
the new services and new forms of content can ever be provided on a viable basis. This in turn affects the introduction
of new delivery platforms, principally broadband and third-generation mobile devices. These face a difficult childhood
and adolescence, even though they potentially open the way to new services and content offerings that may eclipse those
of the first wave of the World Wide Web. 

There is another scenario, potentially more damaging the prognoses of either the new media sceptics or the advocates,
that of disruptive technologies permanently destabilising an industry yet failing to create the conditions for its future
growth and sustainability. Failure at takeoff is arguably one of the most serious threats facing European media in the
broadband era. 

Despite negative perceptions regarding the new economy, eBusiness and new media a number of key technologies are
nonetheless bringing out an increasing level of integration and supply chain efficiency within commercial organisations.
While technologies and disciplines such as knowledge and information management, content management, enterprise
resource planning and supply chain management may be less glamorous than many of the business to consumer services
that emerged in 1997-2000 their impact has been arguably far greater. For some analysts and observers such technologies
are opening the way towards a next generation of web-enabled commerce and are ushering in the era of ‘the extended
enterprise’.

Definition of publishing 

Publishing has traditionally been defined by its various end products, such as books, journals, newspapers, directories
and magazines. As such it was historically linked with paper and printing as an economic activity. Consequently  the
collection of official data on the industry has been hampered until very recently by the notion of publishing as an almost
an afterthought to a manufacturing process consisting of converting pulp into paper and then printed material. The
industry’s trade associations have been organised on a sub-sector basis in most countries and they collect data for their
sub-sectors only. This has been very slow to change even where some of the leading companies straddle a number of the
sub-sectors. This contributes to a lack of clarity about what publishing consists of.

Even before the widespread growth of online media, print publishers were already diversifying into radio and television,
and extending their brands into exhibitions, events, conferences and training. Digitisation and the growth in online
services has accelerated the process whereby publishers begin to view their businesses in terms of a set of core

Graphics and media sector - Publishers
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Graphics and media sector - Publishers

competences of acquisition, selection, editing and manipulation, packaging, marketing and sale of content, regardless of
formats and platforms. Increasingly, the business of publishing also involves the trading of rights to exploit content as
much as content itself. 

This has affected the sub-sectors unevenly, with academic journals and directories having moved furthest towards viable
businesses based on media other than print. Magazine publishing, especially business-to-business (also known as ‘the
trade press’) has also diversified into non-print areas such as exhibitions, shows, conferences, training and direct mail
and list rental. For their part, educational publishers have become particularly deeply involved in developing online
services and assessment operations. 

Relationship with audiovisual services

Most print publishers are not heavily engaged in audiovisual services (often because of cross-media ownership
regulations preventing the ownership of both newspapers and radio and television) but there are significant exceptions.
Some important examples are: Bertelsmann (books, magazines, TV, music), News Corp (newspapers, books, pay-TV),
Grupo Prisa (TV, radio, newspapers and magazines), Emap (magazines, radio, TV channel packaging), BBC (TV, books
and magazines), Guardian Media Group (newspapers and radio), Schibsted (TV, newspapers, books, film production).
Vivendi also encompassed TV, music, film and magazine publishing.

The following table shows that in 2000, News Corporation and Bertelsmann ranked sixth and seventh in the world’s top
audiovisual organisations. Vivendi was fifth, but it had already divested some of its publishing interests and is in the
process of selling off more in order to bring down its debt.

Table 1:  The world’s top audio visual organisations

Source: European Audiovisual Observatory, 2000

Looking at publishing as a share of multimedia groups’ turnover shows it is significant for most groups, but more so for
European than US companies. These numbers do not include Internet or CD-Rom activities, but these are marginal or
negative in revenue terms aside from AOL Time Warner.

© European Foundation for the Improvement of Living and Working Conditions, 2003

Company Audio visual turnover USD million 
AOL Time Warner 19,069 
Walt Disney 18,231 
Viacom 15,865 
Sony 14,626 
Vivendi 14,174 
News Corp 8,358 
Bertelsmann 6,873 
Gen Electric/NBC 6,797 
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Table 2: Publishing as a percentage of total turnover

Source: European Audiovisual Observatory, 2000

Total output of the publishing industries

The official data which exists on production in the publishing sector is defined according to the International Standard
Industrial Classification, which has considerable disadvantages as it does not include many of the fastest growing areas
of business-to-business media (business information services, database activities and list rental, exhibitions and
conferences etc.). On the other hand it does include the publishing of sound recording media (though not its physical
reproduction). But it is the best available data. 

The data mainly shows healthy growth, though changes in methodology make interpretation more difficult in the case
of Germany, Austria and the Netherlands. 

Table 3: Publishing (ISIC 221) production, Euros million

§ -methodological break
The data for Ireland (where a sharp decline is also recorded in employment) suggests a methodological change as well, but this was
not recorded in the source.
Source: OECD Industrial  Structure Statistics, 2001

Taking the latest available year of 1999 shows that Germany has by far the largest publishing industry, followed by the
UK, France, Italy and Spain (data for Italy is for 1998 so understates its size). The Netherlands has a large industry
relative to its population. 

Graphics and media sector - Publishers

© European Foundation for the Improvement of Living and Working Conditions, 2003

Company Total turnover, % 
AOL Time Warner 12.4 
Walt Disney 10.3 
Viacom 2.7 
Vivendi 14.8 
News Corporation 34.2 
Bertelsmann 48 
Lagardere 45.4 

 1992 1993 1994 1995 1996 1997 1998 1999 
Austria 762 723 815 §1,173 N/A 1,323 N/A 1,498 
Belgium    2,165 2,267 2,151 2,129 2,578 
Finland    1,769 1,896 1,974 2,156 2,205 
France 11,646 11,897 12,432 12,800 13,438 13,383 13,999 14,659 
Germany N/A. N/A N/A 35,161 36,682 37,988 §39,234 41,424 
Greece N/A 258 290 §347 408 429 457 N/A 
Ireland 760 818 861 891 1,002 N/A N/A 496 
Italy 5,577 5,752 6,035 N/A 9,512 10,445 10,809 N/A 
Netherlands 3,471 3,545 3,676 3,937 4,176 4,367 4,876 §6,360 
Portugal     1,226 1,203 1,263 N/A 
Spain N/A 4,163 4,804 5,039 5,198 5,891 6,192 6,583 
UK N/A 11,124 11,952 13,245 14,206 14,721 15,772 16,317 
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Graphics and media sector - Publishers

Figure 1: Publishing production, 1999 (ISIC 221)

Source: OECD Industrial Structure Statistics, 2002

Sub-sector overviews and supply chains

The major publishing sub-sectors considered in this report are:

newspapers;

books and learned journals;

magazines and business media.

This section gives a brief overview of these sub-sectors and illustrates the supply chain in each case.

Newspapers
Newspapers are usually classified by frequency of publication, format and geographical coverage, i.e.:

regional, national;

daily, weekly, Sunday and weekend;

tabloid or broadsheet.

A further distinction is between free and paid-for, though this is regarded as less important in countries where advertising
is the principal revenue source.

Circulation of print copy is falling for most countries with the exception of Ireland and Italy.

© European Foundation for the Improvement of Living and Working Conditions, 2003
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Table 4: Overview European newspapers development

Source: World Association of Newspapers, 2002

Growth in demand (measured in tonnes) approximates to 2.5% per annum over the last decade. In this period, there has
been a decline in average grammage from 48 to 46.7. Taking this into account suggests an increase in paper area of 3%
per annum.

The following diagram shows both the supply map for the printed newspaper and also the map for news digital products
and services, illustrating the feedback loop from customer requirements (see also the chapter on ‘Anticipating change’).

Graphics and media sector - Publishers
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Austria -2,50% +2,40% -5,50% stable 
Belgium -1,70% -4,90% +1,90% stable 
Denmark -1,70% -10,7% -2,23% -12,51% 
Finland +0,21% -1,12% -3,70% stable 
France Not known -0,70% Not known Not known 
Germany -0,5% -6,40% -0,10% stable 
Greece -1,50% -11,4% -19,3% stable 
Ireland +2,40% +8,10% Not known +67,0% 
Italy +0,40% +3,70% -0,60% +39,0% 
Luxembourg -0,60% -11.5% +1,70% stable 
The Netherlands -1,50% -7,90% -12,6% stable 
Portugal Not known Not known Not known Not known 
Spain 0,00% +2,90% Not known +47,1% 
Sweden -0,4% -4,90% -12,6% -6,60% 
United Kingdom -1,80% -8,70% Not known Not known 
Disappeared titles in Europe 37    

Each country table mentions the numbers of newspapers at 15 
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Figure 2: Newspaper industry supply map

Source: Pira International/Intergraf, 2000
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The traditional newspaper (and magazine) publishing model is based around a mix of:

cover price sales which may be retail or subscription;

advertising revenue which usually consists of a mix of display and classified advertising. Various kinds of inserts and
supplements have been introduced to maximise opportunities for revenue generation.

Table 5: Newspaper sources of revenue

Source: Zenithmedia, World Association of Newspapers

Books
Book publishing is divided into a number of main areas, mainly defined by the end market: trade publishing, aimed at
the consumer; professional publishing; academic publishing; and educational publishing. Clearly within these areas,
there are overlaps and distinctions e.g. children’s books are a clear subset of consumer book publishing. Companies
may specialise in one area or span most of the segments via different divisions.

Barriers to entry to publishing itself are low as capital costs are low. Anyone with a PC in effect can set up as a
publisher, but entry to the distribution channel is much more difficult. 

In spite of considerable consolidation in the last two decades, publishing remains a fairly fragmented sector, as does
bookselling.

This results in a many-to-many supply chain, contributing to waste and inefficiency. However, pushing products into
the supply chain and living with a high degree of returns is to some extent inherent in consumer publishing.

There has been a continuous increase in the number of new book titles appearing each year e.g. in the UK from about
48,000 in 1986 to 108,000 in 1999. This puts pressure on retail shelf space, but new channels have developed to sell
books (supermarkets, the Internet).

The number of titles per million population varies widely across the EU.

Graphics and media sector - Publishers

© European Foundation for the Improvement of Living and Working Conditions, 2003

 Percentage of revenue from 
 Advertising Sales 
France 41 59 
Germany 62 38 
Holland 58 42 
Italy 53 47 
Norway 63 37 
Spain 54 46 
UK 62 38 
USA 87 13 
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Graphics and media sector - Publishers

Figure 3: Titles published per million population

Source: Competitiveness of the EU publishing industries

The following diagram illustrates the supply chain for book publishing, including the new digital supply chain. However,
it understates the complexity of the chain to some extent, both for physical books, where there can be a more complex
distribution structure, and on the rights and licensing side, where collecting societies and licensing bodies administer
rights and payments to authors. 

© European Foundation for the Improvement of Living and Working Conditions, 2003
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Figure 4: Book industry supply chain map

Source: Pira International/Intergraf, 2000

Professional journals
Journals are the primary vehicle for the dissemination of research material and play a vital role in the process of assessing
research and researchers. The academic tenure system in the USA and other countries is a major driver in stimulating
the growth of the number of journals. The industry is completely global as it operates at the top of the publishing pyramid
with very high process and low print runs. Most companies are multinational.

Graphics and media sector - Publishers
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The industry is, however, divided into a few large commercial publishers and many small society publishers.
Commercial publishers will publish 10s or 100s of journals for profit. Society publishers, publish much smaller numbers
(often only one journal) and do so for the benefit of their members on a not-for-profit basis. 

The margins on these journals are very high with companies often returning returns on sales well in excess of 40%. There
are almost no advertising revenues, although secondary sales in some disciplines, particularly medicine, generate large
reprint revenues. There is little competition in the sales of journals, most competition takes place in acquiring scientific
editors and authors.

There has been a considerable degree of technological change in the journal sector, reflected in the value chain diagram,
where change is more actual and less potential than in other sub-sectors (see the chapter on ‘Managing change’).

Figure 5: Journal value chain

Periodicals
Magazines are remarkably successful print products, proven to be highly effective at delivering targeted advertising to
a defined audience. New title launches segment the market for advertisers and have tended to grow the market as a
whole. However, advertising market share is falling, but given the constant rise in total advertising expenditure, the
net advertising revenue for magazines is also increasing.

© European Foundation for the Improvement of Living and Working Conditions, 2003
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Figure 6: European magazine advertising spend, USD millions

Source: FIPP

Probably the most useful distinction to make inside the industry is between consumer magazine publishing and
business to business publishing, which encompasses not just magazines but a host of other activities such as
databases, directories, conferences and exhibitions etc.. Companies will tend to specialise in consumer or business to
business, but EMAP for example, has both consumer and business titles. 

Graphics and media sector - Publishers
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Graphics and media sector - Publishers

Table 6: Number of magazine titles

Source: FIPP

Consumer magazines derive most of their revenue from the sale of the magazine, whereas business-to-business
magazines derive most of theirs from advertising. Indeed, many business magazines are free to users who qualify for
subscriptions on the basis of being in the right target group for the advertisers of the particular magazine. But this is
much more dominant in the UK than in Germany or France. Advertising remains a very substantial revenue stream for
consumer magazines, however. 

The business publishing industry, like publishing as a whole, has permeable boundaries. Its core is the business press
– magazines and specialist newspapers (e.g. The Financial Times, Handelsblatt, Les Echos) – but also newsletters and
directories. But these cannot be separated from events, such as business exhibitions and conferences, the majority of
which are held under the powerful brands of the published products. 

© European Foundation for the Improvement of Living and Working Conditions, 2003

 Consumer Business Total 
 1999 2000 1999 2000 1999 2000 
Austria 61 61 2,800 2,989 2,861 3,050 
Czech Republic 840 892 1,230 1,220 2,070 2,112 
Denmark 83 - 336 342 419 - 
Finland 329 322 2,098 2,151 2,427 2,473 
France 1,250 1,941 1,667 1,668 2,917 3,609 
Germany 2,012 2,040 3,490 3,590 5,502 5,630 
Hungary 138 138 27 27 165 165 
Ireland  156  7  163 
Italy† 863 863 877 877 1,740 1,740 
Netherlands~ 161 159 4,570 4,580 4,731 4,739 
Norway 43 - - 250 43 - 
Poland† 2,126 5,518 967 - 3,093 - 
Spain 284 - 2,413 1,267 2,697 - 
Sweden 177 189 315 325 492 514 
Switzerland  1,080  1,012  2,092 
United Kingdom 3,174 3,400 5,713 5,499 8,887 8,899 
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Figure 7: Consumer magazine publishers activities

Source: Periodical Publishers Association, 2001

Figure 8: B2B magazine publishers activities

Source: Periodical Publishers Association, 2001

Graphics and media sector - Publishers
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Figure 9: Periodical industry supply chain map

Source: Pira International/Intergraf, 2000
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Industry structure

The largest companies tend to be newspaper publishers and multiple media  publishers such as Bertelsmann and Emap. 

Table 7: Largest publishing media companies in Europe, ranked by turnover 2000

Size distribution of companies
As noted, the barriers to entry for book and magazine publishers are quite low, often requiring no more than a PC, though
access to distribution channels constitutes a higher barrier. Barriers to entry for newspaper publishers are higher partly
because historically they needed to have in-house printing which was a major capital cost, and partly because of the cost
of gaining distribution to thousands of retail outlets. Some countries have operated subsidies to newspapers to encourage
plurality, and these are in some cases now being removed (e.g. Austria). Other measures include exemptions from VAT
(or lower rates) for printed material, and lower postal charges. For a list of these, see World Press Trends, 2002, World
Association of Newspapers.

Graphics and media sector - Publishers
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Largest media companies in Europe, ranked by turnover 2000 
No. Company  Turnover x 

EUR 1.000 
Country Activity 

 
Active on European 

market for % ** 
1 News Corporation 14,689,650 USA Newspaper, TV, books 16,0% 
2 Bertelsmann 12,859,500 Germany Publish/Print/TV/music, 

ecommerce 
58,0% 

3 Pearson 5,658,750 UK Newspapers/books, 
educational services 

32,0% 

4 Daily Mail (DMGT) 2,430,000 UK Newspapers  
5 Axel Springer 2,299,500 Germany Newspaper/Publish  
6 Hachette 2,300,000 France Newspaper/Publish  
7 Hollinger International 2,224,140 Canada Newspaper 25,6% 
8 Gruner + Jahr 1,850,000 Germany Newspaper magazines  
9 Bonnier 1,581,750 Sweden Newspaper, magazines  
10 Bauer 1,578,000 Germany Newspaper/Publish  
11 Sanoma (Estimated mid 

2001) 
1,400,000 Finland Newspaper/Publish  

12 Emap 1,265,000 UK Magazines, directories, 
trade shows, radio 

 

13 Mondadori 1,137,305 Italy Publish/Print  
14 Independent News & 

Media 
1,119,495 Ireland Newspaper  

15 Burda 1,111,200 Germany Magazines  
16 Grup.Edit L'Esp. 880,965 Italy Newspaper  
17 Schibsted 726,900 Norway Newspaper/Publish  
18 De Telegraaf  691,380 Netherlands Newspaper  
19 IPC Media (now owned 

by AOL Time Warner) 
615,000 UK Magazines  

20 Süddeutscher Verlag 559,751 Germany Newspaper/Publish  
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The consequence of these varying barriers are that there are many small book and magazine publishing companies, but
rather fewer newspaper enterprises. Though no regularly collected, reliable statistics exist on the total number and size
distribution of companies in the sector, business registers and occasional survey data by trade associations, together with
evidence about the number of publishers with which wholesalers and retailers must deal, all support the conclusion that
the industry contains many SMEs. 

The following table shows the estimated number of enterprises/establishments (enterprises being the corporate entity,
establishments the physical entity) in the sector as a whole in different countries, but there is good reason to doubt that
this presents the whole picture. The registers on which most of these numbers are based often count only those with more
than 20 employees, and in publishing that can miss a great many book, specialist magazine and newsletter publishers.

In the UK, for example, there is a major difference in the Office of National Statistics’ estimate (around 3,000) from that
recorded by a study into the Book Supply Chain by consultants KPMG in 1998, which identified 15,000 book publishers.
(KPMG/Publishers’Association/Booksellers’ Association, 1998.)

The survey Connecting Business in 2001 identified 2000 companies operating in the business media and information
segment alone (Periodical Publishers Association, 2001). 

Table 8: Number of enterprises/establishments in publishing

Note: Denmark, Greece, Hungary, Ireland, Norway and the UK: establishments. Rest refer to enterprises
§ - methodological break
Source: OECD Industrial Structure Statistics, 2001

© European Foundation for the Improvement of Living and Working Conditions, 2003

 1992 1993 1994 1995 1996 1997 1998 1999 
Austria N/A N/A N/A 364 N/A 376 443 414 
Czech Rep N/A N/A N/A N/A N/A 2,652 1,652 3,027 
Denmark  1,418 1,393 1,391 1,464 1,437 1,401 N/A 
Finland N/A N/A N/A 1,127 1189 1,166 1,356 1,346 
France 569 554 601 622 650 599 635 615 
Germany N/A N/A N/A 744 789 N/A §797 817 
Greece N/A 112 112 111 108 109 110 N/A 
Hungary 990 1,338 1,591 1,858 2,274 2,427 §2,489 N/A 
Ireland 371 392 401 400 398 N/A N/A 97 
Italy N/A N/A N/A 6,066 6,480 6,727 6,890 N/A 
Netherlands 170 173 162 157 150 161 162 N/A 
Norway 204 207 §594 577 615 754 758 715 
Portugal N/A N/A N/A N/A 954 800 811 N/A 
Spain N/A 2,368 2,206 2,582 2,900 3,122 3,046 3,156 
Sweden N/A N/A N/A N/A N/A 3,778 3,953 4,089 
UK N/A 8,864 7,296 7,189 8,027 8,787 9,122 9,898 
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Table 9: Number of establishments/enterprises in each sub-sector

Source: United Nations Industrial Development Organisation (UNIDO), 2002

Publishing in acceding and candidate countries 

Latvia, Lithuania, Poland, Czech Republic, Slovakia, Hungary, Slovenia, Romania, Bulgaria and Estonia.

The key findings of the EPTNIS I project to evaluate publishing training needs in the Information Society in central and
Eastern Europe was that:

the development of the Information Society in these states was in its infancy;

lack of market and piracy affect the demand for electronic products, and exacerbating the difficulty are supply side
issues such as low spending on training, skills shortages amongst staff, and lack of access to finance;

the most significant sector for publishing in Central and Eastern Europe is the education sector (History/Social
Science/Academic/STM/Textbooks). This is measured by the number of publishers involved in publishing each genre;

this being the case, it is likely that institutional buying, through education ministries, libraries, universities, etc, is an
important opportunity for developing the market in the region. This has implications on how publishers market books,
as well as how the booktrade is organised generally;

electronic publishing (Internet and CD-Rom) is primarily confined to the Educational market, again implying
institutional buying;

Poland dominates this type of publishing, and given the number of publishers in the market, there is a tendency for a
slightly distorted picture to emerge;

this is to an extent supported by the data showing that publishers feel that joining the EU would be an advantage to
them. 

Drivers of change

Printing technology
The major changes in printing technology have been examined in the section on printing. Printing has been separated
from magazine and book publishing as an activity (though historically, many book publishers owned or were owned by,
printers) there are few direct impacts on the way most publishing companies are organised, though there are certainly
cost implications and some new business opportunities as a result (see below). The exception is newspaper publishing,
where until recently, the speed and bandwidth of communications was not sufficient to allow the printing of papers (or
at least daily papers) to be separated from editorial and pre-press activities.

More recently, digital printing implies much more profound changes for book publishers in particular, holding out the
possibility of print-on-demand for an increasingly wide range of titles. Print-on-demand is already a reality for academic
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 UK Spain Netherlands Italy Germany France 
Books 2,802 1,602 59 2,966 201 157 
Newspapers and journals 2,877 826 93 2,818 586 407 
Recorded media 901 367  569 5 30 
Other publishing 2,918 392  537 25 21 
Total 9,498 3,187 162 6,890 817 615 
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and STM publishers, where the market is characterised by small demand but relatively high value. As the economics of
digital printing become more advantageous and the quality of digital printing improves, it will be feasible to print much
shorter initial runs of book titles. This will reduce the risk involved in a decision to publish, cut stock levels within the
supply chain, remove or reduce warehousing costs, and reduce the costs and wastage involved in the return and
destruction of unsold books. Books also need not go out of print which will have benefits for publishers in allowing more
effective exploitation of backlists, and for readers (as well as authors). 

An important point in relation to book printing on-demand is that the facilities to do this are usually under the control of
publishers, wholesalers, distributors and retailers, not printers (though the equipment is owned by equipment producers,
limiting capital cost risk to other players). It is an interesting shift in the supply chain (see Books on demand: Digital
production strategies and cost models, Pira International, 2000). 

Pre-press technology
In terms of impacts on the structure and work organisation of publishing, the most dramatic effects were seen some time
ago in newspaper publishing with the introduction of direct input of editorial material by journalists, and later the
replacement of paste-up of computer-generated material with on-screen full page make up systems. In fact this
technology had been available for some years before it was actually introduced, illustrating that technological
innovations are only adopted when it is advantageous/possible to do so. The constraints were both in terms of the ability
of employers to introduce working practices which would allow them to gain benefits from the investment, and the
ability of the technology to perform as efficiently in relation to daily newspaper deadlines as the old hot metal systems.
So-called cold metal technology appeared first in weekly newspapers as a result of both these factors. Alongside this
change has come an increasing tendency for newspaper publishers to outsource printing, or perhaps more accurately, for
many to do so, but for some not only to retain in-house printing but to become contract printers for other newspaper
publishers. This produces flexibility and lower fixed costs for those publishers who pay others to print for them, while
allowing the minority to work their assets more efficiently.  

In publishing generally, the process of technical change over the last decade or so has involved a number of stages:

introduction of desktop publishing systems into editorial environments; in-house typesetting (from 1990);

introduction of SGML coding in some publishers; use of databases for some book publishing and catalogues with
automatic or semi-automatic page make-up as an option (from 1995);

digital picture storage (from 1997);

in-house high-resolution scanning by some editorial teams and complete page assembly; output to CTP at printers in
rare instances (from 1998);

PDF becomes workflow de facto standard; colour management and preflighting become accepted in limited cases
(from 1999);

XML becoming adopted; digital advertising format standards; formal content management systems adopted (from
2000);

digital photography widely adopted; cross-media publishing more popular (from 2001). 

Internet technologies in production, e-commerce and communication 
While most attention has been focused on the Internet as a medium for the distribution of content to end-users, this is
the tip of the iceberg in terms of the impact of wider Internet-related technologies on publishers. Email and IP-based
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communication allows the high speed electronic transmission of content (text, graphics, pictures) between journalists
and their newspapers and magazines; between news agencies and news outlets; between authors and book and journal
publishers; between advertisers, repro houses, agencies and media outlets; between editorial, pre-press and printing
operations, and also permits the efficient transmission of business-to-business communications such as orders, invoices
and payments. Case studies in the use of business-to-business e-commerce in publishing can be found in E-commerce:
business opportunities for publishers (DTI). 

As well as high speed, platform-independent communication, the development of XML (eXtensible Mark Up Language)
is also extremely important, since it allows the separation of content from its appearance, permitting publishers to hold
content in a form which can be output to different media and devices. Content Management (CM) and Digital Asset
Management (DAM) systems are important tools for large publishers trying to control the complex deployment of
content and track the use and reuse of digital assets. 

Internally, more efficient working and better employee communication has been facilitated by the widespread adoption
of intranets, by the implementation of digital workflow and by the use of content management systems.

The Internet as a distribution medium
For publishers, digital media developments and the Internet in particular imply both opportunities and threats:

new ways of using content and the potential for reuse;

potential diversification of revenue streams;

more competition for advertising revenue;

potential for closer relationships with the customer;

new ways of marketing and promoting themselves;

new competitive threats and pressures - disintermediation/reintermediation (newspapers, business magazines and
directories);

competition from subscription based media and communication services (mobile, digital TV, Internet) for consumers’
time and money (all print media);

multiple channels demand new skills in content handling.

Depending on their sphere of operations, publishers of printed products developing digital services on the Internet
increasingly find that their businesses overlap with and often compete against businesses which in the offline world
inhabit a different competitive space. For example, newspapers and broadcasters compete more directly online than
offline; newspapers potentially compete for classified advertising revenue online with services owned by real estate
agents, mortgage suppliers, auto dealers and recruitment companies. Business magazines seeking to launch high value
information services online in order to generate income find themselves competing against business information online
services such as Dialog or Lexis Nexis, which may also contain content from these publishers.  

Consumer publishers, whether of newspapers or magazines, have not generally succeeded in finding viable business
models to support the development of digital services. Some have withdrawn or downgraded their online activities
(notably publishers of tabloid newspapers and women’s magazines) where there is no significant threat to offline
revenues, no perceived revenue opportunity and considerable costs involved in producing an online version which
satisfies the requirement to enhance rather than detract from the printed brand. 

Graphics and media sector - Publishers
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For business publishers and publishers of newspapers carrying significant classified advertising, online services remain
a vital platform. 

Academic and scientific journal and book publishing has seen the development of new services such as Reed Elsevier’s
Science Direct and new players within the online value chain such as Ingenta, and Xrefer, which aggregate content and
supply it to customers, who are increasingly organised into collective buying consortia.  It has also seen attempts by
authors to challenge large commercial publishers and set up services to communicate directly with readers, such as the
SPARC initiative in scholarly publishing.

E-books technology
There are two main types: server-side or client-side. Server-side e-books are essentially searchable and cross-referenced
aggregations of content aimed at the academic/STM market. Client-side e-books have attracted the most media attention
with downloadable chapters from books by Stephen King made available on the Internet, for example.  But the
opportunity for publishers in consumer e-books appears small for the foreseeable future. Most opportunity seems to lie
in educational and academic/professional markets where interactivity and enhanced features (including the ability to
update and annotate) actually add value to the user’s experience. Possible exceptions on the consumer side are reference
works and travel/restaurant guides.

Social and cultural

Demography
Most European countries have a low birth rate and an ageing population. The typical newspaper reader is well over 25
so for now the demographic bias is favourable but only if the younger generation takes up newspaper reading as it ages,
which certainly cannot be assumed. However, there was a small upward movement in newspaper reading among young
people in Finland in 2001, for the first time in 17 years. Newspapers clearly need to continue to develop their online
offerings in conjunction with print in order to capture, sustain and possibly convert the younger generations. (Max-Lino,
Richard and Poissonnier, Camilla, 2001). However, newspapers have only limited brand portfolios and attempts to use
new brands online are not proven to work. Free papers are another way to capture younger people’s interest e.g. Metro
city papers, which have been launched in Scandinavia, the UK and now France. Other approaches are to customise
printed papers (longer term) and to move into other media. 

Book reading too, tends to drop off after childhood, especially in the 16-25 age group. Here heavier purchases among
older groups tend to offset low sales among the young. 
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Figure 10: Book reading

Source: Gavigan, J. P., 1999

Proliferation of media types and leisure activities
A key driver of change in publishing is the competition to gain the attention of the reader/user. The last decade has seen
a growth in the available media types and leisure activities in Europe: 

the launch or expansion of pay-TV services providing more television channels, including pay-per-view movies and
near-video on demand;

the expansion in the number of radio stations, first through more terrestrial licences, and more recently digital radio;

the arrival of video games;

the Internet (email and Web), which among other effects places domestic and international media companies’ services
side by side, whether publishers or broadcasters;

mobile phones/SMS;

downloadable music available from the Internet.

There is some evidence that the amount of time devoted to using printed media is falling (ScreenDigest, 2002). but it is
extremely difficult to obtain unambiguous information on consumer use of media. This is especially true of diary-based
systems rather than metering. Other surveys show time spent reading books rising, for example.

As well as competition for available time and money, more home-based activity and changes in shopping habits can also
affect the opportunity to purchase printed publishing products. This particularly affects products which are impulse
purchases, and so markets where subscriptions for magazines and newspapers are stronger may be more resilient. The
proportion of magazines sold by subscription varies remarkably by country, being relatively high in say, Germany (48%),
and low in the UK (11%). This is related to the efficiency and cost of newstrade versus postal distribution (compare
Spain 4%, France 32%, Italy 21% and USA 82%) (FIPP/Zenith Optimedia 2001; Wessenden Marketing, 1999).

Graphics and media sector - Publishers
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Managing change

Publishing media companies have responded to the considerable challenges of the last decade reasonably well. They
have generally taken advantage of the new platforms available, but with varying degrees of financial success. As well as
developing new product and services internally, publishers have responded to threats and opportunities by consolidation
(similar companies merging) in order to create scale or increase geographical reach; by horizontal integration where
regulation permits (acquiring other types of media operation e.g. radio, TV, or bidding for licences) either simply to
diversify revenue streams or from an awareness of the possibility of exploiting content and customers across platforms;
and by vertical integration (acquiring channels of distribution such as retailing, including online booksellers).

There is also generally more awareness of the need to acquire detailed knowledge of markets and customers. This is
facilitated by ICT (sales data from EPOS systems, data generated by interactive channels such as online).

Book publishers
Book publishers embraced the opportunities apparently presented by CD ROM enthusiastically, but they did not always
correctly identify demand patterns, nor control costs effectively. The most high profile casualty of this was the illustrated
reference publisher Dorling Kindersley, which eventually was acquired by Pearson, (which itself had problems arising
from its earlier venture, Mindscape) but Vivendi’s US educational software acquisitions also had mixed fortunes.
Nevertheless, the experience with CD ROM helped to accustom publishers to using multimedia, though it may have had
the effect of producing too much caution later. Book publishers have tended to be at the forefront of using e-commerce,
such as EDI, and metadata in the supply chain process, simply because it would be impossible to manage so many titles
to so many outlets (and also to Internet booksellers) without improving the accuracy of bibliographic information and
applying ICT.

Newspapers
The major problem facing newspapers is declining circulation, leading to an increased dependency on cyclical
advertising revenue. Declining circulation is partly due to younger age groups not having newspaper reading habits,
preferring TV, radio and Internet as news sources, and partly due to reduced frequency of newspaper purchase by all age
groups. The Internet is no longer seen as so much of a threat, but viable business models for online newspapers are still
elusive. At present it seems that only business papers such as the Wall Street Journal, and more recently the Financial
Times, are able to move to paid for subscriptions for their online services. In effect, these are business information
services being paid for, rather than news. There have been many experiments with charging for part of sites e.g. archives,
which have often been abandoned. Billing for small amounts of content is one problem, which recently some papers are
trying to solve by involving mobile telephone operators. 

Print copy market share of total advertising revenue is falling slightly (from 40% in 1990 to 30% by 2004) (World
Association of Newspapers, 2002), losing out to mostly to television and some Internet. The German and UK markets
are the most dependent on advertising with Greece and Eastern European countries the least dependent. 

In terms of classified advertising, there still is a perceived threat, especially to recruitment advertising and in the longer
term, property and motor. Papers across Europe have joined together to try to deflect the threat to executive recruitment
from sites owned by recruitment agencies. Government, health and education job ads, and advertisements related to
tendering by government agencies could also be threatened by the drive to e-government.

Cutting costs through concentrating on core editorial and ad sales functions and outsourcing others, for example the
Swedish daily Svenska Dagbladet has outsourced IT, finance and human resources as well as printing.
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Consumer magazines
The need to compete with other media for advertising revenue is a major driver of innovation, both in terms of
developing new genres of magazine (men’s lifestyle, celebrity etc.) and in developing new ways of servicing the
advertiser (e.g. experiments in central ad sales functions within magazine groups for selling to particular
demographics, cross-platform sales). 

Although brand extension activities (merchandise, shows etc.) are valuable supporting elements for the brand of the
magazine they are not strong revenue earners. Some consumer magazine owners have downgraded Web presences or
withdrawn altogether.

Consumer publishers have been able to tap into the growing market for customer magazines, as consumer facing
businesses such as travel companies and supermarkets have contracted the production of these to magazine publishers
as well as ad agencies. 

Slight decline in sales and probable emerging constraints on rises in cover prices, which have been robust up to now.

Expansion in number of titles leads to complex buying proposition for advertisers and pressure on retail shelf space.

Proliferating demands on consumers’ time and money, leading to a need to boost loyalty of readers.

Business-to-business magazines and related business media
Digital media have become extremely important. Web sites have been developed using existing brands or creating new
umbrella brands to encompass industry segments - portals and vortals.

For the most advanced publishers in the directory sector, online services and printed products are simply two
manifestations of content held within databases and constantly updated, and a number of directory publishers are
moving away from print altogether for at least some of their titles.

These changes involve investment in technologies such as content management, digital asset management and
customer relationship management with the accompanying changes in skill sets required of employees.

Government, health and education job ads, and advertisements related to tendering by government agencies could also
be threatened by the drive to e-government.

Books
Book reading faces challenges in the form of proliferating demands on leisure time and consumer spending, making
a closer knowledge and profiling of, and a closer relationship with end customers increasingly important. 

Pressure on retail shelf space and the level of wastage in the chain argues for modifying the traditional model of
pushing new titles out into the chain. Market data needs to be harnessed to allow better decisions about which titles to
produce, and in making reprinting decisions.

The value chain is highly complex, and there are pressures towards rationalisation.

The whole supply chain faces potential fundamental changes due both to print on demand and to e-books, as these
technologies offer the possibility of connecting publishers more directly with end customers, but also have the
potential to connect authors directly with readers. 

There is a related issue of needing to hold content in a reusable form so that it can be distributed via various physical
and electronic channels and customised for different groups of users.

Graphics and media sector - Publishers
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Journals
The industry has been undergoing considerable consolidation in the last 10 years. This has to some extent been driven
by the move towards online publishing. The online journal market is the most advanced online publishing market in
the world. All commercial and the majority of society journals are available for purchase online. 

This has seen new business models develop such as the advent of consortia and the creation of new intermediaries in
the supply chain. With the advent of online versions, to new elements of the supply chain have arisen. Firstly, libraries
have grouped themselves into consortia and are doing deals directly with publishers, cutting out the subscription agent.
Secondly, aggregators of  content of emerged (although most subscription agents also provide a similar service). These
aggregators provide subscriptions or pay-per-view services to both librarians and directly to authors/editors.

Decline in subscriptions. Renewal rates have been decreasing, particularly on the mature, expensive journals.
Subscriptions to new cheaper journals do not  replace the revenues lost. The rate of new journal launch has decreased
as the industry has matured, with very few journals being started recently.

Disintermediation from authors, editors and libraries has been a threat. The tools to publish online have improved and
some researchers have increasingly advocated self-publication. If the tenure system was to change, this would become
a huge threat to the industry.

Market discontent. Double-digit price increases have brought the industry into some disrepute with its customers. This
has led to the creation of Sparc, an  initiative of 150 American Research Libraries to encourage researchers to start
their own journals and publish them at a much lower cost than commercial journals. The Office of Fair Trading in the
UK has investigated Reed Elsevier in relation to the acquisition of Harcourt, and said that it may have to take action
in future on STM journal pricing.

Online investments have had to be made in the last decade. These have been in millions of dollars. This has led to
consolidation in the industry. It has also made it difficult for some smaller society publishers. Costs have risen
considerably as the industry transitions towards an electronic only business.

Anticipating change

Publishing media companies have two main avenues available to prepare for opportunities and threats ahead: internal
organisation of people and assets; external action to change the environment favourably, both through partnerships and
mergers and through lobbying for regulation to be changed.

Internal
One of the key steps to being prepared for the future is digitising content assets and organising content so it can be output
in any form (standard print, online, customised delivery for remote and short run digital printing etc.). An example is
Associated Newspapers in the UK, where at the moment the production process goes from print to Web, but it could just
as easily be reversed. Another example is Cambridge University Press, where books are being digitised and the rights
held by third parties cleared in the event of an expansion in demand for electronic books (whether server-side or client-
side). 

As well as the form and rights in content, companies are trying to ensure that their managerial and sales structures are
flexible enough to serve customer requirements.
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External

Cross-media ownership and regulation
Legislative obstacles to cross-media ownership are being re-examined e.g. cross-media ownership of local radio in the
UK, cross-media rules are also being re-evaluated in the USA by the FCC.  ‘Convergent’ regulatory bodies are being
established, such as Ofcom in the UK. 

Convergent companies
The degree to which there will be ‘convergent’ companies is now very much less certain, as companies which have
attempted this (notably Vivendi, Bertelsmann and AOL-Time Warner) are showing every sign of moving away from this.
However, much of this is driven by financial considerations, particularly high debt levels, and it may be that other
companies who have moved more cautiously, will continue to do so.

Sector issues

Journals
Additional incremental revenue streams based on re-use of material need to be developed further to give growth.

The needs of authors must be paramount. Publishers must continue to provide authors and editors with improved
services.

Online products must be further extended to recoup investments and generate new business.

Reduction in production costs is a high priority. The often parallel streams of production for print articles and online
versions need to be streamlined and costs reduced.

Magazines
Diversification of the business resulting in increase in complexity - this poses a challenge in terms of management
skills and strategy.

An increase in the cost base of the company. One of the most significant impacts on magazine publishers is the scale
of investment that they have had to undertake to launch their web site activities. This is quite unfamiliar and has forced
a change in culture.

Company restructuring

Mergers and acquisitions
The drive to use content across different platforms and the search for global scale have driven high profile mergers such
as those between AOL and Time Warner and Vivendi and Universal/Seagram, as well as aggressive acquisitions in the
online sphere by Bertelsmann (notably the music file-swapping service Napster). These mergers and acquisitions have
recently been under fire for having led to high debt levels and few signs of synergies or effective integration. 

Analysts from The Wharton School of the University of Pennsylvania are questioning the wisdom of convergence and
media company mega-mergers. Instead of creating synergy in news and content delivery operations through ownership
of previously competitive media units, the companies created confusion and disorganization. Wharton predicts that an
AOL-Time Warner breakup is inevitable, and that the reorganization will influence the shape of content and news
delivery companies for years to come. Most observers feel that the problems at AOL, Vivendi and Bertelsmann stem
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from a failure to overcome clashing corporate cultures among the combined business units and that limited efforts have
been made so far in really converging editorial content activities (Knowledge at Wharton, 2002).

Consolidation
Beyond such mega-mergers there have also been other pressures at work, particularly in the newspaper sector where high
costs and falling circulation have led a drive to consolidation. There has been a wave of mergers in the UK regional press,
and also in Austria. There have also been some high-profile newspaper closures e.g. L’Unita in Italy. 

The effects on employment levels of the advertising downturn and the debt hangover are yet to be reflected in official
data (see the chapter on employment).

Internal organisation
There have been many experiments in the last decade with creating and then dismantling divisions responsible for new
media activities. At first it seemed sensible to concentrate expertise and enthusiasm for new platforms in a single
department or division, sometimes at arm’s length from the rest of the company so that it would not be inhibited by
conservatism elsewhere. But this was generally unsatisfactory, leading to resentment (especially when these divisions
apparently burned money) and lack of co-operation over for example, making assets available for exploitation. This was
often bound up with profit and loss and how to cost investment in new platforms, as well as staff remuneration, bonuses,
share options etc. Companies were faced with trying to retain some of their best people against competition from dot-
coms and creating a kind of internal dot-com with its own ethos, dress code, reward structure etc was one response. It
also implied that the rest of the organisation was somehow old media. The most advanced companies have since adopted
other organisational strategies.  This can take the form both of more integration (of online and print newsrooms for
example, see work organisation), but also more accountability to allow measurement of the contribution of new
platforms to the business as they mature. 

The decision by Bertelsmann to return control to the management boards of Gruner+Jahr, RTL Group, BMG, Random
House and other major subsidiaries reverses the strategy pursued by Thomas Middlehoff, Bertelsmann’s CEO of four
years, who strove to forge a centralized, synergistic empire from the media giant’s holdings. Arguably, Middlehoff’s
vision, however, was less about effective convergence than about assimilating the various units to build market value for
an initial public stock offering, which has now been abandoned. New CEO Gunter Thielen also announced the closure
of several units and a reduction in the workforce as stated in Handelsblatt on 23 August 2002.

Magazine publishing businesses are becoming more complex, especially as brand extensions are developed. It is no
longer appropriate to see the printed product as the main activity of business publishers, with exhibitions and events,
direct mail and digital media products as merely brand extensions.  The most sophisticated publishers believe that they
need to offer users a choice of formats in which to receive content at different times and offer advertisers a wide choice
of ways of reaching a qualified audience. 

Customer relationships
Companies are also experimenting with different ways of organising their business functions so as to provide the most
effective relationships with advertisers and customers.  This leads to changes in required skill sets and the ability to
manage across technologies, formats and channels. 

© European Foundation for the Improvement of Living and Working Conditions, 2003



28

Competitiveness

The definition of competitiveness in the context of the publishing industry is open to considerable debate, especially as
many of the products of national publishing industries are protected from international competition by language, cultural
preferences and time/distance calculations in terms of distribution of (physical copies of) daily newspapers, for example. 

The most comprehensive attempt so far to measure the competitiveness of the European publishing industries was
published in 2000 by the EU. The competitiveness of the European publishing industries report (Picard, G. et al, 2000)
mapped strengths and weaknesses of the sectors in the Member States and produced indexes of competitiveness, which
are too complex to be covered here.

In terms of productivity, Eurostat reports that out of 12 member states with recent data available, only Italy recorded a
level of apparent labour productivity lower in the publishing and printing sector and in manufacturing as a whole. In
publishing, the level of apparent labour productivity was usually considerably higher than in manufacturing (Eurostat,
2001).

Work organisation

Freelance versus permanent staff
There is a much greater use of freelances in all sectors (book editors as much as journalists) and casual shift workers in
newspapers (e.g. sub editors). This is partly because employers want more flexibility and partly because technology
permits more telecommuting and freelances have more access to information via the Web, which means they can operate
more effectively without a corporate infrastructure. Due to growth in information services fuelled by convergence,
employment opportunities for journalists are increasing. However, many of these new positions are part-time, fixed-
contract or freelance. The latter is increasing as a proportion of the whole journalist community world-wide. According
to a world survey carried out by the International Federation of Journalists (IFJ) in 1999, the percentage of freelance to
non-freelance journalists was just under 23% (World Survey: Social and Economic Status Of Freelance Journalists,
December 1999).

But the growth of casualisation has led to greater pressures on the workforce and arguably poorer quality products. Issues
for freelances include control over work and the results of their work (copyright etc.); income; working conditions.
Issues for remaining permanent staff are insecurity and stress. 

Multimedia working
Some newspapers are attempting to create integrated newsrooms- for example many of The Guardian’s print and online
journalists divide their time between different platforms, while Schibsted’s Aftonbladet has gone further with newsrooms
working together in a single building on the online, print, radio, TV and PDA/mobile ‘editions’ (World Association of
Newspapers, 2002).

Journalists unable or unwilling to adapt to the changing news and information marketplace may find themselves being
phased out of the job market. ‘A lot of people who are journalists today simply cannot be journalists tomorrow. They
can’t grasp the changes in how people get and use news and information’, says Kerry Northrup, Executive Director of
the Ifra Center for Advanced News Operations. ‘They won’t adapt to thinking in terms of multiple media rather than
being concerned only about their personal area of specialization. They are media bigots, for want of a better term,
insisting past reason that print is print, broadcast is broadcast, Web is Web, and never will they mesh.’A recent agreement
between the BBC and its unions, creating a new job classification with new compensation levels for cross-trained and
multi-skilled video-journalists, is a good example of how news organizations may have to encourage their staffs to
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expand their thinking and skills. Contemporary news consumers are not satisfied by one format, so journalists must learn
how to tell their stories in multiple media. Journalists should learn the skills required for convergence to suit their
readers, not their bosses. It is important for those of us in the news industry to understand that convergence is not
something being driven by us. It is being imposed on us, if you like, by our clients, our marketplace, contemporary news
and information consumers. They already live and work in multiple media. They surround themselves with a mix of
print, broadcast, online and wireless sources, readily shifting from one to another to satisfy their expanding need to know
what, when and how they want. No single format is enough. They will not be limited. As ever more capable
communications tools come available, these news users are increasingly always on and always connected. (European
Press Network, 2002).

Corporate social responsibility

The prevalence of SMEs means that many companies in the sector do not see themselves as having the resources to do
much in the wider community. However, the largest companies, and especially those in the public eye (such as quality
newspapers) and those involved in educational publishing are very active in community projects and high-profile
sponsorship. Several have foundations which administer the funds. These include the Axel Springer Verlag (Germany),
Egmont (Denmark) and the Guardian Media Group (UK). 

Other examples of CSR schemes are:

La Libre Belgique, a daily French-language newspaper, launched the ‘Springboard for Jobs’ scheme in 1996 and
implemented it in conjunction with the Fondation de l’Entreprise. By December 1997, 2,541 placement opportunities
had been offered and 2,231 young graduates had applied to join the scheme.

Vivendi has set up the ‘Foundation Vivendi’ to help create and strengthen jobs in proximity services, chiefly in
locations where the group’s businesses operate. The Foundation allocated a total of FF 20 million and 30 million in
1998 and 1999 respectively. Grants during one year can range from FF 30,000 up to FF 150,000 (CSR Europe).

However, companies in the media and graphics sector lag on environmental reporting. Recently published research
covering almost 700 leading companies showed that IT has the worst record of reporting environmental performance,
while media companies do little better. Utilities report comprehensively on energy use, waste and pollution as do
companies in mining, oil, steel, paper, chemicals and construction. Among media companies, none of the expected
environmental information was published by BSKyB, the Daily Mail group, EMAP, United News and Media, Cordiant
and Saatchi and Saatchi. 

Employment

Data for publishing employment used to be combined with printing and has also been subject to definitional changes,
which make trends extremely hard to assess. 
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Table 10: Employment in publishing (ISIC 221)

NOTE: italics denote a change in methodology
Source: OECD Industrial Structure Statistics

As well as methodological changes, there is also the question of freelance, part-time and fixed contract employment,
which is recognised as being a major growth area across publishing, including journalism and book editing. The general
picture may suggest a contraction in the workforce in many countries but the degree of self-employment and the
changing composition of the workforce is almost certainly not reflected in the figures collected by official sources.
According to the International Federation of Journalists, out of an estimated 470,461 journalists working in 29 European
countries, 106, 275 (23%) are working in a freelance capacity. The IFJ’s survey asked if the number of fully employed
posts in journalism was growing and 52% said Yes, against 36% saying No, whereas asked if the number of freelance
journalists was growing, 78% said Yes and 16% No (report submitted to the International Labour Organisation, 1999).

The following table indicates that employment has been increasing for journalists, both in absolute numbers and as a
percentage of the workforce employed in newspaper publishing. The exception to this is Scandinavia and the UK for
2001.

Graphics and media sector - Publishers

© European Foundation for the Improvement of Living and Working Conditions, 2003

 1992 1993 1994 1995 1996 1997 1998 1999 
Austria 5,262 4,797 4,862 7,198 N/A 7,919 N/A 7,556 
Belgium N/A   2,165 2,267 2,151 2,129 2,578 
Czech Rep N/A N/A N/A N/A N/A 17,000 15,000 15,000 
Denmark N/A 31,202 30,490 33,522 35,015 35,711 33,397 34,256 
Finland N/A N/A N/A 30,532 29,182 29,145 30,192 30,396 
France 68,535 67,609 68,061 68,593 65,338 64,347 64,274 64,363 
Germany N/A N/A N/A 107,565 112,432 115,821 130,193 162,816 
Greece N/A 6,685 6,787 6,879 6,856 7,060 7,466 N/A 
Hungary N/A N/A 7,035 10,780 10,348 10,393 6,561 N/A 
Ireland 11,055 11,411 11,679 11,567 11,732 N/A N/A 4,044 
Italy 38,846 37,564 35,755 50,995 49,659 48,922 47,665 N/A 
Netherlands 23,197 27,937 26,556 26,947 26,837 26,835 26,773 34,958 
Norway 22,376 22,553 25,029 21,556 25,738 26,619 26,028 24,522 
Portugal N/A N/A N/A N/A 40,181 39,788 39,274 N/A 
Spain N/A 38,043 38,035 37,987 40,690 43,260 43,758 45,286 
Sweden 13,070 13,560 25,196 26,728 N/A 30,984 30,961 31,087 
UK N/A 119,000 148,000 131,000 140,000 145,000 N/A N/A 
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Table 11: Employment in newspapers

Source: World Association of Newspapers, 2002

Employment in SMEs will also tend to be underreported in business surveys, though not in surveys of employees such
as the UK Labour Force Survey. Data from the Labour Force Survey in the UK differs from the UK data used by the
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  1997 1998 1999 2000 2001 
Belgium Total 4,472 4,356 4,768 4,822 N/A 
 Journalists 1,229 1,264 1,328 1,377 N/A 
 Journalists as % 

of total 
27.48 29.02 27.85 28.56 N/A 

 Total N/A 11,135 11,213 10,750 N/A 
Denmark Journalists N/A 3,230 3,140 3,120 N/A 
 Journalists as % 

of total 
N/A 29.01 28.00 29.02 N/A 

Finland Total 8,709 10,026 10,382 10,849 N/A 
 Journalists 2,970 2,817 3,066 3,324 N/A 
 Journalists as % 

of total 
34.10 28.10 29.53 30.64 N/A 

France Total 12,013 15,234 N/A NA N/A 
 Journalists 4,100 4,296 4,874 N/A N/A 
 Journalists as % 

of total 
34.13 28.20 N/A N/A N/A 

Italy Total 9,265 8,978 8,525 8,470 N/A 
 Journalists 5,127 5,208 5,246 5,551 N/A 
 Journalists as % 

of total 
55.34 58.01 61.54 65.54 N/A 

Netherlands Total 11,780 12,084 12,500 12,500 12,300 
 Journalists 3,710 3,827 4,228 4,400 4,450 
 Journalists as % 

of total 
31.49 31.67 33.82 35.20 36.18 

Norway Total 10,000 9,800 9,700 9,700 9,600 
 Journalists 3,200 3,200 3,200 3,200 3,200 
 Journalists as % 

of total 
32.00 32.65 32.99 32.99 33.33 

Spain Total 10,549 10,834 11,400 N/A 10,150 
 Journalists 4,431 4,940 5,700 N/A N/A 
 Journalists as % 

of total 
42.00 45.60 50.00 N/A N/A 

Sweden Total 32,093 31,355 29,123 28,810 26,435 
 Journalists 6,063 6,083 5,722 5,512 5,439 
 Journalists as % 

of total 
18.89 19.40 19.65 19.13 20.57 

UK (regional 
press only) 

Total 33,000 32,000 32,300 32,500 34,000 

 Journalists 8,910 8,640 8,721 8,775 8,000 
 Journalists as % 

of total 
27.00 27.00 27.00 27.00 23.53 
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OECD, as it is based on employee surveys, but is more recent and shows quite sharp rises and falls. This is partly an
artefact of the small sample size, but also one would expect publishing to have gained employees during the advertising
and Internet booms and then shed staff more recently. 

The segment breakdown is shown here (a special run was commissioned from ONS for a separate report). This can be
no more than indicative as the sample sizes become extremely small. 

Table 12: Segment breakdown

Source: Labour Force Survey

Looking at employment on a company basis is an alternative for the largest companies. Of course, mergers and
divestments mean that these are not straightforward to interpret. Several large companies have recently announced job
cuts, for example Bertelsmann (referred to above), and Axel Springer, which plans a ten per cent reduction in personnel
by the end of 2003 as part of a restructuring exercise. The particularly sharp falls at UBM show the impact of the end of
the technology and telecommunications boom as well as cuts in a range of online activities.

Table 13: Employment in large companies

Sources: Annual reports of each company

According to the ILO, women have tended to do better out of the changes in structure and demand in the publishing
workforce recently, and older workers have tended to do worst. An interesting set of data from the Spanish newspaper
industry shows both women and editorial workers forming a larger proportion of a shrinking workforce. From 1992 to
1998, the workforce in daily newspapers in Spain declined by 15%, while the share of editorial staff rose from 37% to
46% and the proportion of women among them rose from 27% to 29.5%. In Portugal, the number of journalists rose
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Year 22.1 
Publishing 

22.11: Book 
publishing 

22.12:Newspaper 
publishing 

22.13:Journal, 
periodical publishing 

1994 186,557 39,369 74,875 30,682 
1995 187,000 35,168 77,824 37,556 
1996 196,835 43,398 76,478 35,703 
1997 187,304 35,054 66,374 39,451 
1998 187,752 38,119 58,435 41,072 
1999 200,053 34,514 71,966 49,050 
2000 196,201 27,270 73,010 47,021 
2001 194,780 36,401 67,819 42,340 

 1997 1998 1999 2000 2001 
Bertelsmann 57,173 57,807 64,839 81,053 82,162 
United News and Media 
(now UBM) 18,150 15,096 15,842 13,459 7,566 

Pearson 18,306 18,400 23,872 24,688 29,027 
Lagardere Media 23,027 28,487 28,500 26,884 26,927 
Grupo Prisa N/A 2,461 2,980 7,030 8,580 
Axel Springer 12,195 12,052 12,504 13,590 14,069 
Sanoma N/A 11,900 12,269 13,364 15,129 
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sharply - from 1,281 in 1987 to 4,247 in 1997, and the proportion of women rose from 19% to 32.8% over the same
period (International Labour Office, 2000).

Skills and qualifications

The current occupational breakdown within publishing in the UK is a useful background to a discussion of shifting skill
requirements.

Table 14: Occupational employment in the publishing industry

Source: Publishing National Training Organisation (Publishing NTO), 2001

Changing skills
The impact of digital technologies have implied the need for both general ICT skills of a high order among publishing
staff and the need to recruit staff with specialist ICT skills e.g. programming and multimedia developer skills. This has
not always been easy as at various times there has been intense competition for such skills, between media companies
and with non-media employers such as financial services. There are undoubtedly areas where the skills required in the
publishing industry overlap with those in other sectors.  These can be either sector specific skills, such as those required
in the audio-visual industry and in part of the software production sectors, or they can be generic skills such as
management skills or broader ‘e-skills’.

Core skills relate to the acquisition, selection, manipulation and editing of content.  Though journalists tend to specialise
in magazines or newspapers, there is a good deal of movement, with the many graduates starting in the trade press and
then moving in different directions. The interpenetration of magazines and newspapers in terms of content, with
newspapers offering more supplements and other lifestyle elements, and new magazines being launched which specialise
in the softer more human interest/celebrity news, there is a growing tendency for editors to move between the two.

Editorial and production staff have experienced dramatic changes in the way they work over the last 20 years, literally
going from ‘hot metal’ to computers and subsequently to the Web. Skill sets have had to adapt as layers of job functions
have been removed from the editorial and production processes e.g. proofreaders and copytakers. Journalists now have
far more responsibility for page design and make up.

Particular skills are needed in rights negotiation and administration, particularly in book publishing, including foreign
languages. Increasingly assets will be worked harder across more platforms and targeted at different markets, implying
more complex rights negotiations, both in the acquisition of rights from authors and in selling and licensing rights and
content to third parties. Technology will also play an increasing role in tracking the use of content.
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Grouping Examples % 

Managers and administrators Strategy, business development, ongoing administration 23 

Professional  2 

Associate professional and technical Writers, journalists, editors 36 

Clerical and secretarial PAs, secretaries 16 

Craft and related Design, layout 5 

Sales Sales and marketing 11 

Plant and machine operatives Production 3 

Other occupations  3 
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Design specialists are and always have been needed in all areas, but the use of ICT is increasing the degree to which
skills are transferable between publishing sectors. Sales and marketing skills will also tend to be transferable, particularly
advertising sales in newspapers and magazines.

Increasingly, publishing demands skills in the structuring of information (taxonomy, information architecture) which are
related to skills traditionally found in librarianship, information science and computer science. 

Outside the editorial area, the shift towards multiple platforms and channels for content implies new sales and support
skills. For example, in the journals field, sales staff now have more complex subscription options to negotiate with
customers and customers receiving journals electronically often have complex technical support requirements. It was not
common in the past for publishing companies to require help desks, but as electronic products become more widely used
this will be an increasing necessity.

As newspapers have realised that are content producers for different platforms, there is a need for journalists and editorial
staff to expand their writing and presentation skills accordingly, including working with audio and video, and presenting
on radio and television. This may also lead to journalists becoming more specialised in certain subject areas but able to
work for newspapers, radio and TV (World Association of Newspapers, 2002).

Table15: The extended skills base

Source: EPS, 2002
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 Traditional skills Skills extensions 

Writers, journalists Writing for print Writing for a variety of different platforms and 
markets 

Editors Selecting and editing 
content to be read in print 

Editing content for delivery to a variety of different 
platforms 

Strategy, business 
development 

New print product 
development 

Electronic product development 
Managing multiple business models for profitability 

 Understanding customer 
needs 

Understanding customer needs online 

  Understanding new technologies, and possible 
usages 

 Market research into user 
behaviour 

Market research into user behaviour online 

Sales and marketing Utilising traditional sales 
and marketing channels 

Utilising online sales channels 

Design, layout, artists Print design skills Designing for electronic environments 

Information engineers - Developing taxonomies and ontologies 

Software engineers - Web site and back end system development and 
maintenance 

Content developers - Maximising content for electronic delivery across 
multiple media 
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Qualifications
Publishing as a whole is characterised by workforces that have high levels of formal educational qualifications. This is
somewhat less true of newspaper publishing than of magazine, book and journal publishing, but in general there has been
a move towards making publishing a graduate profession. This is achievable because it is an extremely desirable
profession. 

Table 16: Book publishing

Source: Publishing NTO 

Table 17: Newspaper publishing

Source: Publishing NTO
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Qualifications      
 No or low 

level, % 
Basic, eg 

O levels, % 
Intermediate 
eg A level, % 

Higher, eg 
Degree, % 

Advanced, eg 
postgraduate, % 

Management 4 8 6 68 8 
Editorial 2 10 11 71 2 
Support 9 14 30 42 0 
Office admin & sec 6 21 31 34 0 
Production 2 11 22 62 0 
Sales, marketing & 
circulation 3 16 30 44 0 

Advertising 4 23 31 42 0 
Other 5 16 26 37 0 

Qualifications      
 No or low 

level, % 
Basic, eg  

O levels, % 
Intermediate 
eg A level, % 

Higher, eg 
Degree, % 

Advanced, eg 
postgraduate, % 

Management 2 2 18 68 8 
Editorial 1 4 25 64 4 
Support 1 22 64 11 1 
Office admin & sec 1 51 42 3 0 
Production 1 49 46 1 0 
Sales, marketing & 
circulation 1 55 39 3 0 

Advertising 1 83 12 0 0 
Other 90 8 0 0 0 
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Table 18: Magazine publishing

Source: Publishing NTO

Training
‘On the job’ training is prevalent in many areas, especially in magazines and in the smaller publishing companies, but
increasingly universities have established courses that have publishing skills components. Industry bodies also run
vocational training. But the diminishing core of permanent or long-term employees compared with contingent,
temporary, part-time and often project-based employment, means that there is likely to be a smaller group of workers
who benefit from employer-provided training. Increasingly, it is becoming the responsibility of individuals to update and
upgrade their own skills in order to remain employable as stated by the International Labour Organisation
(http://www.ilo.org/public/english/dialogue/sector/sectors/media.htm).

Training needs in Central and Eastern Europe
A research project was carried out to assess publishing training needs in those Central and Eastern European countries
that have applied to join the EU (Latvia, Lithuania, Poland, Czech Republic, Slovakia, Hungary, Slovenia, Romania,
Bulgaria and Estonia). The project was entitled European Publishing Training Needs in the Information Society II
(EPTNIS II). EPTNIS I was carried out in five Western European countries in 1997, as part of the Leonardo da Vinci
Project.

Key findings of EPTNIS II in relation to training and skills are:

Expenditure on training is very low. Indeed, almost three quarters of publishers spent under Euro1000 on training in
the last year, representing (assuming they employ on average six people) around Euro150 each. Again, there is
considerable difference between different countries.

Such training that there is appears to be fairly evenly distributed between non-EU and EU training providers, as well
as between trainers in the booktrade and trainers external to it. However, when asked, most publishers feel that it is
important that their company has access to training in another country. 

The detailed research analysis shows that it becomes evident that publishers feel that a number of specific fields would
benefit from transnational training, whereas a number of others would benefit more from training in their own country.

Generally, the outfacing fields such as management and sales and marketing were felt to be likely to benefit from
transnational training, whereas in-facing fields such as Editorial and Production would benefit from own country
training.

Graphics and media sector - Publishers

© European Foundation for the Improvement of Living and Working Conditions, 2003

Qualifications      
 No or low 

level, % 
Basic, eg O 
levels, % 

Intermediate 
eg A level, % 

Higher, eg 
Degree, % 

Advanced, eg 
postgraduate, % 

Management 5 6 13 61 14 
Editorial 5 4 15 63 8 
Support 4 12 41 31 4 
Office admin & sec 7 19 42 22 3 
Production 6 15 33 34 2 
Sales, marketing & 
circulation 6 12 33 38 2 

Advertising 5 14 38 27 2 
Other 14 10 28 41 0 
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The lack of current training expenditure is put into further context when publishers say that they feel strongly that their
staff will have to change their working methods and roles. Interestingly it is sales and marketing and editorial
techniques, which the majority of publishers feel will need to change the most as EU integration develops.

There is relatively strong interest in transnational training for some business fields and this is reflected in the opinions
of publishers, that staff requires training in a variety of fields.

In terms of providing purposeful assistance to manage the introduction of Central and Eastern European publishers
into the European Union wide Information Society, future skills development for publishers needs to focus on
seminars, training courses and distance learning packages for sales, marketing distribution and identifying and
implementing joint ventures internationally.
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