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The Admagedon Prophetse

NThere wil | be no media consumption | e
over an IP network. There will be no newspapers, no magazines that are
delivered in paperf or m. Everything gets delivere

Steve Ballmer, Microsoft CEO, quoted in the Washington Post, June 2008

@ are often recruited from online business
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The Reality is still somewhat differenté
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But some players are serious and go globalé fasté
Amazon has soldalready 1,5 mil. Kindle devices

amﬂZOH.CDm E-mail or print for immediate delivery
“H-..__,_.-'-.:'

+ Aimazon.com Gift Cards

Kindle Store Y our AMEZ0N.Cam Today's Deals See All Departments

Kindle

The #1 Bestselling Product at Amazon

[~ Dear Amazon.com Customer,
ST —
R &= someone who has shopped at
s e Armazon.com and shipped purchases
LT internationally, we thought you might like ta
=:h'":7:.:"=*1—"§ know more about Kindle's global features:

i

R el

Tt T A - Free 3G wireless with no monthly contracts
' ————e in aver 90 countries

- Local newspapers and magazines available
in the Kindle Store

- Cwer 370,000 English-language books
avallable in most countries
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The Truth about the Print Media

If you say, the print media future is digitization, think about this:

The readers keep/like reading the print media.

The Truth # 1 ]
For many reasonse

Readersare willing to pay for the print media.

The Truth #2 Internet users are not willing to pay for online media.

The advertisers know that their ad in a magazine hits

the target approximately 3,9 times better than a TV
commercial.

Print media readers are younger, better educated, richer,
have better jobs, and buy more products.

L
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Newspaperskeep highest share of educated people
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Readershave typically higher income than Radic-listeners and TV-watchers
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The Print Media Online Overlap is Inevitable

But it is an overlap, not replacement.

Research from Deloitte, the business advisory firm, showed that 73% of Brits admitted to
enjoying reading printed magazines even though they know they could find most of the
same information online i and magazines are by their nature more specialzed and niche

seeking than newspapers
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