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The Admagedon Prophetsé

ñThere will be no media consumption left in 10 years that is not delivered 
over an IP network. There will be no newspapers, no magazines that are 
delivered in paper form. Everything gets delivered in an electronic form. ñ

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

é 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 sold already 1,5 mil. Kindle devices
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The Truth about the Print Media

The readers keep/ like reading the print media. 

For many reasonsé 

Readersare willing to pay for the print media. 

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. 

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

The Truth # 1

The Truth #2

The Truth #3

The Truth #4
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NejvzdŊlanŊjġ² jsou ļten§Śi celost§tn²ch placenĨch zpravodajskĨch den²kŢ

Nejniģġ² vzdŊl§n² maj² div§ci televize (v²ce neģ 2/3 nemaj² maturitu)

Newspaperskeep highest share of educated people
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Zdroj: Media Projekt + Data Support

U tisku se vych§z² z ¼hrnn® ļetby na vyd§n², 
u televize a rozhlasu ze struktury v prŢmŊrn® 
ļtvrthodinŊ
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Nejvyġġ² pŚ²jmy maj² ļten§Śi den²kŢ, d§le ļten§Śi pŚ²loh den²kŢ a ļasopisŢ.

Nejniģġ² pŚ²jmy maj² div§ci televize

Readershave typically higher income than Radio-listeners and TV-watchers

U tisku se vych§z² z ¼hrnn® ļetby na vyd§n², 
u televize a rozhlasu ze struktury v prŢmŊrn® 
ļtvrthodinŊ
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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 ïand magazines are by their nature more specialized and niche
seeking than newspapers


