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Agenda

} A new global era

} Digitalization and the new media landscape

} Opportunities for the media industry ... And for corporations

} Theats for the traditional media industry and reactions

} Role and responsibility of new digital multinational companies

} Takeaways and outlook
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Learning objectives

} Understand how globalization is changing because of digitalization

} Understand the impact of digitalized globalization on the media industry

} Discuss the related risks for the media industry as well as for the development of a 
democratic and pluralistic society

} Evaluate the role and responsibility of multinational technology companies 
within this context
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Guiding questions of this session

} What is the impact of globalization and digitalization on the media 
industry?

} What is the role and responsibility of multinational technology 
companies within this context? 
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Globalization &  Digitalization
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New global era
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20th Century 21st Century

Tangible flows of physical goods Intangible flows of data and information

Flows mainly between advanced economies Greater participation by emerging economies

Capital and labor intensive flows More knowledge intensive flows

Transportation infrastructure is critical Digital infrastructure equally important

Multinational companies drive the flow Small firms & individuals can play a role, too

Flow of mainly monetized transactions More exchange of free content and services

Ideas diffuse slowly across borders Instant global access to information

Innovation from advanced to emerging 
economies

Innovation flows in both directions

McKinsey Global Institute, Digital Globalization: The new era of global flows, 2016.



New global era
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10% GDP increase $2.8T from data ~50% potential GDP
Worth $7.8T in 2014 Larger impact than goods For some countries by increasing

participation in data flows

Global flows of trade and 
finance are flattening, data 
flows are soaring

Global flows increase economic growth

McKinsey Global Institute, Digital Globalization: The new era of global flows, 2016.



New global era
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Cross-border data flows are 
surging and connecting 
more countries



New global era
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A small group of leading 
countries are much more 
connected than the rest of 
the world

GDP/Capita

GCI 2017 Score

After 2 decades in which INT 
COMM far outpaced 
DOMESTIC COMM, available 
measures suggest a possible 
slowdown:
Recent international growth 
appears to have only modestly 
exceeded domestic growth. 

HOWEVER



New global era

10

Development of 
Global 
Connectedness

since 2001



New global era
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Development of 
Global 
Connectedness

since 2001



New global era
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Many countries are starting 
to block data flows



New global era
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Many countries are starting 
to block data flows



New global era
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Many countries are starting 
to block data flows

They are making it more expensive and time 
consuming, if not illegal, to transfer data 
overseas.

This reduces economic growth and undercuts social value
• Decrease of U.S. GDP by 0.1-0.36 %
• Increase in prices for some cloud services in Brazil and the European Union from 10.5 to 54 % 
• Decrease of GDP by 0.7 to 1.7 %  in Brazil, China, EU, India, Indonesia, Korea, Vietnam (they have all either proposed or enacted data localization policies)



Digitalization
&

The new media landscape
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Digitalization and impact on the media industry
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Digitization

• It implies the integration of ICTs (telecommunications, computers as well as 
software and audio-visual systems) to enable users to access, store, transmit 
information

• It allows individuals and organizations to communicate directly and publicly with each 
other

Transformation in how print and audio-visual content is both produced and 
consumed

1. New opportunities for new media actors
2. New threats for traditional media companies



1. New opportunities for the media industry …
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• Non-profit organizations such as Wikileaks, International Consortium of Investigative 
Journalism (ICIJ) …

• Pure players: Huffington Post, Buzzfeed, ProPublica, Mediapart …



Huffington Post
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Founded in 2005, bought by AOL in 2011 for $ 315ML

(AOL it self was bought by Verizon Communications in 2015 for $4.4 billion)



Pro Publica and Mediapart, investigative journalism
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ProPublica
• Non-profit, independent newsroom
• Founded in 2008 by Paul Steiger, 

former managing editor of The Wall 
Street Journal

• Now led by Engelberg, former 
investigative editor of The New York 
Times, and Tofel, former assistant 
publisher of The Wall Street Journal

• >100 journalists + publications in 
collaboration with traditional media

• Various Pulitzer prices
• Funded by philanthropic donations, 

even though they accept advertising 
and consider selling of data



Pro Publica and Mediapart, investigative journalism
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Mediapart

• Independent and participatory online 
newspaper

• Founded in 2008 by Edwy Plenel, 
Bonnet, Desportes, Mauduit

• About 87 permanent employees (47 
journalists)

• Profitable from 2011, now has Euro 
16.8 ML of revenues (+21% growth 
compared to 2018) and 2.3 ML of 
net profits, +/-170’000 subscriptions



VICE Media, from print magazine to digital immersion journalism
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• A digital media broadcasting 
company

• Founded in 1994 by Shane Smith, Alvi
and McInnes, originating from the 
Montreal-based VICE magazine

• Expansion into digital video in 2006
• First $ 70ML from 21st Century Fox 

in 2013
• Launch of VICE News in 2014
• $ 200 ML + $ 200 ML from A&E 

Networks and Disney in 2014
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Reddit, 
Flipboard …

Blendle

The online 
news kiosk

Launched in 
2014
- Not profitable 

in 2019 yet
- Change of 

Business Model 
(from article 
micropayments 
to premium 
subscriptions

New opportunities for Content Aggregators



In Switzerland
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Watson.ch

2014

• Hansi Voigt, 
previous editor in 
chief at 20 
minutes

• 1.8 ML unique 
clients in 2018



In Switzerland
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2017

• Jacques Pilet 
& al. after
closing down 
of L’Hebdo

• CHF 230’000 
of 
crowdfunding



In Switzerland
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2018

• Constantin 
Seibt, ex TA

• 3,5 ML from
investors + 
crowdfunding

• Objective: reach
22.000 
subscribers in 5 
years



In Switzerland
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2019

• Serge Michel, ex 
Le Monde

• Investors + 
crowdfunding

• Subscription
based



Other opportunities within the media industry …
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• Video on Demand: Netflix, Hulu, Google Play, Apple iTunes …

• Technology companies : Google, Yahoo, YouTube, Apple TV …

• Social media platforms: Facebook, Twitter, Whatsapp, Instagram …



Other opportunities within the media industry …
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• Video on Demand: Netflix, Hulu, Google Play, Apple iTunes …

• Technology companies : Google, Yahoo, YouTube, Apple TV …

• Social media platforms: Facebook, Twitter, Whatsapp, Instagram …

• Founded in 2009
• Bought by Facebook in 2014 for $ 19 Billions
• 1.5 billion users



Other opportunities within the media industry … Whatsapp
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The biggest 
online 
platforms 
have user 
data bases 
equal to the 
population 
of the 
world’s 
biggest 
countries

Social Media
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The biggest online 
platforms have user 
data bases equal to 
the population of the 
world’s biggest 
countries

Social Media
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Use of social media for 
news in Switzerland

Social Media
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Use of social media 
for news

Social Media
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Use of social media 
for news

Social Media
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• Going beyond corporate publishing, disclosing branded content on their 
platforms or on third party channels

• Creating and sharing their digital content on corporate WebTV, YouTube 
channels, Facebook Fan pages, Twitter or branded blogs

• They bypass traditional media, directly competing with them for audience 
attention

Corporate brands become media themselves

New opportunities for CORPORATIONS
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New opportunities for Corporations 

Coca Cola 2011



37

New opportunities for Corporations 

Red Bull Media House
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New opportunities for Corporations 

Red Bull Media House

TAG Heuer

Official Timekeeping partner
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2. New threats for traditional media 



40

• With new ICT fragmentation of 
audiences, disruption of business 
models

• New competitors:
• Technology companies
• new pure players
• multinational corporations

• Fake news sites

• Ad-Blockers

2. New threats for traditional media 

• Cost cutting measures
• Sponsored content, native advertising
• Collaboration with social media 

networks

• Decrease in quality content 
• Loss of credibility / trust 

THREATS EFFECTS
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2. New threats for traditional media 
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Reaction to new threats to traditional media 

!

2000 2011 

Google 
Facebook 

2010 

Forbes 

2014 

NYT Buzzfeed 

2012 

Washington Post 

2013 

Twitter Huffington Post 

Quartz 

NATIVE ADVERTISING

According to a survey by the International News Media Association (156 media outlets in 48 countries)

• Native advertising revenues: 11% in 2015, expected 32% in 2020 (74% in the US)
• Native ad spending over total budget: 10% in 2015, expected 29% by 2020
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• Bank of America reached Quartz’s influential, global 
minded audience of about 16.8 million unique 
visitors in December 2015.

• Native Ad counts for 90% of revenues

Reaction to new threats to traditional media 

NATIVE ADVERTISING
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28.7 %

31.4 %
33.3 %

34.5 %

Share of social media advertising expenditure as % of 
digital advertising  WW

Reaction to new threats to traditional media 
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Reaction to new threats to traditional media 



} Newspapers collaborate with social media: FB Instant Articles Program
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Reaction to new threats to traditional media 

• Pathways to news: Branded 
45%, social 30%
(Digital News Report 2016, RISJ)



} Newspapers collaborate with social media: FB Instant Articles Program
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Reaction to new threats to traditional media 

FB controls algorithm



} Newspapers collaborate with 
social media: Facebook goes 
LOCAL

} Local news, training readers to avoid 
hoaxes, let news firms post their own 
branded content

} Still, risk of cannibalization
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Reaction to new threats to traditional media 



} Newspapers 
collaborate with 
social media: 
Google & 
Newspack

} 1.2 ML from Google & 2 
partners

} 1 ML from other 
institutions

50

Reaction to new threats to traditional media 

To help small newspapers run their sites with wordpress



} Newspapers 
collaborate with 
social media …

} Or maybe not?

} March 25, 2019

} Launch of Apple News, a 
new entertainment and paid 
digital news service (as 
response to video leader 
Netflix)
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Reaction to new threats to traditional media 



Role and responsibility of 
multinational technology 

companies
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Role and responsibility of new multinational digital companies

PROFIT MARGINS OF MULTINATIONAL TECHNOLOGY COMPANIES

• Facebook Profit Margin (Quarterly): 34% for Dec. 31, 2019 (32% last year)

• Alphabet Profit Margin (Quarterly): 23% for Dec. 31, 2019 

• Apple Profit Margin (Quarterly): 38% for Dec. 31, 2019 (average past 5 years)
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A critical perspective
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A critical perspective

Google / Alphabet

• EU regulation says that in order to be taxed you need to have a stable 
organization

• Even with 3000 employees present in the country, Google managed to prove 
that true value creation happens in Ireland and California, not in the UK

• Settlement with the government for a payment of Euro 170’000.- for the period 
2005-2015

• Already paid 7 Billion in fines, will be fined again next week by the EU
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A critical perspective

Facebook

$5 Billion fine approved by FTC 
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A critical perspective

Facebook, Fake News and data privacy
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A critical perspective

Facebook, Fake News and data privacy
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A critical perspective

Facebook, Fake News and data privacy
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A critical perspective

ELON MUSK’s 
OpenAI

His company declines to 
release research publicly for 
fear of misuse
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Takeaways and outlook

• Globalization is being strongly impacted by digitalization

• Digitalization and globalization have an enormous impact on the media 
industry

• New competitors, digital transition difficult for traditional media 

• Social media and multinational technology firms in general are dominating
the scene

• Their role can mine the pluralistic media system as we know it, and are hardly 
taking responsibility

• Governments need to act

• Some measures are being taken to help the digital transition of traditional media 
firms (see France)
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Takeaways and outlook

Some steps
• Amazon invested and acquired the Washington Post (now profitable and hiring journalists)
• Bill and Melinda Gates Foundation is investing in Le Monde Afrique and other media projects
• Google is funding journalism and research scholarships
• Google is further financing a media innovation fund in France
• Facebook launched the Internet.org initiative + is helping news media diffuse their content

Outlook
• Media scholars point out that content taxes have also potential pitfalls
• (a) Easily passed on to consumers, and (b) if introduced only in Europe we end up subsidizing non-

European users
• Research is needed in the field
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