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Investing in the future of Asia-Pacific’s
info-ecosystem

What can news media executives do to secure the future of the news
media industry and the vital information it publishes in Asia-Pacific?

To investigate, Economist Impact surveyed over 2,000 consumers
and 500 executives—including news media industry leaders—across
12 Asia-Pacific markets.
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LA disrupted“ews media landscape
Digitalisation and its acceleration due to the covid-19 pandemic have
completely transformed the news media landscape. The entire way that
news is researched, produced and shared has changed, as has consumer
behaviour. In reponse, news media companies in Asia-Pacific need to find
new ways of operating to be sustainable in the future.

People aged
(3% 25% 18-24.
of people globally now of people start their daily are almost twice as likely as
use their smartphone news journeys with a website older generations to access news
for news or an app through social media, aggregators

or mobile alerts
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Asia-Pacific executives and consumers rely on news and information to
help them make decisions, and place great value on its role in societies and
economies, but subscription levels do not reflect this value.

Executive respondents Consumer respondents
93% agree that access to news 82% agree that access to news and
and information is important for information is important for society’s
society’s overall functioning overall functioning
92% believe access to news and 60% depend on published news
information is important for society’s to help them make personal or financial
economic activity decisions
84% agree that the jobs created 57% agree that the occupation of
by the news media industry represent a reporter or journalist is well respected in
significant part of the economy their country

Subscription levels do not reflect this value

To how many news or media publications (magazines, newspapers, news services, etc)
do you currently maintain a paid subscription?
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I1l. Executives are bullish

Despite the challenges, executives
in Asia-Pacific are upbeat about the
news media industry’s future.

88%

of media and publishing executives agree that
profitability in the news media industry is healthy
and sustainable

Thinking about the economic future of the news media industry, to what extent do you
agree or disagree with the following statements?

© Disagree @ Neither agree nor disagree  © Agree

We expect healthy demand growth in our
primary market(s) in the next 12 months

Our greatest competition for revenue/profit
comes from other news media industry
organisations

Our greatest competition for revenue/
profit comes from non-news media industry
organisations or platforms

My organisation under-invested in digital
strategies over the past five years

My organisation’s current business model will
not be viable within the next five years

(responses by media and

IV. Technology is the key to growth

Investment in new technology is vital to drive sustainability among news
media organisations in Asia-Pacific. Executives and consumers have seen
technology as a disrupter of industry growth. To move forward, news
media companies need to adapt and focus on technology as an enabler.

Executive disruptors Executive enablers
53% agree that digital technologies 87% believe digital technologies
represent a threat to the business helped increase the profitability of news
viability of the news media industry media companies
35% believe competition from 83% believe technology has helped
new digital media sources could be the the news media industry create more
most disruptive force to the news media jobs

industry in the next five years

31% said technological change 83% believe the news media '
industryisinnovative - - o . T
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The consumer perspective

The top three factors that consumers believe will cause declining news
media revenue in the next five years are technology-based. News media
companies need resilient business models to survive.

Which of the following dynamics do you believe will be the most significant causes of
revenue losses in news media companies over the next five years?

#1 #2 #2 #4 #5

E-commerce or online Reduced consumer Changing consumer Traditional ad and/or Eroding public trust in
markets displacing demand because social behaviour as a result subscription business published news
consumer need/demand ~ media, chat apps and of wider technological models are generally
for classified ads other free sources deliver change no longer viable in the
news adequately digital era

30%

40%

V. Misinformation costs

The advent of social media has amplified the damage misinformation is
causing to executives and consumers in Asia-Pacific.

Executives’ top concerns

© Agree
I am concerned about the impact that growing
misinformation could have on my county’s economy
Misinformation is a significant threat to the long-term
sustainability of the news media industry
News media industry companies in my country do a good
job of preventing/correcting misinformation
0% 20% 40% 60% 80% 100%
Consumer concerns
© Agree

Governments have a duty to curtail the spread of
misinformation

I worry a lot about misinformation

| am concerned about the impact that growing
misinformation could have on my county’s economy

60% 80% 100%

VI. Rethinking business models

Change is hard. New business models will be vital to business success.
But there is a wealth of opportunity for publishers, journalists and media
organisations to explore.

In terms of business structures or operations for news media industry companies, which
of the following strategies do you believe represent a significant opportunity to grow or
revive revenue in the next five years?

+
Raise prices for products/services 6 -

N
Reduce prices for products/services §

. - N
Consolidate (mergers or acquisition) -

Seek government subsidy/ o
assistance E

Establish digital micropayment or
microdonation systems

Intensify efforts to expand ad
sales and/or subscriptions

New revenue sources or
business models beyond ads and/
or subscriptions




