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To Beatrice



Our liberty depends on the freedom of the press, and that cannot be limited without being lost.

—Thomas Jefferson
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Introduction

Some journalists achieve management positions, and others have management thrust upon them. One day you’re covering your beat, and then one of your editors asks you to head up a three- person team on a special project. Now you are “management,” at least in the eyes of the team’s other members now looking to you for leadership.

Taking a course on business management principles while still in college is wise preparation for such an eventuality, which might come sooner than you expect in your career.

The commercial side of media companies is necessarily a blending of two separate disciplines: business and journalism. Using this book will help you learn the inner workings of the business of news-oriented journalism companies.

This book introduces basic business concepts, terminology, and management theories. It is oriented toward professionals being promoted to their very first management position and toward students whose first management jobs will be in the future.

No book can stay current with the major changes taking place so rapidly in the media industry through mergers and acquisitions, the cyclical nature of the economy, ever-changing technology, and differing media executives and companies. Therefore, updates are provided at a complementary website, mediatextbook.com. There also is a blog on current events with commentary based on the book at mediamgt.blogspot.com.

Students and beginning managers say they need an introduction to general concepts. Students want information they can come back to in a few years when they actually have an opportunity at management, and beginners do not yet need detailed explanations better suited for experienced managers.

The business dynamics of journalism are rapidly changing. As Loren Ghiglione of the Medill School of Journalism pointed out, “Trends within journalism—the push for ever-larger profits, the dominance of ratings-driven, crime-laden local TV news, the decline of local radio news, the rise of infotainment, the disappearance of news bureaus abroad, the refusal of broadcast outlets to pay interns—all deserve continuing examination.”1

This book’s goal is to provide that examination. It focuses on the management of only news-oriented media companies. That includes newspapers, magazines, television, radio, and online, along with their constant companions of advertising and public relations firms.

The main focus of many books about the media often is the effects of business practices on the dissemination of news. This book, however, instead focuses on business theories and practices themselves. For that reason this book touches lightly on news reporting issues, because journalism students learn about them in other courses. Instead, this book’s emphasis is on business issues not generally presented for study by aspiring journalists.

The book includes extensive endnotes. They reveal sources where students can look for more information on the points discussed. When possible, website addresses are included in the endnotes so students can access the complete source being referenced. For the first time the sources include researched efforts by bloggers as well as some detailed documents better placed outside the book, where they can be kept up to date.

By necessity, this book is an overview that mostly hits the high points. Each chapter could be an entire semester of study in a business school. Case studies and suggested websites for additional information are at the end of each chapter.

The immediate goal of nearly all journalism education is the grooming of undergraduate students to be good employees. This book is intended instead to teach students to be good managers—either as owners or in management positions.

This book also examines the effects that stockholder ownership, private investment firms, and gigantism are having on the business conduct of media companies. As noted by Cynthia Tucker, political columnist for the Atlanta Journal-Constitution, “How can those of us who are managers in news/editorial do our jobs well if we have so little knowledge of the basic (business) issues that confront newspapers?”2


An Opening Thought

From the conclusion to Geneva Overholser’s acceptance speech as Gannett Editor of the Year in 1990:

Here’s my dream for the next risk-taking, history-making endeavor: Let Gannett show how corporate journalism can serve all its constituencies in hard times. As we sweat out the end of the ever-increasing quarterly earnings, as we necessarily attend to the needs and wishes of our stockholders and our advertisers, are we worrying enough about the other three? About our employees, our readers, and our communities? I’ll answer that: no way. And we’re not being honest about it.

Too often by far, being an editor in America today feels like holding up an avalanche of pressure to do away with this piece of excellence, that piece of quality, so as to squeeze out just a little bit more money.1

This portion of Overholser’s speech was omitted from the Gannett magazine. She resigned in 1995 as editor of the Des Moines Register.
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Geneva Overholser. Reprinted by permission of Geneva Overholser.


CHAPTER ONE

An Overview of Today’s Media Industry

Congress shall make no law respecting an establishment of religion, or prohibiting the free exercise thereof; or abridging the freedom of speech, or of the press; or the right of the people peaceably to assemble, and to petition the government for a redress of grievances.

—First Amendment to the U.S. Constitution

U.S. media companies have been experiencing a crisis. In 2008–2010, about twenty-five U.S. media companies filed for bankruptcy in twenty-three months—at least sixteen of them large newspaper companies, with fourteen of those filing in the first thirteen months, from December 2008 to January 2010.1 In fact, a third of all large corporations that defaulted on their debt in 2010 were media or entertainment companies.2

Media bankruptcies tapered off in 2011, although a few more filed. The largest, a major newspaper chain, expected to emerge from the bankruptcy process in sixty days.3 Other troubled media companies have avoided court with massive layoffs and deep cost cutting.

Newspaper companies were the biggest casualties, but several TV, radio, and magazine conglomerates also entered bankruptcy proceedings—primarily through Chapter 11 reorganization plans.

And students tell me they now get most of their news from the Internet and Comedy Central’s The Daily Show with Jon Stewart.

What’s going on with the media industry today?

In those two years, a few media companies were liquidated. Some were still in court-ordered negotiations in 2012. However, most emerged from bankruptcy by relinquishing ownership to private investment firms, known in business circles as private equity firms.

Thus, in less than two full years, wealthy investors who poured money into private investment firms seized control of several of the nation’s larger media outlets.4

One was the Tribune Company, whose properties include the Chicago Tribune, Los Angeles Times, and Baltimore Sun. Only a year after real estate magnate Sam Zell acquired the Tribune Company through a highly leveraged buyout, the company fell into bankruptcy, citing debts of $13 billion. By early 2012 the company appeared fated to become owned by its creditors, made up of national banks and private investment firms.

When the Tribune Company emerges from bankruptcy in 2012, seven of America’s twenty-five largest daily newspapers plus about one hundred others will be controlled by non-journalism institutions such as private investment firms and national banks.5 (Alden Global Capital was the investment company most active in acquiring media companies in 2011.6)

How could so many professional managers get their companies into such dire situations, resulting in an unprecedented number of bankruptcies and takeovers by non-journalism entities?

The answer is a perfect storm of the piling on of debt for acquisitions and mergers during the good years, missed opportunities as managers grossly underestimated and didn’t understand how to compete against the Internet, and a recession beginning in late 2008 that slashed advertising revenue for everyone.

Bloomberg, the financial business news firm, reported 282 media deals from 2005 to 2007, with a total value of $89 billion. The deals involved transactions in which media companies were taken private or involved in management or private equity buyouts, mergers, and acquisitions.7 Over the twenty years before, however, media companies had been buying newspapers and broadcast stations at inflated prices. They never made allowances for a one-two punch of Internet competition and a major recession occurring simultaneously in 2008.

As a result, the national banks and investment firms saddled expanding conglomerates with debt loads totaling billions of dollars each. When that Internet-recession punch reduced advertising revenue 20–30 percent, several conglomerates were unable to meet interest and principal payments. That pushed them into default on their debt obligations and into bankruptcy court.

The biggest question remaining is whether this is a temporary or permanent situation.8

The U.S. media industry is still characterized by expanding media conglomerates, with their increasingly publicly traded status on Wall Street, which was a focus of this book’s first edition. Selling stock on Wall Street often means control by institutional investors such as pension funds, insurance companies, and financial groups.

Those issues remain. The more problematic development of recent years, however, is the takeover of significant media companies by investment firms in the roles of equity investment or venture capital financiers. Whereas most media conglomerates had still been headed by people with experience in some field of journalism, these investment firms are non-journalism enterprises focused solely on profits.

The private investment firms, banks, and creditors that took over so many media companies during the 2008 recession will retain ownership at least until they can sell or take their companies public. In other words, until their acquisitions’ economics improve so they can sell stock to the public to raise money to pay the original investors back for their investment and risk.

There are three kinds of private investment companies. Although the terms are often used interchangeably, financial writer Matt Krantz explained the technical differences between private equity firms, hedge funds, and venture capital firms in a USA Today article.9 All three are involved in takeovers of distressed media companies, and we need to start learning more about this newest breed of media owners.

Recession recovery seemed to be on its way in 2011, after “two dreadful years,” as the Pew Research Center’s Project for Excellence in Journalism said in its annual “State of the News Media” report for 2011. The report noted that newspapers alone suffered revenue declines in 2010—“an unmistakable sign that the structural economic problems facing newspapers are more severe than those of other media.”10

This book frames today’s media challenges a little differently than other books that grapple with management of media companies and of the journalism they do in society today. Usually the questions asked are whether the profit chase is resulting in poorer, more superficial, and less informative journalism; whether good journalism can coexist with profit maximization; whether convergence, market-driven news, consolidation, and other facts of modern newsroom life are producing adequate journalism; and whether some balance needs to be struck between the way journalism used to be done and the way it is going to be done.

All of those questions are part of this book’s concerns. But overlying all those issues is an effort to understand how the media functions today and how a journalist can and should function in that media environment as an employee, manager, or owner.

A historical perspective on the media

The modern heavy reliance by media companies on advertising—and also the creation of chain newspapers and broadcast conglomerates—is the controversial legacy of Frank A. Munsey.

Munsey became king of the pulp magazines when he reduced the newsstand price of his magazines in 1893, starting a permanent shift by nearly all print publishers from reliance on circulation revenue to advertising sales.

Munsey then began buying newspapers and combining them into a chain. By doing so, he proved the competitive advantage of using the combined power of several papers owned by one individual to crush all rivals.

In a brutally candid appraisal of Munsey’s tactics, William Allen White expressed the opinion of many independent publishers when he wrote in his Emporia (KS) Gazette in 1925, “Frank Munsey, the great publisher, is dead. Frank Munsey contributed to the journalism of his day the great talent of a meat-packer, the morals of a money-changer, and the manners of an undertaker. He and his kind have about succeeded in transforming a once noble profession into an 8 percent security. May he rest in trust.”11

One can imagine how White would feel today with media companies being taken over by investment firms seeking returns of 20 percent or more.

Munsey’s turn toward overwhelming dependence on advertising by media companies has created a troublesome business model. It can be awkward combining idealistic journalism values with advertising sales.

As the famous TV news broadcaster Edward R. Murrow put it, “One of the basic troubles with radio and television news is that both instruments have grown up as an incompatible combination of show business, advertising, and news. Each of the three is a rather demanding profession. And when you get all three under one roof, the dust never settles.”12

Minus perhaps only the show business, newspapers have a similar conflict mixing advertising and news.

The First Amendment extends protections to news media not available to any other business. This constitutionally conveyed protection often is abused by individuals and companies more interested in advertising revenue and profits than in news and information.

New York Times publisher Arthur O. Sulzberger Jr. said the First Amendment “ought to make you responsible and it ought to make you brave.”13 He believes the implied contract for the First Amendment’s protection of the press is that the press in return should pledge responsibility and public service.

Corporatization of the media

Munsey’s success in changing newspapers’ revenue base from circulation to the more lucrative advertising resulted in larger newspapers led by wealthy publishers. Early journalist Lincoln Steffens warned about this change in the nature of newspapers as early as 1897. “The magnitude of financial operations of the newspaper is turning journalism upside down,” Steffens said. “Big business was doing two things in general to journalism: It was completing the erection of the industrial institution upon what was once a personal organ, and it was buttressing and steadying the structure with financial conservatism.”14

It was inevitable that ownership would go from independent family owners to multimillionaire and billionaire owners and then to chain newspapers. And that evolved to many privately held chains converting into stock-issuing media conglomerates and now to takeovers by private investment firms.

These developments have resulted in the business of journalism having a profound impact on the media’s traditional news reporting role.

Referring to this rollover to conglomerate ownership, especially of newspapers, former Des Moines Register editor and Washington Post ombudsman Geneva Overholser sensed a weakening of commitment to news coverage. “In an era that cries out for entrepreneurialism and a belief in the future,” she wrote, “newspapering is risk-averse and dispirited, cowed by the over-emphasis on short-term profits, and steadily bleeding the commitment to public service that animates us.”15

More than half of the largest U.S. newspaper chains now sell stock in the stock market. This stockholder ownership is not unique to the print media. Ownership of radio stations by publicly traded corporations was not common in the United States until the Telecommunications Act of 1996. That law was passed ostensibly to foster competition, but it had the opposite effect, creating today’s giant radio companies instead.

In television, legislation and other factors led to gargantuan mergers, allowing publicly traded conglomerates to take over NBC, CBS, ABC, and CNN in the 1980s and 1990s. Huge corporations, often stockholder-owned, also are increasing their presence in advertising, public relations, and the Internet.

This is a new age of media giants. Many are publicly traded on Wall Street and obsessed with the bottom line to satisfy stockholders. The stockholders, in turn, are increasingly dominated by multibillion-dollar institutions and wealthy investors.

Cross-ownership

These media conglomerates are characterized by cross-ownership. That is, any one company might own newspaper, TV, radio, cable, and other media outlets—often in the same community.

John Trever, editorial cartoonist for the Albuquerque Journal, has depicted cross-ownership as an octopus outside the consumer’s awareness. The cartoon becomes more relevant with each passing year.

From 1975 to 2003 there was a ban against the same company owning both a newspaper and a TV station in the same city, but it was a ban in name only. About forty jointly owned operations predating that cross-ownership ban were allowed to continue, and the Federal Communications Commission (FCC) granted waivers that enabled others over the years.16

In 2002–2003 the FCC began considering lifting the cross-ownership ban. Because the FCC held only one public hearing, FCC Commissioner Michael J. Copps convened his own hearings on the proposed repeal of ownership rules.

[image: Image]

© 2003 by John Trever, Albuquerque Journal. Reprinted by permission.

Copps blamed a lack of public interest in media consolidation on the press’s refusal to cover the story.17 No newspaper or commercial TV station mentioned Copps’s hearing near Phoenix before or afterward.18 About 150 citizens found out about the hearing anyway and attended. In 2004 the U.S. Court of Appeals rejected that attempt to loosen the ownership rules.

Then, in 2007, the FCC decided to lift the ban in all but small markets, those with three or fewer stations, and it removed other ownership limits.19 Court orders blocked the FCC action, however, and the Third U.S. Circuit Court of Appeals ruled in 2011 against the FCC. The court restored the ban on cross-ownership of a newspaper and a TV station in the same market and sent the rules back to the FCC to be rewritten.20

The commission is required to review its media ownership rules every four years. Right on schedule, in December 2011 the FCC put forth another proposal to allow cross-ownership so companies can own a TV station and a newspaper in the country’s top twenty markets. Check the Internet for the latest developments.
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Existing cross-ownership as of early 2012 is shown for newspapers and TV stations in the table on page 14.

Media consolidation

Despite the 2004 and 2011 setbacks to cross-ownership in the same market, government actions have encouraged other actions that have resulted in the increasing size of conglomerates and the consolidation of ownership throughout the media industry.

Media consolidation is certainly not new. It has been going on since 1741, when the Boston Gazette merged with the New England Weekly Journal.21 But there has been a dramatic increase in ownership consolidation in recent years.

All of the consolidation and FCC deregulation has gone largely unreported by newspapers and TV networks because owners have a financial interest in larger, cross-platform media concentration. The result has been fewer but larger media companies, as the chart below shows.

As Ben Bagdikian stated in The New Media Monopoly, the news media “suffer from built-in biases that protect corporate power and consequently weaken the public’s ability to understand forces that shape the American scene.”22 Or as press critic George Seldes noted in the 1930s, “The press publishes the news, true or false or half-way, about everything in the world except itself.”23
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	Who Controls the Media



	A rapid decline to fewer companies
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	Source: Adapted from editions of The Media Monopoly by Ben H. Bagdikian




“It is possible that large corporations are gaining control of the American media because the public wants it that way,” Ben Bagdikian wrote. “But there is another possibility: the public, almost totally dependent on the media for such things, has seldom seen in their newspapers, magazines or broadcasts anything to suggest the political and economic dangers of concentrated corporate control.”24

Copps continued his opposition to giant media mergers in January 2011, when he was the only FCC member to vote against allowing Comcast to buy NBC Universal. “The Comcast-NBCU joint venture opens the door to the cable-ization of the open Internet,” he said after the vote. “The potential for walled gardens, toll booths, content prioritization, access fees to reach end users, and a stake in the heart of independent content production is now very real.”25

Government-allowed cross-ownership in or outside a common market, brought on by mergers and acquisitions, is discussed in chapter 10. All of this has made awareness of business and financial issues more critical for both new and continuing employees of such enterprises.

Public (stockholder) ownership of media

Publicly traded media companies (in other words, companies that sell stock to the public) are a relatively new business phenomenon.

Booth Newspapers of Michigan and Dow Jones & Company in New York became the first publicly traded newspaper companies in 1963. Most American newspaper, broadcast, and other media companies have followed their lead to Wall Street since the 1980s.

Media companies turned to selling stock as a quick way to raise large sums of money for acquisition, reduce their direct borrowing, and gain national exposure. The result has been the creation of giant, national newspaper and broadcast chains through mergers and growth.

One positive result of this transfer of ownership to publicly traded conglomerates is that it has made available their financial operations and other inside information through annual reports to stockholders and the public. Finally having access to such details enabled University of Iowa professors Gilbert Cranberg, Randall Bezanson, and John Soloski to research corporate finances, media ownership by outside investors, and the effect that shareholder-driven ownership structures have on the mission of journalism.

Their book, Taking Stock: Journalism and the Publicly Traded Newspaper Company, “represents a study of the 17 largest publicly traded newspaper companies in the United States,” Soloski explained. “The 17 firms account for over 50 percent of daily newspapers in circulation in the United States.”26

Stock prices can be a good indicator of a company’s financial health—or at least an indicator of how investors regard the company’s financial health. Most newspaper companies, for example, mirror the decline in stock value seen for America’s largest newspaper chain, Gannett. At the start of 2012 Gannett owned eight-two daily newspapers, twenty-three TV stations, seventeen British dailies, and six Internet companies. Gannett stock was valued at a high of $83.25 in the first quarter of 2000. By early 2012, however, its per-share value had dropped under $15, with a low of $8.28 in late 2011.27

The Taking Stock authors believed the effect of corporate ownership on journalism today should be considered differently than corporate ownership of other companies. “It’s commonplace, but accurate, to observe that while newspapers are a business, they are a different kind of business, with certain constitutional protections,” they pointed out.28

Soloski said executives of publicly traded media companies “are in a vicious circle they can’t break out of” because of the relentless fiduciary obligation to produce constantly rising profits for stockholders.29

“In the late 20th century, the financial markets expanded rapidly, making capital easily available to larger and successful enterprises,” the authors noted. “For the newspaper business, the bargain struck was a Faustian one: Capital was available for the newspaper industry, but with it came a new set of expectations. An investing market demanded returns on its investment.”30 (Unlike privately held companies, publicly held corporations have a fiduciary responsibility to maximize profits for stockholders in the U.S. capitalism system. That legal requirement, discussed further in chapter 5, is why many people are opposed to media companies being traded on Wall Street.)

Arthur O. Sulzberger Jr., publisher of the New York Times, is one of those concerned about the changes to journalism wrought by the financial expectations of investors compared to those of individual and family owners. “The pressures are growing,” Sulzberger said. “Wall Street is demanding of newspaper companies what it is demanding of auto companies or airline companies or any other companies: an increasing profitability year after year that some might say is long-term unachievable.”31

Certainly, profit always has been important in journalism. It’s impossible to fight for truth, justice, and the First Amendment if a media company loses money for too long. The very first sentence in William Serrin’s The Business of Journalism says much the same thing: “A nasty, unreported truth about journalism is this: journalism is a business. Journalists like to pretend this is not so, but it is.”32

Institutional investors and financial firms

Two of the most important new players in media companies over the past few decades were mentioned earlier: the institutional investors that control stock in publicly traded media companies, and the private investment operations that media companies have started relying on to finance their equity investment and venture capital needs.

The institutional investors described earlier accumulated huge blocks of stock as more media companies switched from private ownership to selling their stock on Wall Street. With even higher expectations than traditional stockholders, and with much more influence, institutional investors demand high profit margins from media companies. They increase pressure to cut costs and to consolidate in order to grow larger.33

Investors’ influence over publicly traded companies even creates a higher profit threshold for other media companies. Privately owned newspapers and broadcast stations must boost their margins because of the stockholder-owned conglomerates around them. Cash, and plenty of it, is needed to survive and remain competitive.

What complicates the question for media companies is that they make up an industry with three markets. Newsroom staffers believe the customers are the reading and viewing public. Managers think the customers are the advertisers. Executives of publicly traded conglomerates and of private investment firms believe the main customers are stockholders or private investors.
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	Who Owns Major Media




	You might be surprised




	Media Outlet

	Owner




	CBS

	National Amusements Inc.




	NBC

	Comcast Corp.*




	ABC

	Walt Disney Company




	CNN

	Time Warner




	Fox

	Rupert Murdoch




	USA Today

	Gannett




	Washington (DC) Times

	Sun Myung Moon




	Los Angeles Times

	(Chicago) Tribune Company




	Chicago Tribune

	creditors, lenders #




	Newsweek

	InterActiveCorp (50%)




	Random House

	Bertelsmann AG




	Boston Globe

	New York Times Co.




	Univision

	equity investment firms




	KTNN-AM Radio

	Navajo Nation




	Deseret News

	Mormon Church




	Community Newspaper Holdings

	Retirement Systems of Alabama




	New Hampshire Union Leader

	Loeb School of Communications




	Tampa Bay (FL) Times

	The Poynter Institute




	Source: Numerous online sources



	* Comcast finalized the purchase of 51 percent of NBC Universal in early 2011. General Electric holds the remaining 49 percent.



	# anticipated result of Tribune Company’s bankruptcy




Private investment companies have swooped down on media companies foundering under heavy debt loads, which were incurred by borrowing to finance acquisitions and mergers before the recession.34

Editor James O’Shea described the new finance: “By early 2007, Wall Street had undergone a dramatic transformation. The investors and investment banks circling [media companies] were . . . creating fee-laden packages of loans that could be converted into securities and peddled to big pension funds, institutional investors, or hedge funds and make even more money.”35

Private investment firms, pooling money from wealthy individuals and institutions such as banks, pension funds, endowments, foundations, and so on, start new companies (venture capital) or buy into troubled ones (private equity). With deep cost-cutting and tough turnaround management, investment firms usually plan to launch new companies and stabilize acquired companies so they can take them public or sell them in a few years. Often they force companies into bankruptcy for strategic reasons.36

Clear Channel Communications, the nation’s largest operator of local radio stations, and the newspaper chains the Journal Register Company and Freedom Communications are just three of several media companies recently taken over by investment consortiums. There have been many other post-2000 media buyouts by investment firms, including Univision, TV Guide, Warner Music, and Reader’s Digest.

If you have any doubts about the crippling effect publicly traded conglomerates, national banks, and private investment firms have had on media companies over just the past few years, you might want to read James O’Shea’s 2011 book The Deal from Hell: How Moguls and Wall Street Plundered Great American Newspapers.37

A BusinessWeek analysis predicted that if the gambles being taken on corporations, media and otherwise, by the big banks and private investment firms don’t work, they could cause the nation’s next big credit crisis.38

Reorganizing to build profits

For the past few years, the strategies of consolidation, convergence, and market-driven journalism have dominated media seminars. Now the pressures brought by being publicly traded and dominated by private investment firms are adding to media managers’ drive to maximize profits. All combine to develop the following cost-cutting, profit-maximization strategies:

• geographic cluster ownership

• coordination of news and advertising staffs on marketing

• deep cost cutting, often at the expense of news staffs and news coverage

• increasing reliance on information-entertainment, known as “infotainment,” which includes celebrity news

• extensive use of wire copy over locally written news stories

• market segmentation in place of mass circulation

• substitution of young reporters for more expensive veterans

• increased profit margins and shrunken news holes

• homogenization of papers and stations under common ownership

• consolidation of ownership—not only for newspapers and broadcast media but also for public relations firms and advertising agencies

This book will examine all these issues in greater detail later.

A New York Times editor described this as a new era in journalism, with its hallmark being “a massively increased sensitivity to all things financial.”39 And Jim Bellows, who was editor of the now-defunct Washington Star and Los Angeles Herald Examiner, observed, “In the real world, it’s bottom-line journalism.”40

“Profit” is not a dirty word, of course. No company can survive without it. And during recessions, every company tries to find ways to cut costs while still remaining a viable entity. It is not just a media problem.

Media analyst John Morton, however, believes news companies have been using the wrong tactic to reduce costs when they have cut back on the editorial product. Cutting newsroom rosters and news coverage, he said, “seems like a clear path to eventual doom, especially in an era in which the Internet is increasingly capturing eyeballs and advertising once securely held by newspapers.”41

Readers are abandoning newspapers and TV news for many reasons, including a diminishment of journalism quality.

Conglomerates aren’t all bad. Are they?

Large size alone does not necessarily lead to abuse of press responsibility. Indeed, larger size has the potential of enhancing responsible journalism by making more resources available, enabling the news outlet to stand up to government and commercial pressures, and allowing more opportunity for printing or airing more news and information. Some of the most respected journalism is provided by large organizations, such as the Associated Press, the New York Times Company, and the Washington Post Company. Responsible journalism also can be provided by much smaller companies, such as the Eagle-Tribune of Lawrence, Massachusetts, which has won two Pulitzer Prizes.

Resources can be used to improve the journalism mission and expand the business mission. There is a need to do both. However, larger size increasingly is used primarily for the business mission—to satisfy stockholders and private investors, increase company value, and drive out competitors.

There’s no question that the newspaper chains, broadcast giants, and other media conglomerates have many advantages to offer. There’s even the argument that in this day of greatly fragmented audiences the conglomerates are essential.

Media author Benjamin M. Compaine noted, “There is no compelling evidence that newspaper readers have been ill served by the trend toward groups. There are at least as many documented cases in which a newspaper purchased by a group was substantially improved as there are cases in which a paper was weakened.”42

It should be noted that no study has ever verified such a fifty-fifty split. I know of a few newspapers that were improved by chain ownership but many more that were harmed.

The strengths of large companies, and the key points made by their defenders, are regularly put forth by David Demers of Washington State University. He believes “most of the criticism against the corporate newspaper is more myth than fact.”43

For years, Demers has researched operations of “corporate newspapers,” which he defined as large companies with complex organizational structures, as opposed to the “entrepreneurial newspaper,” which he defined as family owned and managed. (Editor & Publisher magazine estimated that only 20 percent of the nation’s dailies were still in family hands in 2001, and nearly all of those were under one hundred thousand in circulation.)44

Demers maintained that “critics have vastly overstated the adverse consequences of the corporate form of organization.” His research concluded, “Although structurally organized to maximize profits, the corporate newspaper actually places more emphasis on quality journalism and much less emphasis on profits than its entrepreneurial counterpart.”45

Gerald Stone, another educator, noted, “Chains have a distinct economic advantage derived from their experience and expertise in management, marketing and use of the economies of scale. Evidence is that this financial planning sophistication can make newspapers more profitable businesses without debasing the journalistic product.”46

It will be left to you to decide whether you agree with Demers and Stone.

Yes, the mighty can fall—or at least stumble

Huge national and international conglomerates can seem to be omnipotent. Corporations often are punished for illegal activities with huge fines, which the corporations consider a cost of doing business. But punishment often is limited to that. As journalism professor Philip Meyer noted, “A corporation has some of the legal characteristics of a person but with a huge moral difference.” Meyer cited an eighteenth-century English judge’s famous quote, “Did you ever expect a corporation to have a conscience, when it has no soul to be damned and no body to be kicked?”47

However, when sufficiently aroused, public opinion can still bring a measure of control to even the mightiest corporations. For the media, that was demonstrated by the 2011 scandal involving Rupert Murdoch’s News Corporation in Great Britain. The company once was seen as such a powerful force that British politicians and police feared to criticize it; it owned three newspapers in London and was seeking a $12 billion takeover of Britain’s BSkyB pay-TV satellite broadcaster. That quickly changed when public furor erupted over allegations that Murdoch’s News of the World reporters and editors had hacked the cell phones of a murdered child, terrorism victims, and British soldiers killed in Iraq and Afghanistan.

“We have let one man [Murdoch] have far too great a sway over our national life,” declared Chris Bryant, a Labour Party member of Parliament. Zac Goldsmith, a Conservative Party member, said Murdoch’s News Corporation “has grown too powerful and has abused that power.”48 On July 10, 2011, Murdoch responded by closing News of the World, the most-read English-language paper, with circulation of nearly 2.7 million. Resignations, arrests, and legal repercussions against News Corporation still were developing when this book went to press.

Robert G. Picard, who has headed media management institutes in Finland and Sweden, has pointed out that media giants can fail for a number of reasons. Picard wrote, “The rapid and seemingly unending expansion of communication conglomerates at the end of the 20th century . . . might lead some to believe that such conglomerates are self-sustaining, continually expanding, nearly immortal organizations.”49 Picard noted that the fortunes of media companies rise and fall in response to a wide range of market forces, some of which are so dramatic they can affect a media giant’s existence.

That’s borne out by the fact that not one of the media companies among the top ten in 1986, based on revenue, was among the top ten just eleven years later—at least not as the same company.50
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	Largest U.S. newspaper chains




	Many own TV, cable, online and radio




	 

	2010 daily circulation




	Gannett

	4.9 million




	MediaNews Group

	2.6 million




	News Corporation

	2.6 million




	McClatchy Company

	2.1 million




	Tribune Company

	1.9 million




	Top network TV companies




	Many own cable, online and radio




	2010 news viewership




	General Electric (NBC)*

	14.9 million




	Comcast

	13.8 million




	Walt Disney (ABC)

	11.7 million




	Nat’l Amusements (CBS)

	8.5 million




	PBS

	1.1 million




	* In 2011, General Electric sold a 51 percent ownership in NBC to Comcast



	Source: State of the News Media, 2011



	For up-to-date information on ownership, go to stateofthenewsmedia.org/media-ownership or to cjr.org/resources




Picard wondered if a company can get too large and complex. “Size can provide strength and economies of scale, but it can also make enterprises difficult to manage,” Picard wrote.51

No media company is too big to fail or be jeopardized. Several became vulnerable in recent years, usually because of financial strain from too-rapid expansion. Recessions can seriously compromise revenue projections used to justify increased debt load. For details on several that failed or barely survived since 2000, read the online document referenced in the endnotes.52

When they do fail, their assets are bought by other large conglomerates. So, is it all just swapping Monopoly cards?

It is a fact that one large company’s divestiture usually becomes a larger company’s acquisition. Or, lately, a sale or reorganization results in control by private investment firms and lenders. Frankly, daily newspapers and television stations have come to be too expensive for most individuals to be able to buy them.

Fragmentation of media markets

Consolidation, convergence, clustering, profit maximization, stockholder ownership of media companies, layoffs dictated by slow times or Wall Street analysts, stratospheric buyouts and mergers, non-journalism investment firms, international expansion, and market-driven journalism tactics such as infotainment and sensationalism in the news—all will be discussed in later chapters.

It is no coincidence that all of these trends either originated or dramatically intensified with the fragmentation of markets brought by new media technologies, especially in recent years.

Readership of daily newspapers in the United States continues to decline despite a growing population. Younger news consumers tend to turn to Internet news sites and cable news during the week.

U.S. dailies’ circulation Monday through Saturday peaked at 63.3 million in 1984. Total daily circulation has declined every year except one since then, to only 43.3 million by 2010—a decline of about 32 percent in twenty-six years. (Of that decline, 82 percent occurred in the sixteen years since 1994, when the first websites began appearing on the Internet. Coincidence?) Sunday circulation fared slightly better, dropping 26 percent from 1984 to 2010.53
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	Top magazine companies




	 

	2010 daily circulation




	Time Warner

	32.5 million




	Meredith Corp.

	24.6 million




	Hearst

	22.5 million




	Advance Publications

	17.5 million




	Reader’s Digest Assoc.

	16.7 million




	Top radio companies




	 

	2010 audience




	Clear Channel

	167.0 million




	CBS (Nat’l Amusements)

	96.5 million




	Nat’l Public Radio

	27.2 million




	Entercom

	24.6 milion




	Cox Enterprises

	23.1 million




	Source: State of the News Media, 2011



	For up-to-date information on ownership, go to stateofthenewsmedia.org/media-ownership or to cjr.org/resources




Conversely, from 1985 to 2000 non-daily newspapers’ circulation increased from 49 million to 71 million, a 45 percent increase and yet another competitive factor in the decline of dailies.54

Even more devastating for dailies is the industry’s plummeting share of total advertising. U.S. dailies’ share fell to 22 percent in 2010, compared with 29 percent in the late 1970s.55

Television viewership overall is keeping pace with population growth, but the fragmentation brought on by hundreds of new cable channels has brought devastating declines to the audience share of the original three major networks: ABC, NBC, and CBS. For example, as ad-supported cable viewership continues to rise, the three original networks plus CNN and Fox have lost half their viewers since 1984.56 This is devastating under broadcasting’s long-held Sarnoff’s Law, which states that the value of a broadcast network is proportional to the number of viewers.

“It is fragmentation that is bringing increased pressure on us,” said former Tribune Company executive Jack Fuller. “Not a bunch of greedy, Dickensian corporate bean counters. . . . It is in every serious journalist’s interest to help figure out how to beat these new competitors.”57

Preparing for a new media world

To counter the economic problems facing the media, reporters are being required to master several journalism skills instead of only one, as in the past. What else should journalism schools do to properly prepare their graduates for this new media job market enveloped in profit pressure?

Introducing journalism undergraduates to the principles of media management could help in at least six ways.

1. Students will be even better entry-level and developing employees if they have an understanding of why managers make the decisions they do and if they understand the managers’ problems and goals.

2. Basic management principles might help many students realize that eventual ownership opportunities are within their ability. That in turn could motivate them to set such a goal early on and use their first years in the workforce to prepare for careers as entrepreneurs or managers.

3. Students with a basic understanding of some management perspectives will hold a competitive advantage for quicker advancement over students without such education.

4. If nothing else, as new employees they will have improved survival skills for coping with the challenges of working under good and bad managers.

5. Students who study media management will be more knowledgeable as reporters covering complex business and financial stories.

6. Newspaper publishers and TV and radio station managers are often selected from the business and advertising ranks rather than from the news side. Awareness of business and advertising principles can improve chances for young journalists to rise in the ranks toward leadership positions in the media.

All journalists must be aware of the changes and be motivated to adjust to modern business dynamics while still remaining professionals. The vast majority of students are well aware of the problems of inequitable pay and declining morale across much of the industry. Regardless, they have decided they want to enter one journalism field or another.

It should be the paramount goal of journalism schools to prepare students to be able to do the best they can once they enter this new and sometimes frustrating media industry of the twenty-first century.

Media owners feel that competition is greater than ever before. They are concerned about a rapidly increasing number of choices competing for customers’ time, fragmentation of markets, declining daily newspaper and TV audiences, rising costs, and changing public tastes. Most of this can be traced to the Internet.

What’s the biggest challenge? Media owners see it as figuring out how to channel the much higher exposure obtained through the web into cash flow. If you can figure out how to successfully monetize news websites, you could be the CEO of almost any large media company. Most media outlets lose advertising revenue on their online editions, despite the staggering increase in viewership through the web. Even though the Internet seems more and more an important part of the future, only 6 percent of newspapers’ $50 billion in ad revenues in 2007 came from websites.58 TV and magazine sites have also seen substantially increased exposure through the Internet, but they still don’t see the web making up for lost traditional advertising. More on this challenge later.

It’s not that people are not reading the news. Thanks to the web, media companies have audiences much larger than ever before, as can be seen in the table on page 30.59 In fact, it’s estimated that 71 percent of American adults read a newspaper.60 The catch is that readership includes online as well as print—with fewer every year reading print—and consumers don’t realize that most of their online stories are originating with mainstream newspaper and TV outlets.

There is hope that new journalism graduates will begin seeing better job opportunities in the aftermath of the recession that started in 2008. For example, full-time editorial staff had been dropping at newspapers since 2000, but 2010 marked a lessening of layoffs for the first time since before the 2008 recession.61
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For the most up-to-date information on all media companies, see the online site maintained by the Pew Research Center’s Project for Excellence in Journalism, which puts out an annual summary report on all media sectors.62

Another excellent online resource for all areas of the media is the 2011 Federal Communications Commission report “Information Needs of Communities: The Changing Media Landscape in a Broadband Age.”63

Still another important resource available online is the 2011 study by the Tow Center for Digital Journalism at the Columbia Journalism School titled “The Story So Far: What We Know About the Business of Digital Journalism.”64

This book will examine how present and future journalists can cope with today’s challenges, including efforts to strengthen or supplement advertising revenue on the web.

This book’s author is a traditional media person, but both his sons are Internet entrepreneurs. This edition accepts the Internet as a powerful new presence that media companies must accommodate. Each chapter gives attention to the new media, with special emphasis in the entrepreneurship chapter.

First, however, the next chapter will discuss what you need to do to start preparing yourself for a management role in any kind of company. Not everyone can be, or even wants to be, in management, despite the higher pay and benefits. Do you have the right stuff to be a manager?

Supplement

Definitions of common business terms

Because many of the business terms used in the book are unfamiliar to many, the following definitions are offered. See also the searchable database of more than 1,250 business terms available at washington post.com/wp-srv/business/longterm/glossary.

bottom line—The last line in a company’s monthly and annual profit and loss statement (also known as a P&L or an income statement) is what gives the company’s net profit or net loss for the period. The “bottom line,” then, is whether the company made any profit, and how much.

conglomerate—A corporation that also owns other corporations in many fields. For example, Walt Disney owns ABC, but it also owns many other media properties as well as companies in other business categories, such as entertainment, industrial, and retail companies.

convergence—A development among companies that own more than one media outlet where the previously separate news departments of two outlets are merged into one department, perhaps putting broadcast, print, and Internet reporting staffs in the same newsroom.

cross-ownership—Ownership of different types of media outlets (e.g., newspaper, TV, radio) by a single company. Refer to the cross-ownership cartoon. Conglomerates now own so many different types of media outlets that one could own the newspaper in town as well as a television station, one or more radio stations, a shopper, a magazine for the community, surrounding weekly newspapers, and so on. It appears that there is a diversity of sources for the community, but one company might own all of these sources and present the same perspective in all of them.

debt load—Most (but not all) businesses are purchased with borrowed money, which then must be paid back in both principal and interest. Most conglomerates carry substantial debt from acquisitions, and the heavier the debt load the harder it is to pay it off without severe cuts in the acquired companies’ expenses. Often budgets are cut and employees laid off to free up money to meet debt load obligations.

economy of scale—Generally speaking, the larger a company is the more efficient it can be in the delivery of its products. A large company can at least theoretically sell its products more cheaply than a small competitor.

fiduciary responsibility—Fiduciary is a different word for “financial,” although it also has a legalistic definition discussed later in the book. Corporate boards of directors have a legally mandated “fiduciary responsibility” to make decisions in the best financial interests of the corporate owners, the stockholders. In other words, corporations, especially publicly traded ones, have a legal obligation to maximize profits in most instances. (This will be discussed more in chapter 7.)

infotainment—News that focuses on feature stories and information about celebrities and entertainment.

institutional investors—Many publicly traded corporations have had huge blocks of stock bought up by these kind of investors, which include insurance companies, university and government pension plans, mutual fund programs, other corporations with large investment portfolios, and so on. Because of their large ownership stakes, institutional investors have a greater ability to influence decisions of the corporation’s board of directors and executives than individual citizens who own just a few shares. This has added to the pressure for profits, because institutional investors are interested only in maximum return on their investments.

investment firms—These are private, non-journalism companies that pool institutional or wealthy people’s money to invest in starting a new company or acquiring or controlling corporations in financial difficulty. They are often a lender of last resort when banks refuse to accept the risk of a company merger or acquisition. When they invest in starting a company or in the early stage, such financial companies are referred to as venture capital firms. When they buy or invest in an existing company, they are referred to as equity investment firms.65

leveraged buyout—Known as an LBO, this is the term for a company using interest-bearing loans or other financial devices to pay for most of the purchase price of another company, leaving the acquiring company with a massive debt load.

market-driven journalism—A strategy to “give the people what they want,” regardless of whether it is professional or responsible journalism. This often leads to news coverage that is geared toward celebrities, entertainment, sensationalism, and superficial coverage at the expense of reporting on international news, government news, policy analysis, and investigative issues.

Media Monopoly, The—A book by Ben H. Bagdikian first published in 1983 that warned against the increasing consolidation of the media industry into a few large firms. The seventh edition, published in 2004, was retitled The New Media Monopoly. The book’s early concerns about consolidation and bottom-line journalism, derided by many as alarmist, now seem prescient.

mobile journalist—Media companies are increasingly asking journalists to take on several tasks that separate employees once did, such as having one person equipped to take photos, shoot video, write stories, and even post items to the web.

monopoly—When one company dominates a market so much that there is no significant competition.

Munsey, Frank—This nineteenth-century media mogul was most responsible for today’s business model, in which media companies depend on advertising for most of their income and on buying out competitors to become a conglomerate or chain.

oligopoly—When a market is dominated by only a few companies. A “duopoly” refers to when two companies are so dominant that they compete only against each other.

profit margin—The amount of profit compared with the total income. For example, a 22 percent profit margin means that out of every dollar of income that comes in, the company has 22 cents left over after all expenses are paid.

publicly traded—Every corporation issues stock, although corporations that are family-owned issue all of their stock to a limited number of people, such as the owner or owner’s family. A publicly traded corporation sells its stock to anyone willing to pay the price on the stock market.

shoppers—Free publications often distributed on news racks or direct-mailed free to homes. They contain only advertising or have minimal editorial content.

stockholder—A person or institution that owns one or more shares of stock in a corporation, so it therefore is a partial owner of the company who may or may not receive dividend payments each quarter. Another term for stockholder is shareholder.

stock market—Shares of publicly traded corporations are bought and sold on the stock market. Each share is a small piece of ownership in the company. Other terms for the stock market are security markets and Wall Street.

Suggested websites

stateofthemedia.org—The Pew Research Center’s annual report on American journalism

poynter.org—The Poynter Institute

spj.org—Society of Professional Journalists

journalism.org—Pew Research Center, Project for Excellence in Journalism

americanpressinstitute.org—American Press Institute

www.freedomforum.org—The Freedom Forum

nieman.Harvard.edu/reports—Nieman Reports magazine

www.freedomforum.org/first—First Amendment Center

niemanlab.org—The Nieman Journalism Lab


CHAPTER TWO

Preparing Yourself for Management

Most editors have had little management training. We got our jobs because we were good at something else—reporting, copy editing, photography. Then one day we became managers and were asked to master an entirely different discipline.

—Edward D. Miller, Edward Miller Coaching

Leaders sometimes are not good managers. This is often seen in people who start up a business or who work by themselves in their own business. The best managers, however, are leaders as well. Warren Bennis, whose study of leadership is often quoted in business circles, defined the distinction, saying, “Leaders are people who do the right thing; managers are people who do things right.”1

Doing the right thing, by providing inspiring leadership and goals for a company, and doing things right, by operating the company ethically and profitably, are both essential to a company’s success. The late business consultant Peter F. Drucker knew that corporations need leaders and managers because of the immutable law of business: “The only things that evolve by themselves in an organization are disorder, friction and malperformance.”2

Managers see those dysfunctions as their personal enemy—to be conquered and controlled so production and sales can continue, payroll can be met, and customers can be satisfied. Good managers know what Drucker knew: to do nothing results only in more disorder, friction, and malperformance.

The importance of being able to work with others and to motivate them is probably the single most important business skill for the aspiring manager to master.

An insight into just how highly executives prize the ability of a new manager to lead others was put forth a hundred years ago by John D. Rockefeller, founder of the Standard Oil Company, when he declared, “I will pay more for the ability to deal with people than any other ability under the sun.”3

A manager can be the owner, but as we think of the term in this book a manager will be a ranking employee who works for someone else. Using this definition, there are three ranks of managers:

1. senior management, sometimes referred to as executive management;

2. middle-level management, often in the role of heading up a department or division; and

3. first-level or floor-level management, supervising the rank-and-file employees.

Each rank reports to the rank above it in the hierarchy. In fact, even senior managers are not the ultimate authorities that they sometimes seem to be. They also must report higher, to the owner in some companies or to the board of directors in major corporations.

In large corporations there are several layers of each of these three principal management types.

A manager accomplishes his or her tasks by planning, coordinating, and supervising the work done by others. Unless you’re the owner’s kid, you must earn an MBA degree or work your way up to management.

First, get the right job

Everything starts with finding the right job in which to launch a career. In Peter Drucker: Shaping the Managerial Mind, author John E. Flaherty recounted some of Drucker’s thoughts on why he considered a job as a way of achieving growth and self-development. If you want to be a manager someday and are applying for your first “real job” after college graduation, consider Drucker’s advice as recounted by Flaherty: “Drucker was astonished that executives failed to realize the importance of job selection and to analyze potential jobs. He observed that many chose a job for such superficial reasons as slightly higher salary, convenient commuting, or the promise of rapid advancement and other attractive perks.”4

Unless you are desperate and will settle for anything with a paycheck attached, you should carefully research companies before you even apply. There are major differences between different media companies. Some media companies are employment horrors, and others are respected for their excellent journalism.

To paraphrase an early press critic from the days of horses, some media companies make you pull a plow all day, whip you, and skimp on the oats and hay. Other media companies take you into a warm stable after a hard day of work, feed you, and treat you like a member of the family. The personalities of the different companies can be sorted out by asking employees at the company that interests you.

Good journalism is produced consistently at the best newspaper, magazine, television, radio, and news-based Internet companies. But it also can emerge at lousy companies because of the determined professionalism of people. It was once believed, and believed so strongly that the phrase became a business cliché, that happy workers are productive workers. That’s not necessarily true. A closer examination of human nature concluded that some lazy workers were happy because they did not need to be productive, while some conscientious workers were among the most productive even when they were unhappy.

It is now believed that the most consistently productive workers are those who are motivated to do well. Consequently, those who are motivated have a sense of responsibility about their jobs, see opportunity for growth and advancement, and enjoy feelings of achievement. These ideas make up the concept known as “job enrichment.”5 If you want a good start, look for job openings that promise those kinds of dynamics.

Of course, despite Drucker’s disdain for basing decisions on salaries, anyone considering a job wants to know if the salary being offered is a fair one. Salaries are always unknown territory to people who are starting out. The figures in the following chart are from the annual surveys of journalism and mass communication graduates conducted by Grady College at the University of Georgia.6 They show the average starting U.S. salaries by industry for nonmanagement positions. (You won’t start as a manager unless you have a business degree, preferably a master’s of business administration degree, or MBA.) Salaries were depressed for several sectors in 2009 because of the recession that started in 2008 and continued for some into 2011. In 2010, for the first time, online companies jumped to the highest-paid sector of the media for entry-level workers.
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	Salaries for graduates



	Getting started in media companies
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	Source: Grady College, University of Georgia




The traditional cynical humor is that nobody pursues a career in journalism for the money. Though they certainly rank below salaries offered graduates in many other programs, many media salaries have been going up in recent years. And, of course, some media companies pay more and some less than the averages cited in the Grady study.

Or, create your own job

When seeing such salaries, it might occur to you that perhaps a person with the ability to be a manager should think about starting a business, especially in this Internet age. Many successful web-based businesses have been started by people with little or no business experience. Yes, some are even making a living now by blogging.

If you are interested in starting a web-based business, read the rest of this chapter with that perspective in mind and see how its ideas also could apply to an entrepreneurial individual. The time management and other skills discussed in this chapter are just as important to the self-employed as to those looking for management positions in a company environment. Entrepreneurship on the Internet will be discussed in chapter 11.

Getting discovered and climbing to the top

Unless a close relative owns a business, or you start out on your own as the previous section suggested, the likelihood is that you will need to become successful the hard way—by starting on one of the lower rungs of a company’s ladder. These ideas for preparing yourself for
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Surviving in the cross fire







Managing yourself—handling time































Not just anyone can be a manager
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Some U.S. media groups with holdings in both
daily newspapers and TV in 2012
Newspapers and TV stations are often in the same city

v

Chain Dailies ~ stations  Other major holdings

Gannett Co, Inc. 8 23 non-dalies, USA Weekend, Army Times,
Gannett Healthcare, 17 British dailies

‘Tribune Company 10 23 WGN cable, non-dailies, radio
stations, magazines, foreign-language
papers, Tribune Media Services

News Corporation 2 7 24 non-dailies, WS/ Sunday,
satellite TV, international media, cable,
movie companies, international dailies

MediaNews Group 57 1 2 radio stations, 120+ non-dailies

Hearst Corporation 55 29 2 radio stations, magazines, weekly
papers, cable

E. W, Scripps Company 16 19 cable, news service

Community Newspaper

Holdings, Inc. 82 4 52 non-dailies

Cox Enterprises, Inc. 4 i 86 radio stations, online properties, cable
channel, 12 non-dailies

Schurz Communications 14 6 4 weeklies, shoppers, 13 radio

stations, cable
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Media General 41 weel

Washington Post Company 2 6 Slate online, non-dailies, Cable ONE,
Kaplan

Journal Communications

(Milwaukee) ' 1 46 non-dailies, 33 radio stations

Block Communications 2 5 cable

Dispatch Printing Company

(Columbus) ' 2 1radio station, cable, 42 non-dailies

Mormon Church 1 ' radio stations

Gazette Company

(Cedar Rapids, IA) ' ' shoppers, marketing firm

Landmark Media Enterprises 9 2 cable, 120 non-dailies, Weather Channel,

magazines

Source: “Annual 100 Leading Media Companies.” Advertising Age 81, no. 34 (September 27, 2010):
26-30; “Who Owns What?,” Columbia Journalism Review, a cjr.org/resources; as well as related
faienasier Artlidin, corporsie webslter and annusl sepock
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1. Tribune Company™ 32 Newspapers, TV and radio stations

12 Sirius XM Radio 24 Pay-by-service radio

13 McGraw-Hill Companies 24 Magazines, TV stations, books

14, New York Times Company 23 Newspapers, online properties

15, Univision Communications* 20 Radio, local TV stations

16 Washington Post Company 17 Newspapers, magazines, local
TV stations

17 Liberty Media® 16 Cable TV channels, TV stations

8. McClatchy Company 15 Newspapers, online properties

19 MediaNews Group* 3 Newspapers

20 Meredith Corporation 1 Magazines, local TV

Source: Pew Center, Project for Excellence in Journalism, “The State of the News Media 20107 and
“Annual 100 Leading Media Companies;” Advertising Age 81, no. 34 (September 27, 2010): 26-30.

* Revenue from privately owned companies is uncertain.
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Billion-dollar U.S. media conglomerates
with news-generating operations

Based on annual reports and other diverse sources.
(Media income s a fraction of the total for many diversified conglomerates.)

Rank  Company 2009 revenue  Major holdings
(in s billions)
1. Comcast/NBC-Universal 381 NBC, cable TV, film
2 Time Warner/TW Cable 32 Magazines,cable TV, film, HBO,
video games, DC Com
3. National Amusements* 307 2BS, film, video gaming
4 Walt Disney Company 182 ABC, film, entertainment
prope
5. News Corporation* 161 Books, papers, TV stations, cable
6. Cox Communications n3 Cable, online properties,
newspapers, TV and radio stations
7. Advance Publications® 67 Newspapers, cable, magazines
8 Gannett 48 Newspapers, TV stations
9. Clear Channel* 39 Radio stations
10, Hearst" 33 Newspapers, TV stations,

magazines
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The number of companies that own more
than half of US. media outlets
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2009

Online $31,200
Cable Television 26,500..
Public Relations 31,000..
Advertising 32,000..

Specialized Information 32,00
Consumer Magazines 30,501
Daily Newspapers 27,04
Radio 29,000..

Broadcast TV 24,880..
Weekly Newspapers 24,96
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Media Management
in the Age of Glants

Dennis E Herrick
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Newspaper website readership (unique views)

Newspaper May 2010 views Average pages

per visitor
1 New York Times sites 32,530,000 2
2. ‘Tribune Newspapers 24,753,000 14
Advance Internet 18,053,000 18
4. USA Today sites 16,771,000 9
5. Washington Post 16,677,000 u
6. McClatchy Corporation 13,987,000 15
7. MediaNews Group 13,362,000 u
8. New York Daily News 12,502,000 10
9. Hearst Newspapers 12,017,000 16
10.  Wall Street Journal Online 11,325,000 10

Sauree: Suzanne M. Kischhofl,The u> Newspnpnrlndu:lry in Transition” Congressional Research
9 2

accessedJanuary 24,201

Note: Online traffic can fluctuate wildly from month to month. Wall Street Journal Online is a paid
site, and many of the others partly include visits behind paywalls.






