


• To help restore the viability of the journalism business model.

• To provide the technology and market intelligence publishers must have to 

generate revenue from readers and distributors for their digital content, 

through a flexible hybrid paid model.

• For print publishers, to restore the value proposition of the print medium 

by eliminating the fully free alternative.

• To help consumers through this transition by simplifying the process by 

which they can gain access to paid content. 
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The Mission



The Founders
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STEVEN BRILL has created new paradigms for old industries (The American Lawyer 

Magazine and its spinoff daily and weekly newspapers) has created, staffed and run start-up 

businesses (e.g., Court TV) and is a committed journalist.

L. GORDON CROVITZ has actually built, staffed and overseen successful paid content 

models (oversaw The Wall Street Journal Online, founded Factiva and serves on the board 

of ProQuest) and is a committed journalist.  

LEO HINDERY, JR. has built, run, and expanded major content businesses (San Francisco 

Chronicle, TCI, AT&T Cable, YES Network) and has unparalleled expertise in media finance 

(InterMedia Partners).

DAVID BOIES & THEODORE OLSON, two of the most accomplished U.S. lawyers serve 

on the Journalism Online board of advisors.



Paid Model: The Time is Now

• Publishers are urgently focused on reinstating the dual revenue model by 

adding consumer revenues to the advertising revenue that alone cannot 

sustain the business. 

• Many categories of online display advertising are under pressure due to 

excess inventory.

• Recurring subscription revenues provide a stable revenue stream and 

mitigate structural and cyclical pressures on advertising.

• The ñfreemiumò strategy retains advertising inventory while adding 

subscribers.

• Newspaper, magazine and online publishers can generate new revenues.
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Consumers: Willing to Pay
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52%

17%

12%

11%

4% 4%
None

$1-$3

$4-$6

$7-$10

$11-$15

More than $15

How much would you be willing to pay for 
online news content if asked?

15%

85%

Do you currently pay to 
subscribe to any online

news content? 

Yes
No

International markets show

similar or better results

SOURCE: “WILLINGNESS TO PAY FOR NEWS ONLINE: KEY FINDINGS FROM 

AN INTERNATIONAL SURVEY,”  BOSTON CONSULTING GROUP,  NOVEMBER 

2009

Few American consumers currently pay to subscribe to news online, but if 

asked, 48% say they would pay.
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Multiple Revenue Streams

• Traffic to many news sites continues to grow, but key categories of online 

advertising revenue are declining. 

• News sites rely chiefly on display advertising, which is a declining share of 

advertising spending, especially versus search advertising. 

• The slowed growth and even decline in online advertising revenue suggests 

that advertising alone cannot support journalism online.

òPeople who are looking for content are looking for content. 

People who are looking for shopping are looking for shopping.

ïSucharita Malpuru, Forrester Research

ò



Why Press+?

1. Even the biggest publishers need a technology provider to enable them to maximize 

online subscription revenues, while retaining ownership of their customers.

2. For publishers, building their own commerce tools would be slower to market, far less 

flexible, and far more expensive than using Journalism Onlineôs Reader Revenue 

PlatformÊ.

3. Publishers will be able to cross-market access through our engine for ñall you can readò 

packages.

4. Our Reader Revenue PlatformÊ platform will yield data for marketing intelligence to 

help publishers change consumer expectations that online access must be free.

5. As the transition to paid access occurs, consumers will benefit from having a single, 

convenient account for their online news.

6. We will help consumers discover content they value from among our affiliates, 

accelerating the acceptance of the paid model.
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1. A Common Platform. Our e-commerce platform for publishers enables consumers to buy 

annual or monthly subscriptions, day passes or single articles from multiple publishers 

using the same account and password. The e-commerce engine resides on each 

publisherôs siteðwe are not creating a competing destination site or aggregating and 

hosting publishers' content.

2. Participation In Topic-Based Packages. We aggressively market all-inclusive annual or 

monthly subscriptions for consumers who want to pay one fee to access common areas of 

content across the sites of Press+ affiliate members (such as by general topic, specific 

subject, country or region).

3. Reports From the Front Lines. As the industry is rebuilt, we provide reports based on 

consumer data to member publishers on which strategies and tactics are achieving the 

best results in building circulation revenue while maintaining the traffic necessary to 

support advertising revenue.

4. Restoring a Balance of Power. We will help establish improved terms with distributors 

such as with electronic readers and search engines.
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Our Services to Publishers



Reader Revenue PlatformÊ 

MAXIMIZE CONVENIENCE WITH A UNIVERSAL ACCOUNT

1. A single, protected account allows users to access content 

across multiple sites on multiple platforms with one username and 

password.

MAXIMIZE PAYMENT FLEXIBILITY WITH OUR PUBLISHER 

CONTROL PANEL

2. High Activity Pay Points (HAPP)Ê: Allow users to view a certain 

number of free articles per time period before charging. Number can 

be changed at any time.

3. Selected Content Pay Points (SCPP)Ê: Designate certain 

pieces or types of content as free and others as paid. Designations 

can be changed at any time.

4. Time-Based Pay Points (TBPP)Ê: Charge users for content 

based on how long it has been posted, e.g., paid access for first six 

hours after content posts and free access afterward. Time periods 

can be changed at any time.

5. Enhanced Service Pay Points (ESPP)Ê: Allow users to pay for 

more frequent updates, comment board access, ability to share 

content with friends or other special services. Adjustments can be 

made at any time.

6. Market Access Pay Points (MAPP)Ê: Adjust payment points and 

amounts based on whether users are in- or out-of-market.

7. Preview Activity Pay Points (PAPP)Ê: Decide how much of 

each article users can view before paying; make changes by ñturning 

the dialsò at any time.

OPTIMIZE REVENUE BY MAXIMIZING SUBSCRIPTION OPTIONS

8. Single-article micropayments.

9. Multiple-article or time-based micro-subscriptions.

10. Weekly, monthly or annual subscriptions.

11. Bulk subscriptions across multiple publications.

12. Print/online subscription bundles.

MAXIMIZE UP-SELLS WITH ELASTIC SUBSCRIPTIONS

13. Allow users to convert micropayments into monthly or annual 

subscriptions.

14. Option to allow users to óreturnõ articles, with fraud protections to 

limit abuse.

MAXIMIZE RETAIL AND OTHER ANCILLARY REVENUE

15. Earn extra revenue by allowing users to purchase products 

related to content, such as a book mentioned in a book review.

MAXIMIZE ALTERNATIVE REVENUE

16. Allow for readers to become ñmembersò of a publication-based 

premium group or to support the publicationôs public interest 

journalism. 9



An Unobtrusive Interface
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SMALL ICONS 
INDICATE 
PREMIUM 

CONTENT TO 
USERS AS 

THEY SCAN 
DAILY 

HEADLINES



Friction-free Paying
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THE USER NEVER 
LEAVES THE SITE. 
REGISTRATION, 
AUTHENTICATION , 
AND PURCHASES 
ALL TAKE PLACE 
WITHIN A SINGLE 
DIALOG BOX



Early Press+ Publishers Are Experimenting With a Variety of Models
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Examples of  Paid Access

MEDIANEWS GROUP
Large Newspaper Group with Over 80 Newspapers

Background: MediaNews is moving toward paid content on its websites, but plans to test which models will 

work best at this point.

Solution: Rather than implementing Press+ across all of its websites, MediaNews is testing paid subscription 

on two of its medium-sized titles. The sites will implement metered access models with bundled discounts for 

print subscribers. MediaNews will use data from those experiments to assess how to approach paid content 

on its other properties.

THE INTELLIGENCER JOURNAL

Lancaster, Pennsylvania

Background: The Journal noticed that a large 

number of readers were reading obituaries from out of 

town every day. 

Solution: Experimenting with a metered access 

model on the Obituaries section for out-of-market 

readers.

GLOBALPOST.COM

Background: GlobalPost is a donation-based 

online-only global news source. It has a highly 

engaged audience and needs a more sophisticated 

donations marketing engine.

Solution: Using a metered approach to soliciting 

donations from the most engaged, active readers –

those most likely to pay.



• Myth One: òItõs an Either/Or Propositionó

• Think 88/91  (keep 88% of page views, 91% of ad revenue).

• Think ñhybridò models, sampling and ñfreemiumò strategies.

• Think premium CPMs and focusing on most engaged readers.

• Think optimization of high-margin revenues.

• Myth Two: òItõs Only About Online Revenueó

• Itôs also about the value proposition of print.

• Itôs also about print subscriber acquisition and retention costs.

• Itôs also about keeping the direct relationship with readers.

• Itôs about making the internet an asset, not the enemy.

• Because itôs ultimately about delivering information to your best customers however 

they want it, now and in the future.
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Myths of  the Paid Model



Projections
Having finally moved past these myths, publishers now see the prospect of 

incremental high-margin revenues.

1.Our model assumes a hybrid, ñfreemiumò model of both free and paid access, with publishers seeking 

to convert their 10% most engaged online users to become paying subscribers.

2.For print publishers, value includes benefits to the overall franchise through added pricing power in print 

and reduced print circulation marketing costs.

3.Newspaper with a print circulation of 330,000 and monthly online unique visitors of 3 million: $6 million 

in Year One, $12 million in Year Two.

4.Newspaper with a print circulation of 130,000 and monthly online unique visitors of 1 million: $2 million 

in Year One, $4 million in Year Two.

5.Magazine with a print circulation of 900,000 and monthly online visitors of 6 million: $6.5 million in Year 

One, $23 million in Year Two.

6.Web site with monthly online unique visitors per month of 7.5 million: $4 million in Year One; $23 million 

in Year Two.

Press+ has now signed Letters of Intent with Affiliates representing 

more than 1,300 newspapers and magazines. 14


