Case Study

Pressed to Change
Business model innovation and integration
in the British local newspaper industry
Case study for NEMODE, an initiative under the Research Council UK
Digital Economy Programme

Author: François Nel
University of Central Lancashire
April 2013

School of Journalism
and Digital
Communication

Pressed to Change:
Business model innovation and integration in the British Local newspaper industry
Author
François Nel
Journalism Leaders Programme
School of Journalism and Digital Communication
University of Central Lancashire
Email FPNel@uclan.ac.uk
François Nel is the founding director of the Journalism Leaders
Programme at the University of Central Lancashire, UK, and
co-founder of the Digital Editors Network. Winner of the
inaugural International Press Institute’s News Innovation Contest
funded by Google, François in 2012 also launched the Media
And Digital Enterprise (MADE) project, which aims to help news
start-ups in the UK and Turkey stay up. The first academic invited
to join the World Editors Forum of the World Association of
Newspapers and News Publishers (WAN-IFRA), François initiated
the World Newspaper Future & Change Study (now the World
Newsmedia Innovation Study) and in 2013 became the first
new media specialist to be named as a Fellow of the European
Entrepreneurship Educators Programme (3EP).

For citations
NEL, François (2013) Pressed to Change: Business model innovation
and integration in the British local newspaper industry. A case study
for NEMODE, an initiative under the Research Councils UK (RCUK)’s
Digital Economy research programme, April 2013. Preston: UClan

Acknowledgements
This case study has been funded by NEMODE, an initiative under
the Research Council UK (RCUK)’s Digital Economy research
programme to bring together communities to explore new
economic models in the Digital Economy. The author gratefully
acknowledges the support of the following institutions in the
preparation of this case.

School of Journalism
and Digital
Communication

THE

J URNALISM
LEADERS PROGRAMME

2

|

PRESSED

TO

CHANGE

–

CASE

STUDY

Introduction

T

HE newspaper business has never been simple, but its dual
business model has typically been straightforward: on the
one hand, compile news and information for which readers pay
in time and/or money, and then, on the other hand, sell their
attention on to advertisers looking to connect with customers.
Through the 20th century that approach proved pretty robust.
No longer. The industry’s health, under pressure since advertising
share started slipping in 2005, worsened dramatically in 2007
with the advent of what has become known as the Great
Recession – and continues to struggle into 2013.1 Circulation,
advertising revenue and profit margins have all fallen, taking staff
numbers and, increasingly, even entire operations down with
them.
The prognosis was grim and the prescribed remedies sometimes
drastic. Leading industry analyst Claire Enders said she expected
up to half the local papers2 to close in the five years between
2007 and 2013. Speaking to a media convention in 2008, then
UK culture secretary Andy Burnham was blunt:
The old media world has ended and the sooner we
say so the better. With it must go old thinking. But
the difficulty we all have is this: it doesn’t yet feel
like an era of new possibility, and change we can all
believe in, but one of threat and decline. My main
message today is: we need to break out of this
thinking and we can but only if we look beyond our
own backyards and see the bigger picture.3
That UK regional newspapers needed to look beyond their
‘backyards’ and consider new ways of thinking about their
business models has been clear for some time. Precisely what
that has meant has not been quite as apparent. And whether
newspapers have intended to do so has been even less obvious.
This case study will examine the key activities and performance of
leading media companies over the past five years, and consider
whether these indicate a ‘new way of thinking’ about business
models for the regional press. n

1

Kirwan, P. (2009)

The Newspaper Society (UK) defines a regional/local newspaper as: ‘Any
publication in written form, on newsprint or similar medium, published in the
British Isles (excluding the Irish Republic) at regular intervals not exceeding seven
days, and available regionally rather than nationally (i.e., not available throughout
all or most of the British Isles). It should contain news and information of a general
nature, updated regularly, rather than being devoted to a specific interest or topic’
(Newspaper Society 2013)
2

3

Burnham, A. (2009)
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Critical Perspective

B

EFORE we delve into the details of the study, it would
be prudent to briefly note the key critical perspectives on
business models that helped inform this report. It has been
widely acknowledged that, whilst business models are frequently
discussed, the term is often misused and poorly understood,
particularly in the fast-changing digital context.4 For that reason,
it would seem judicious to heed scholarly advice to step back
from the variety of business activities to contemplate the basis
and the underlying characteristics that make commerce possible. 5

With that in mind, this study views the material through the
lens of what Kazem Chaharbaghi, professor of management at
the University of East London, classes a ‘meta business model’,
comprising the three interrelated themes that typically weave
through most discussions about business models: (1) the way
of thinking; (2) the operational system; and (3) the capacity for
value creation. The author is also mindful of warnings that, whilst
the distinction of each is essential for explaining the concept of
business, using each of these strands ‘will lead to a dead end’.6
As such, this exploration of the changing business models of
regional newspapers in the UK considers not only the current and
historical context in which the companies operate, their activities
and the outcomes of those efforts, but also pointedly reflects on
the mindsets that inform them.

Ways of Thinking
In the context of the newspaper industry in the UK, the
struggle between the ‘old way of thinking’, which Burnham
claimed underpinned the ‘old media world’, and a new way of
thinking that would bring about a ‘new media world’, centred
on assumptions about whether the Web is a revolutionary
force, or an important, but merely evolutionary, influence.7
These opposing perspectives, respectively, long-termist and
short-termist, also reinforced what UK media analyst Peter
Kirwan saw as divergent views on the fortunes of the UK
regional press coming from the ‘Cyclists’ and the ‘Structuralists’.8

For both camps, the key question had both qualitative and
quantitative dimensions: could local news organizations continue
to provide value to both news consumers and businesses at a
scale that would ensure the viability of a sector that in 2007 was
worth £4 billion to the UK economy, routinely delivered profit
margins in excess of 20 per cent and employed 41,550 people,
with a full-time equivalent level of 37,785, which excluded an
estimated 110,000 news deliverers? 9 10
The Cyclists saw any downturn as a consequence of recurring
fluctuations in the economic cycle. All the industry needed to
remain relevant, they argued, was a digital facelift and then, as
soon there was an upswing in the economy, communities keen
for local news and information would resume buying their papers
in print and digital formats, whilst individuals and businesses with
goods and services to sell would also again turn to local news
brands to advertise their wares across multiple channels.
The Structuralists, on the other hand, argued that the Web’s ability
to facilitate interaction enabled a radically different relationship
between users11 and traditional media, as well as amongst users.
As a consequence, industry analyst Claire Enders has argued, there
would not only be an acceleration in the steady decline in readership
(and the associated income from newspaper sales), but also a major
slump in the other key revenue stream for the industry: advertising.
Giving evidence to the House of Commons Culture, Media and
Sport Committee’s 2009 inquiry into the future for local and regional
media, Enders forecast that the UK’s newspaper industry would
suffer a 52 per cent drop in advertising revenue from 2007–2013
and that, as a result, revenue from advertising for local media was
declining at twice the rate it was for national titles.12
Online would be no substitute for print advertising or the printed
word, said Enders, and pointed out that the average reader of a
regional newspaper print edition was worth £100 a year to the
title in income, whilst the average reader of that title’s website
was worth £2 a year.

Operational Systems and Value Creation
4

Nel, F. (2010) ‘Where else is the money?’

5

Chaharbaghi et al. (2003)

6

Ibid, p. 375

7

Burnham, A. (2009)

8

Kirwan, P. (2008)

9

Newspaper Society (2008)

Whilst this study focuses on the case of the UK regional press, the issues echo
worldwide. In a ‘New Revenue Strategies’ report from the World Association of
Newspapers (WAN), Shaping the Future of the Newspaper Project (Stone, 2006),
the psychology of media companies about the Web is said to have reflected the
‘predictable two- to five-year [four-stage change] cycle’ described by Scott and Gaffe
(1990) – denial, resistance, exploration and commitment: ‘First, publishers reject the
new idea, in this case, the development of a new media business. Then, resisting
developing online advertising strategies, but perhaps allow some dabbling in them.
Then, convinced a revenue stream exists, publishers change gears and accept the
new orientation, and finally become completely engaged in the new business
when the medium proves itself as a moneymaker’ (2006, p. 10, emphasis added).
Significantly, the introduction to that report seemed to imply publishers varied in
their views about the extent to which ‘new revenue’ would come from activities
on new channels, i.e., the Web, but not necessarily that such revenues could come
from new activities, i.e., revenue streams other than advertising.
10
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To remain viable, publishing companies would clearly need to
re-imagine their value propositions, as well as the operational
systems that delivered them. In an essay entitled, Thinking the
Unthinkable, American new media commentator and teacher
Clay Shirky argued that ‘it makes increasingly less sense even
to talk about a publishing industry, because the core problem
publishing solves – the incredible difficulty, complexity, and
expense of making something available to the public – has
stopped being a problem.13 And to those people committed to
saving newspapers who demand to know, ‘If the old model is
broken, what will work in its place?’, Shirky offered this answer:
‘Nothing. Nothing will work. There is no general model for
newspapers to replace the one the internet just broke.’

11

Nel, F., Ward, M. and Rawlinson, A. (2006)

12

Enders, C. quoted in Luft, O (2009)

13

Shirky, C. (2009)

Critical Perspective

(continued)

And the way forward? Shirky, distinguishing between
newspapers and journalism, advocated experimentation. ‘For
the next few decades, journalism will be made up of overlapping
special cases[…]. Many of these models will fail. No one
experiment is going to replace what we are now losing with the
demise of news on paper, but, over time, the collection of new
experiments that do work might give us the journalism we need.’
Other prescriptions were more specific. Harvard Business School
professor Clayton Christenson, who coined the phrase ‘disruptive
innovation’, weighed in with ‘Newspaper Next (N2)’, a project
commission from Christensen’s Innosight consultancy by the
American Press Institute. Spun as ‘a blueprint for transformation’,
N2 advocated that news organizations take a market-oriented
rather than product-oriented approach to their businesses. A
detailed ‘game plan’ described how publishers could grow their
business by considering the ‘jobs to be done’ (online and off) for
both current consumers and non-consumers.
In the UK, the Society of Editors chose as their theme for the
2009 annual conference, ‘The Fightback’.14 Announcing the
event, then SoE president Nigel Pickover, editor of the Evening
Star, Ipswich, said, ‘[O]ur main focus will be on fighting back to
recovery from the combined effects of recession and structural
change that are having [a] dramatic impact on the media[…]
previous conferences have spotlighted the amazing innovation
demonstrated by traditional media companies, and the ingenuity
and adaptability of editors and journalists. This year we will show
that, despite tremendous battering, the media at all levels is more
than ready to take on new challenges.’15
Just how the regional press has gone about tackling the
challenges – and the extent to which their efforts to ‘fight back’
have succeeded – will be explored next. n

14
See: http://www.societyofeditors.co.uk/page-view.
php?pagename=Conference2009
15
In the interests of transparency, it should be noted that this author was an
invited speaker at that conference and presented a paper entitled, ‘Where Else is
the Money?’ in which he challenged publishers to build online business models
that looked to revenue streams beyond advertising and content sales. See: Luft, O.
(2009) ‘#soe09: Online newspaper business models – where else is the money?’,
Journalism.co.uk, 16 November, [online], http://blogs.journalism.co.uk/2009/11/16/
soe09-online-newspaper-business-models-where-else-is-the-money/
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Background to the Regional Press in Britain
A Case of Integration and Consolidation in
Scope and Ownership at Industry Level

B

EFORE we examine the direction local newspapers are
travelling, let’s briefly remind ourselves of the journey they
took to get here.
Britain’s local press can trace its history back more than 300 years,
to the time of William of Orange. And even a brief examination
of its history highlights themes –political, social and economic
– that still echo through the local and regional press, which,
according to the Newspaper Society, at the start of 2012 was still
the UK’s most popular print medium (read by 31 million people
a week) and amongst the sector’s largest job creators (employing
30,000 people, including 10,000 journalists).16

Though William Caxton had introduced the first English printing
press, in 1476, its use to print regular, periodic news was slow
to evolve as, on the one hand, authorities sought to rigorously
control it, whilst, on the other hand, the (largely illiterate)
population relied on other channels (town criers) for news.17
However, once the right to a free press was established, the
industry grew rapidly: by 1800 there were about 100 titles, all
weekly; by 1900 there were about 1,400 weeklies, 70 daily
morning papers and 100 evening papers.18 This was the high
point of the regional press in terms of titles published, but
readership continued to increase in the first half of the 20th
century to its peak in the 1950s, when there were approximately
25 morning papers, 75 evening papers and 1,200 weeklies,
selling a total of 22.5 million copies per issue19 at a time when
the total population of the UK was just over 50 million.20
By the early 1960s, publishers had reached saturation point in
most parts of the UK; for example, one or more titles published
by the East Midland Allied Press was read by 88 per cent of the
local population.
Regional newspapers were not only popular, they could be very
profitable too – with margins ranging from 10 per cent in 1937,
through 18 per cent in 1947, to 20–30 per cent in the 1990s and
the early years of the 21st century, before falling steeply from
2008 onwards.22 Nonetheless, in 2011 Johnston Press and Trinity
Mirror, two of the country’s largest newspaper groups, boasted
profit margins of 17 per cent and 14 per cent, respectively.23

16
Carabine, L. (27 March 2013) ‘Research into local and regional press’, e-mail to
Nel, F.
17
Newspaper Society ‘History of British newspapers’, [online], http://www.
newspapersoc.org.uk/history-of-british-newspapers (Accessed 12 February 2013).
18
According to ‘The British Press’, a central office of information pamphlet,
pamphlet 97, published in 1974 by Her Majesty’s Stationery Office, although
printing was known to be in use in England by 1500, there were strict laws against
printing not licensed by the Government, which continued until Parliament allowed
censorship to lapse in 1695.

The source of this profitability was not simply the newspaper
product, but the overall service it provided. As Anderson et al.
noted, ‘Legacy publishers don’t sell content as a product. They
are in the service business, with vertical integration of content,
reproduction and delivery.’24 Traditionally, this vertical integration
of content generation (newsrooms) with reproduction (printing),
distribution (via trains, trucks and, often, boys on bicycles) and
sales (newsagents and street vendors), carried high capital costs
which reduced competition and created bottlenecks where
audiences and advertisers were persuaded to pay. Audiences paid
for the convenience of the aggregation and regular supply (or
‘periodicization’) of news and information. Advertisers paid for
ease of access to (would-be) customers.
Profitability has not necessarily come from either growth in
customer numbers or tightening of the so-called ‘bottlenecks’
(increases in charges for advertising space or print editions).
Instead, as the next sections will show, just as consolidation and
integration in various forms have been the key themes in the
industry’s growth, fragmentation and disintegration have been at
the heart of its decline.

‘just as consolidation and integration
in various forms have been the key
themes in the industry’s growth,
fragmentation and disintegration
have been at the heart of its decline.’
In the wake of the expansion of the UK’s national newspapers
in the first half of the 20th century, there was considerable
consolidation of scope and ownership of the regional press in
the inter-war years.25 The new nationals, led by the Daily Mail,
killed off many of the regional morning papers, and forced local
papers to become more distinctively local in their content – a
shift that caused enough public concern to trigger the first Royal
Commission on the Press, in 1947. A historical overview of the
industry published the same year notes that ‘since the year 1900
the ownership of the press has been steadily consolidated’.
The next big wave of consolidation in ownership came in the
mid-1990s. Today’s leading conglomerates – Trinity Mirror, Local
World (a late-2012 merger of the Daily Mail and General Trust’s
Northcliffe Media, and Iliffe News and Media, with further
investment by Trinity Mirror and others), Newsquest (a subsidiary
of US media company Gannett & Co.) and Archant – all grew
through such acquisitions and consolidation. But at the forefront
of this surge has been Johnston Press plc, and its journey vividly
illustrates the overall trends. n

19

Royal Commission 1947; Hobbs, A. (2012) ‘Five million poems’

24

Anderson et al. (2012), p. 7

20

Mitchell, B. R. (1988)

25

Established in 1896, the Daily Mail

21

Royal Commission 1947

26

Hudson, D. (1967)

22

Royal Commission 1947; Competition Commission 1990

27

Local World (2012)

23

Oakley, C. (2012). Speech to Society of Editors

28

Riley, E. (2006), p.10
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Johnston Press
A Case of Integration and Consolidation
at Firm Level

O

RIGINALLY founded as a printing company in 1764 by
Patrick Mair, who moved it from Glasgow to Falkirk three
years later, the family-owned firm was a respected printer
and publisher of religious titles until Mair’s grandson, Thomas
Johnson, launched the firm’s vertical integration into periodic
news publishing when it acquired the Falkirk Herald and
Stirlingshire Monthly Advertiser in 1846 . In 1853, on the back
of growing circulation and demand for advertising, and buoyed
by the abolition of advertising duty29, the paper moved from
a monthly to a weekly. It was almost a half-century before the
company expanded organically by adding a second weekly, the
Linlithgow Gazette, to serve an adjacent county.
The company’s first significant phase of horizontal expansion
started in the 1970s when Frederick Patrick Mair Johnston took
the helm in 1974, grew the firm to 24 titles and listed it on the
London Stock Exchange in 1988, where it was valued at £22
million. The company’s worth had risen to £65 million and it was
already in talks to buy its first daily, the Halifax Courier, by the
time Tim Bowdler joined the company, in 1994.
An engineer who often noted he had no newspaper industry
experience until he was offered the top job at Johnston Press
by Freddie Johnston, Bowdler had a clear mandate: buy up
newspapers (horizontal integration) and increase operating
efficiencies through consolidation of, mostly, non-editorial
functions, such as accounting, human resources, advertising
sales, printing and distribution.30
By 2007, after an extraordinary succession of takeovers, the
company owned 315 local and regional newspapers, more than
any other company in the UK and Ireland, and reported assets
nudging £2 billion and revenues exceeding £600 million.
With profits of 35 per cent, the company’s stock traded at a high
of 4.90 and, though others in the sector also posted healthy
returns, Bowdler was feted as the ‘King of the Regional Press
Industry’.31
It was not to last; 2007 was also the year that:
w

the UK started to feel the effects of what was to become
known as the Global Financial Crisis, which is thought to have
been triggered by the US housing crisis of 2006;

w

telecoms watchdog Ofcom announced that half of UK
households had access to broadband and that effective
competition was driving up speeds;

w

Apple launched the iPhone (released in June 2007 in the US;
November in the UK), the pioneer of what was to become
known as smartphones.

29

Advertising duty had been levied at one pence per copy, Ibid., p. 13

30

Snoddy, R. (2006)

31

Ibid.

Vision 2020

VISION
 Fundamental consumer needs remain
consistent: knowing what's happening
in your local community and having a
trusted platform to engage in the debate
 Reaching an engaged audience with
services of interest to them remains
a key marketing goal of local and
national businesses
 Serving both these communities, audiences
and advertisers, in a trusted, quality, and
authentic way, will remain the core focus
of Johnston Press

 It will be much more of a partnership
with the communities we serve
 Building deeper relationships with our
audience and advertisers will enable us to
move beyond publishing and our traditional
footprint into providing services that make
the lives of our audiences and advertisers
easier, more efficient, better informed,
and more fun, whether they live in,
commute to, or visit our communities

 The future of local media will however
be very different in its delivery. It will
be predominantly digital on a daily and
hourly basis with most print editions
being a weekly, in-depth, read
25 April 2012 Towards 2020
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www.johnstonpress.co.uk

Vision 2020

WHAT WILL LOCAL
MEDIA BE LIKE IN 2020?
REMAINING
RELEVANT

Community is becoming more,
not less, important

REMAINING
POPULAR

Continue to focus on news, business,
sport, entertainment, and community

REMAINING
EFFECTIVE

Advertising will continue to be a mix of Property,
Autos, Jobs, Classifieds and run of page,
complemented by large increase in behavioural
targeted advertising and genuine national advertising

REMAINING
PRODUCED BY
LOCAL PEOPLE

Journalists and ad-sales staff on
the ground, in the heart of the
community - our continuing USP

AND TRULY PANMEDIA WITH
SIGNIFICANT
SHIFTS IN
PRODUCTION AND
CONSUMPTION…

25 April 2012 Towards 2020
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Vision 2020

WHAT WILL OUR BUSINESS
MODEL BE LIKE IN 2020?
MEDIA CONSUMPTION

CONTENT CREATORS

AUDIENCE

2011

2020

DIGITAL

PRINT

USERS

JOURNALISTS

25 April 2012 Towards 2020

PRESSED

DIGITAL

PRINT

4

TO

CHANGE

–

CASE

www.johnstonpress.co.uk

STUDY

|

7

Johnston Press

(continued)

As 2008 drew to a close, Johnston Press’s debt was at around
£700 million, shares had plummeted by about 96 per cent,
Bowdler had stepped down and leading industry analyst Claire
Enders was being derided for predicting that the sector’s
problems were not only cyclical, but structural – and that she
expected about 40 per cent of local papers to close within
five years.32 The following year, speaking at a Commons select
committee hearing on the future of local and regional media,
Enders upped that to 50 per cent.

Highfield clarified just how serious he was about the role of print
when, in April 2012, about six months into the job, he outlined
his vision on how to transform the company in a presentation
entitled, ‘Towards 2020: Transforming Local Media Across the
United Kingdom & Republic of Ireland – Vision, Strategy and
Execution Plan.’36

Vision 2020

WHAT WILL THIS
MEAN FINANCIALLY?

Bowdler’s successor was recruited from within the ranks of the
industry. John Fry, who had been chief executive of the privately
owned local newspaper group Archant, succeeded Bowdler at
Johnston Press in January 2009. His didn’t last long. Just over
two years later, Fry left the company with all the key indicators
– including turnover and profit – pointing south. Speculation
was rife that Johnston Press was a ‘zombie company’, kept alive
by haemorrhaging jobs, it’s largest single overhead, in order
to service the mountains of debt held by (government-owned)
banks, such as RBS.33 It was clearly time for some fresh thinking.

REVENUE
PRINT V DIGITAL

TURNOVER AND PROFIT
(£M)

2011

2020

DIGITAL

This time, the board looked outside the sector and found Ashley
Highfield who, at the time, was a vice-president at Microsoft
responsible for UK consumer and online business including the
MSN portal. The expectation that the man who had once been
named ‘most influential man in technology’ would turn his
back on print was dashed, when, in November 2009, a month
after taking over, Highfield made it plain in an interview with
The Herald in Glasgow that he expected printed newspapers to
continue to play a key role in the company’s future: ‘It is quite
clear to me that newspapers in print are not dead.’34 In response,
The Guardian’s influential media commentator, Roy Greenslade,
asked, ‘Can he be serious?’35

ARPU
(ANNUAL)

PRINT

DIGITAL

PROFIT

PRINT

25 April 2012 Towards 2020

TURNOVER
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Vision 2020

A BUSINESS
BASED ON ARPU
PRINT & DIGITAL
REVENUE & ARPU
(EXCLUDES OTHER JP
REVENUE STREAMS)

500

INCREASING ONLINE ARPU DRIVES PROFITABILITY

£0.70

(£1.4m/
2m users)

£452.4m

£2.00

400

(£10m/
5m users)

£343m

£10.00

(£200m/
20m users)

£4.41

(£53m/
12m users)

£2.87

(£23m/
8m users)

£318m

£353m

£400m

300

TURNOVER (£M)
Digital

200

Print

£32.00

£30.00

£29.50

£30.00

£25.00

(£451m
revenue/
15m users)

(£333m
revenue/
11m users)

(£295m
revenue/
10m users)

(£300m
revenue/
10m users)

(£200m
revenue/
8m users)

2008

2010

2011

2015

2020

128

72

N/A

CURRENT MARGIN+

OVER DOUBLE
CURRENT MARGIN

100
Vision 2020

WHAT WILL OUR BUSINESS
MODEL BE LIKE IN 2020?

£ GROSS PROFIT/£’m/
MARGIN ASPIRATION

Note: Future revenue, profit, and margin numbers are not forecasts
25 April 2012 Towards 2020

BUSINESS MODEL

2012

Product

220 paid-weekly titles
18 dailies

All titles will lead with digital first, few
daily print

Portfolio

75 free titles
238 paid

Fewer free printed papers, integrated
print/online subscription bundles

Subscription

3% subscription

50% subscription - business run on ARPU
basis

7

www.johnstonpress.co.uk

2020

Vision 2020

Brand value

99% value tied to
local brands

Local brands still core, but 20% or
more contribution from local/ national
services, e.g., DealMonster, SME portal,
entertainment listings service

25 April 2012 Towards 2020

32

HoldTheFrontPage (2010)

33

Ponsford, D. (2012)

34

Greenslade, R. (2011)

35

Ibid.

WHAT WILL THIS MEAN
ORGANISATIONALLY?

5
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2012

Staff Mix

Mostly journalists
or ad sales

Many more community
contributors

Staff Layers

Regional and
hierarchical

Flatter and more functionally
organised

Functional
Centres

Multiple printing
sites and call centres

Consolidated print sites
and call centres

Centre v
Local

High degree of
local autonomy

More central templating, regional
editorial hubs where relevant

People

Journalists on the ground in every town (it’s our USP)

25 April 2012 Towards 2020
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Johnston Press (2012)

2020

8

www.johnstonpress.co.uk

Johnston Press

(continued)

Whilst its focus on serving local consumers and businesses might
appear, at first glance, to give the impression that it was just
more of the same, Highfield’s vision and strategy were distinctive
in several key ways, including:
Quantifying and monetizing consumer interaction. Highfield’s
plans were predicated on the assumption that ‘fundamental
consumer needs remain consistent: knowing what’s happening in
your local community and having a trusted platform to engage in
the debate’.37 And, as such, the company’s content strategy would
not only be focused on providing news and information, but also
on providing a platform for community interaction. His vision was
to change the ratio of content created by journalists and audiences
from 90:10 in 2011 to 50:50 by 2020.
Repurposing content generated for and by local geographic
communities into new ‘vertical content’ businesses. Speaking
to a Guardian reporter, he said the idea was that material on
similar topics – such as football, gardening, small business news
and events – would be aggregated and enhanced by social
media to create niche destinations.38 ‘Websites like Mumsnet
have exploited this brilliantly and we can too,’ Highfield said. ‘So
our plan is to create several of these new businesses and then
promote them on a national basis.’ He expected that, by 2020,
such verticals with national, rather than only local footprints,
would account for 20 per cent of revenues.39
Increase share of revenues from digital and from nonadvertising sources. Highfield’s plan sees digital income
shooting up from 5 per cent to 50 per cent of income. This he
expects to come not only from increases in display and classified
advertising, but also from sales of subscriptions to print and
tablet app bundles, expected to rise from 3 per cent in 2011
to 50 per cent in 2020. Highfield sees access to digital content
from mobile devices jumping from 20 per cent in 2011 to ‘mostly
mobile’ in 2020.40 Smart phone income would come from
‘advertising revenues, task oriented e-commerce revenues and
micropayments’.41
Of course, what may appear strategically straightforward is
typically much more complicated in practical terms, but, at the
start of 2013, Enders’s predictions might, at first glance, have
appeared overly pessimistic. After all, whilst 240 titles had shut,
70 new titles had been launched over the previous five years.42

37

Johnston Press (2012) ‘Towards 2020’, p.2

Sweney, M. (2012) ‘Johnston Press chief eyes price rises and Mumsnet model’, The
Guardian, 18 April, [online], http://www.guardian.co.uk/media/2012/apr/18/ashleyhighfield-johnston-press-mumsnet (Accessed 21 March 2013)
38

39

Johnston Press (2012) ‘Towards 2020’, p. 6

40

Ibid., p.5

41

Ibid., p. 13

42

Oakley, C. (2012). op. cit.

Comparison between figures available in the Newspaper Society’s ‘Analysis of
the Annual Local Media Survey’ findings of 2007 and on its website (http://www.
newspapersoc.org.uk/)

As such, at the start of 2013 there were 79 daily regional titles
and 1,083 weeklies, which over the five years were down only 15
and 23 per cent, respectively.43 However, looking at the number
of titles alone masks the extent to which the consolidation has
continued. The distinction between morning and evening titles
had disappeared as evening titles switched to overnight printing
to save costs. A comparison of Johnston Press’s annual reports for
2007 and 2012 illustrated further profound shifts:
w

Daily newspaper titles down to 13 (or 28 per cent) from 18
when five titles switched from daily to weekly printing cycles

w

Weekly newspapers down to 214 (or 29 per cent) from 300
in 2007

w

Digital audiences grew to 10 million (or 20 per cent) from 8
million in 2007

w

Printing sites down to three (or a 73 per cent decline) from 11
in 2007

w

Full-time equivalent staff down to 3,960 (or 48 per cent) from
7,538 in 2007

w

Number of full-time equivalent journalists down to 1,558 (or
44 per cent) from 2,774 in 2007

w

Print advertising down to £181.3 million (or 57 per cent) from
£425.8 million

w

Newspaper sales down to £91.8 million or (10 per cent) from
£102.4 million

w

Digital revenues up to £20.6 million (or a rise of 36 per cent)
from £15.1 million in 2007

w

Operating margins down to 17.4 per cent (or a 41 per cent
decline) from 29.3 per cent

w

Operating profits before non-recurring items down to £57
million (or 68 per cent) from £178 million in 2007.

After his first full year in office, Highfield had some positive
financial news to report. The 2012 results saw a partial
turnaround in the group’s fortunes, with statutory operating
profits of £40.4 million compared to an operating loss of £107
million in 2011.
Overall revenues were down by around 12 per cent from £373.8
million in 2011 to £328.7 million last year. However, the group
achieved overall cost savings of £37.6 million during the year,
enabling it to reduce its net debt from £351 million to £319
million – at the expense of just over 23 per cent of the workforce,
or more than 1,300 jobs.
Highfield noted that they planned to cut a further £25 million in
2013. Whilst he would ‘not rule out’ further job losses, the steep
cuts in headcount would not be repeated on such a scale. ‘No,
there will not be cuts like that this year – we don’t need to,’ he
told a reporter for The Guardian. ‘I wanted to get most of the
pain over as quick[ly] as possible.’44

43

44

Sweney, M. (2013) ‘Johnston Press …’
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Johnston Press

(continued)

He also intended to persist with efforts to shore up print declines
(which had slumped 1.1 per cent overall) by redesigning and
re-launching print titles. He was also bullish about continued
growth in digital revenue, which had increased 12 per cent
to £20.6 million, accounting for 6 per cent of total revenues.
Highfield told the Financial Times the company planned to offer a
‘range of new services to the “hundreds of thousands” of small
and medium-sized businesses with which it has relationships.
The group will start selling products such as Google Adwords to
SMEs and plans to become a “one-stop shop for their marketing
needs”,’ Highfield reportedly said.
The stock market wasn’t sure what to make of it. On the day of
the announcement, shares in Johnston Press, which tend to be
volatile, slipped by 3.8 per cent to 12.75p in afternoon trading;
however, by the end of that week shares were up at 15.50p,
almost double year-on-year. Whilst encouraging, that’s still a very
long way from the highs of nearly 500p Johnston Press had been
trading at in 2007.
The stock market wasn’t sure what to make of it. On the day of the
announcement, shares in Johnston Press, which tend to be volatile,
slipped by 3.8 per cent to 12.75p in afternoon trading; however,
by the end of that week shares were up at 15.50p, almost double
year-on-year. Whilst encouraging, that’s still a very long way from the
highs of nearly 500p Johnston Press had been trading at in 2007. n

Case Study: Scarborough News
Price............................................................................. £1.00
Pages................................................................................104
Readers’ letters.......................................................... 2 pages
Family announcements.............................................. 2 pages
Parish/neighbourhood............................................... 6 pages
Clubs...........................................................................1 page
Classifieds................................................................. 2 pages
Golf club news.......................................................... 2 pages
Local sport................................................................. 3 pages
Pages
Total user-generated content (UGC)........................ 18 pages
Total editorial........................................................... 58 pages
Total advertising and sponsorship............................ 56 pages
UGC to editorial ratio................................................... 18:40
Editorial to advertising ratio.......................................... 58:56
Source: Highfield (2012) Towards 2020

45
Thomas, D. and Cookson, R. (2013) ‘Johnston Press flags continued ad decline’,
Financial Times, 19 March, [online], http://www.ft.com/cms/s/0/1092c958-907611e2-862b-00144feabdc0.html#axzz2Olp2HHe1 (Accessed 22 March 2013)
46
Yahoo! Finance, Johnston Press share-price data, [online], http://uk.finance.yahoo.
com/echarts?s=JPR.L#symbol=jpr.l;range=20130318,20130321;compare=;indicator
=volume;charttype=area;crosshair=on;ohlcvalues=0;logscale=off;source=undefined;
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The Liverpool Daily Post
A Case of Integration and Consolidation
at Operational Level

T

HE newspaper production chain is pretty straightforward
– content (stories and advertisements) is created, then
validated and selected, compiled, printed, distributed and, finally,
consumed. It is very time sensitive. And, as others have noted,
in order to guard against its vulnerability to ‘bottlenecks’ in,
or delays to, the production cycle, newspaper companies have
traditionally aimed for vertical integration of both their content
production and printing operations.47

However, in order to achieve economies of scale in a mature
market, the emphasis shifted to horizontal integration, that is,
cutting costs by using key resources – equipment and staff – to
produce a range of similar products. This, it has been noted,
has been the rationale for the long-term trend which saw the
formation of regional clusters of newspapers that shared, for
example, a printing plant and centralized ‘back-office’ functions,
such as administration.48 We have also seen the near-demise
of the evening paper and multiple editions as publishers have
pursued the efficiencies that come with consolidating printing
and distribution.
In the main, the newsgathering operations – and journalists’
jobs – were, at first, not affected by their integration efforts, as
illustrated by the Journalists at Work study published in 2002
by the Journalism Training Forum, which was set up in 2001 to
advise the Publishing National Training Organization and Skillset.
Based on a self-completion survey by 1,238 journalists ‘and
other data’, the authors estimated that there were approximately
70,000 journalists in the UK.49 50 Of these, roughly 10,000
journalists were in broadcasting and 60,000 in publishing. The
largest publishing employer was thought to be the regional press,
which accounted for about 18,000, or around a third, of all print
journalism jobs. And, whilst acknowledging that it was difficult to
be exact, the report noted that ‘whatever the current number of
journalists, it seems clear that the numbers will continue to grow
in the future’.51 And, drawing on general employment forecasts
that put UK employment growth at 2.5 per cent, the authors
concluded that ‘by 2010, industry forecasts suggest that there
will be an additional 20,000 journalists[…] pointing to significant
demand upon the industry’s training, education and recruitment
infrastructure’.52

47

Alridge (2007) and Doyle (2002)

48

Alridge (2007) and Doyle (2002) op. cit.

49

Spilsbury (2002)

50
Note that a breakdown of these figures is described as: ‘Newspaper publishing
accounts for largest proportion of journalists with 30 per cent working for regional
/ local newspapers and 11 per cent for national newspapers. A quarter work for
magazines, with business sector magazines providing the largest sub sector (15 per
cent of journalists). Just over a fifth (21 per cent) work in broadcasting, with 11 per
cent in radio and 10 per cent in television. Although there are many journalists and
ex-journalists working in the area of public relations, our survey has not sought to
identify these.’ (Spilsbury, p.7)
51

Spilsbury, p. 17

52

Ibid., p. 7.

What a difference a decade makes. With the benefit of
hindsight, we can point to the structural changes in the industry
that have seen shifts in consumer behaviour, consolidation of
enterprises and the convergence of job roles. Cyclical changes
in the economy have further driven down the number of people
employed across the mainstream media.
A detailed examination of journalism employment trends in the
UK by Nel,53 estimated that by 2010 the number of UK journalists
working in the mainstream media were already between 30 and
40 per cent lower than the Spilsbury report had assessed the total
to be in 2002. Since then there have been further dramatic cuts
in newsrooms across the industry, as the case of Johnston Press
illustrates, which would suggest that Enders’s estimates are not
likely to be far off, perhaps even slightly conservative.54
Of course, these shifts have not only coincided with changes
in the quantity and scope of news on paper; there has also
been the concomitant rise in the variety and quality of digital
news channels. Not surprisingly, this has dramatically impacted
on workflow, job roles, skills and the professional identity of
journalists – as well as giving rise to a reconsideration of the
relationship with consumers.
An overview of a decade of changes at the Liverpool Daily Post,
established in 1855, serves to illustrate the point.55
The LDP has since 1985 been owned by Trinity Mirror Plc, a
company formed in 1999 after a merger of Trinity Holdings,
which principally published regional newspapers, and Mirror
Group Newspapers, publishers of the national Daily Mirror,
Sunday Mirror and The People. The LDP was published amongst
the stable of regional daily and weekly papers, including the
evening Liverpool Echo, managed by Trinity Mirror Northwest &
Wales.
The title’s first online channel was established in 2000, when
some of the paper’s printed content (principally its business
stories) were repurposed for a digital news portal, ICLiverpool.
co.uk, which also drew content from the Echo and the division’s
weekly titles. This was six years after The Telegraph became the
first UK newspaper to establish a companion website.56

53

Nel, F. (2010) ‘Learning from layoffs’.

These estimates of the numbers of professional journalists working in mainstream
news media should not be taken to mean that the overall number of people
creating journalistic content have declined, which is a point that deserves further
investigation.
54

55
Sources: Liverpool Echo.co.uk, ‘History of The Liverpool Daily Post & Echo Ltd’,
[online], (http://www.liverpoolecho.co.uk/contact-liverpool-echo//tm_objectid=1147
2306&method=full&siteid=50061&page=1&headline=history-of-the-liverpool-dailypost---echo-ltd-name_page.html (Accessed 12 March 2013). – Wikipedia (2013)
Liverpool Daily Post, [online], http://en.wikipedia.org/wiki/Liverpool_Daily_Post
(Accessed 12 March 2013).
56
Wikipedia (2013) The Daily Telegraph, [online], http://en.wikipedia.org/wiki/
The_Daily_Telegraph (Accessed 12 March 2013).
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The Liverpool Daily Post
In 2006, the Daily Post and the Echo had individually branded
sections on the ICLiverpool site, and the following year
standalone sites were established for each title. By 2008, the title
started experimenting with social media-established identities on
the micro-blogging site Twitter and an active community on the
photo sharing site Flickr.
On 31 January 2009 the LDP published its final Saturday edition,
and from then only published Monday–Friday. The LDP’s final
appearance as a daily was on 13 January 2012, after which it
became a weekly paper known simply as The Liverpool Post,
published every Thursday. It retains the name Liverpool Daily Post
for its Web and mobile sites.
To answer the question of how these shifts in output were
shaped by alterations in editorial workflow, the author
supplemented analysis of stories about newsroom changes
reported in the trade press with both observations during a site
visit and in-depth, semi-structured interviews with the current
head of the title’s digital team and a former deputy editor, who
still works for the company and was able to provide historical
context. The findings are illustrated as newsroom 0, 1.0, 2.0
and 3.0 and detail what is the traditional impact on industrial
operations of new technologies that, by simplify processes,
typically shrink, restructure or eliminate entire work categories
– and jobs – from the economic process57 (See illustrations). Key
amongst the findings in this case are:
Expansion of the role and responsibilities of journalists.
The traditional specialist roles of the content makers had
expanded significantly in both nature and responsibility. The
abolishment of the discrete roles of ‘reporters’, ‘photographers’
and ‘digital journalists’, and the introduction of the term ‘multimedia journalists’ (noted in Newsroom 2.0), clearly indicated
the expansion of responsibilities across media channels. Also
introduced was the notion that these content makers work across
titles.58 For example, a reporter covering a Liverpool fire might
write different versions of the story that would appear separately
in the Post and the Echo.
In Newsroom 3.0, the work of multimedia journalists was being
further decoupled from specific titles and saw the genesis
of what is, in effect, a Trinity Mirror news agency where, for
example, a story produced by a journalist about a fire in Liverpool
becomes available not only to all titles produced in Merseyside,
but to print and digital channels throughout the company.
Journalists were also taking greater responsibility for quality
assurance by bypassing sub-editors, and writing stories, headlines
and captions directly into their template page ‘slots’, and also by
publishing directly and immediately through social media (e.g.,
Twitter, Facebook), which, though used since 2007, had been
governed by an institutional policy only from 2012.

57
The value chain analysis is informed by both Graham and Hill’s conceptual model
of the regional newspaper value chain (2009) and Schantin’s (2008) description of
the stages of newsroom integration.
58

Luft, O. (2008)
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(continued)

‘interactivity with news consumers
is not only seen as desirable, but
so-called ‘user-generated content’ is
increasingly considered an essential
part of the value creation process’

The Liverpool Daily Post
Consolidation and contraction of the role and
responsibilities of editors. The introduction of ‘multimedia
production journalists’ signified the amalgamation of the discrete
roles of news editors (primarily responsible for news selection and
oversight of news story production) and sub-editors (primarily
responsible for proofreading, headline writing and news page
production). The expansion of the reporters’ responsibilities, as
well as greater reliance on templates for both print and digital
channels and automation of quality assurance processes (e.g.,
spell check), has resulted in a contraction in the responsibilities
(and ranks) of those previously responsible for news selection,
certification and production.

(continued)

Re-conceptualising of the role of the audience. From a
hesitant start (Newsroom 1.0), interactivity with news consumers is
not only seen as desirable, but so-called ‘user-generated content’
is increasingly considered an essential part of the value creation
process as evidenced by the establishment of community editor
roles at Trinity Mirror and, as noted before, specific quantitative
targets set for user-generated content at Johnston Press. n

However, with greater numbers of content makers working, in
effect, for a brand-agnostic, broader Trinity Mirror news service,
production journalists carry an even greater strategic responsibility
as primary curators and custodians of branded content channels.
This is particularly noteworthy in Trinity’s experiment, beginning in
2009, of a regional sub-editing desk where production journalists
were expected to work across all brands; by 2012, this generic
approach had been reversed, with production journalists (‘subeditors’) being physically co-located, but typically working for a
specific brand (i.e., LDP, Echo, etc.).
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Discussion and implications

T

HIS much is clear from this brief examination of business
model innovation in the British local newspaper industry: the
largest companies in the sector have certainly heeded the call
to fight back against both cyclical and structural challenges by
dramatically reducing costs and reconfiguring operations.

There is also evidence that companies are transitioning from
their traditional product-oriented mindsets that saw a proverbial
‘Chinese Wall’ erected between the editorial functions of news
production and the commercial functions of selling advertising
and newspapers, to a more market-oriented approach.59
There are even some indications of the emergence of what
management theorists would recognise as a ‘services approach’
, as illustrated by Johnston Press’s Highgate averring that
his company’s commercial team now aims to provide local
businesses with which they have a relationship with a range
of services – including solutions provided by businesses such
as Google, which are considered by many in the industry as
competitors.60 But Highfield may be an outlier; in an August
2012 article, The Guardian’s Roy Greenslade dismissed Highfield
as a ‘digital airhead’.61
To what extent these shifts will enable the incumbents to (re)
build enterprises that are viable enough to continue to support
the journalism that the consumer, and society, expects is not
at all certain. As Anderson et al. note, ‘The internet wrecks
vertical integration, because everyone pays for the infrastructure,
everyone gets to use it. The audience remains more than willing
to pay for reproduction and distribution, but now pay Dell for
computers, Canon for printers and [mobile phone company]
Verizon, rather than paying Condé Nast, Hearst or Tribune Co. for
those services in a bundle.’62

‘to what extent these shifts will enable
the incumbents to (re)build enterprises
that are viable enough to continue
to support the journalism that the
consumer, and society, expects is not
at all certain.’
59
This would be seen as an interim phase between what Lusch, Vargo and Wessels
(2008) describe as the shift from a product- or goods-dominated logic to a
service-dominated logic, where ‘service’ is defined as ‘the application of specialized
competences (knowledge and skills) for the benefit of another entity, rather than
the production of units of output. The benefits are always manifested in the context
of the customer, rather than in the production of its offering by the provider. The
contextual perspective suggests what firms provide should NOT be understood in
terms of outputs of value, but rather as resource inputs for a continuing valuecreation process” [emphasis added] (p. 6).
60
Thomas, D. and Cookson, R. (2013) op. cit. ‘Ashley Highfield, chief executive,
said he was confident that digital revenue growth would accelerate in 2013, as
the group plans to offer a range of new services to the “hundreds of thousands”
of small and medium-sized businesses with which it has relationships. The group
will start selling products such as Google Adwords to SMEs and plans to become a
“one-stop shop for their marketing needs”, said Mr Highfield.’
61
62

Not only does the internet test traditional media firms’ vertical
integration at the functional level, it also challenges publishers’
horizontal integration on the content level. Traditionally
publishers have bundled hard news with other categories of
information – television listings, horoscopes, recipes and the
like – and audiences who may have picked up a paper (or
tuned into a broadcast) for one story or category of news
would keep reading (or watching) whatever else was in the
bundle. Anderson et al. suggest that, whilst this was often
called loyalty, in most cases it was just laziness – the path of
least resistance meant that reading another good-enough story
in the local paper was easier than seeking out an excellent
story in a separate publication: ‘The Web wrecks horizontal
integration[…]. In a world of links and feeds[…] it is often easier
to find the next thing you read, watch or listen to from your
friends than it is to stick to any given publication. Laziness now
favors [sic] unbundling; for many general news sites, the most
common category of reader is one who views a single article in
a month.’ 63
On top of that, the field of competitors for UK news companies’
richest source of revenue – advertising – that already includes
new and, in many instances technologically superior, companies
outside of the sector (e.g., Google, Facebook, LinkedIn and
Amazon), is expected to get even more crowed in 2013. By
the end of the year, the broadcast regulator Ofcom is projected
to issue as many of 44 free-to-view local television licenses
to companies who, bolstered by government investment in
infrastructure and BBC support for programming, will certainly
pose additional competition for news audiences’ attention as
well as further fragmenting the market for regional and local
advertising; albeit that some of licensees are expected to include
existing newspapers companies (eg. Archant’s Mustard TV, which
will draw on the journalistic resources of the Evening News in
Norwich ),64 others will be new entrants (e.g., Lincolnshire Living,
a re-branding of Channel 7, a training activity of the further and
higher education providers, The Grimsby Institute and University
Centre Grimsby ).65
Furthermore, there are the economic repercussions of
implementing the yet-to-be-finalised new press regulations
that, following the Leveson Inquiry into the culture, practices
and ethics of the British press, most parties have acknowledged
are necessary and which (whatever form is eventually agreed)
are likely to lead to increases in the costs both in the process
(litigation) and, potentially, the outcomes (fines).
Arguable, however, one of the most formidable challenges to
the sector’s ability to create value is the shift in consumers’ digital
media access from PCs to mobile – which Highfield’s strategy
highlighted as the key growth channel for Johnston Press.

63

Ibid.

Greenslade, R. (2012)

64

Nel, F. and Westlund, O. (2012)

Anderson et al. (2012), p.8

65

Sweney, M. (2013)
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Consider: if income from news websites is 10 per cent of that
from printed newspapers (in 2012 digital revenues at both Trinity
Mirror and Johnston Press accounted for 6 per cent of overall
income), average revenue per user from mobile sites and apps
is often only a fraction of that of news websites. In a review of
UK regional newspaper companies’ mobile strategies published
in 2011, Nel and Westlund concluded that ‘Unless newspapers
rethink their current approaches, they risk not having any more
economic success with mobile than they have had thus far
online’.66 Whilst there are indications that newspapers have since
then intensified their focus on mobile, it is unclear if these would
complement or compete for revenue from their other channels.

‘To survive and thrive, [regional
newspaper companies] … is likely to
require not only deeper horizontal and
vertical integration of organizations
and operations, but also strategies
that demonstrate lateral integration
with the digital economy.’
Asked to reflect on her company’s mixed success on the day
Trinity Mirror announced its 2012 financial results – which
included not only a 75 per cent drop in pre-tax profits, but also
a 7.3 per cent slump in digital advertising revenues,67 Daily Post,
Wales editor Alison Gow, who was also recently included on
a global list of 50 ‘female innovators of digital journalism’,68
noted, ‘You’ve not only got to arrive at the right party, but at
the right time.’69 And, to continue the metaphor, if the British
regional newspapers companies are to survive and thrive, they
will need to have the energy and skill to ‘dance’ – and enough
willing partners to join them. That is likely to require not only
deeper horizontal and vertical integration of organizations
and operations, but also strategies that demonstrate lateral
integration with the digital economy. n

Journalism Leaders Programme
Since 2005 the Journalism Leaders Programme has been
working with leading media organisations worldwide,
including News International, Trinity Mirror, Johnston Press,
Cumbria Newspapers, Guardian Media Group and the
World Editors Forum, on innovative solutions to their digital
challenges through:
Insight - that comes from creative and rigorous research into
key industry issues. On-going projects include the annual
World Newsmedia Innovation Study (formerly the World
Future & Change Study), initiated in 2009 in collaboration
with the World Association of Newspapers and News
Publishers (WAN-IFRA)
Strategic and operational consultancy - that helps guide news
organisations worldwide through such important steps as
strategic planning, change management, the integration of
different digital activities and business model innovation.
Leadership development programmes - that enable managers
to develop their understanding of the fundamental challenges
of operating in a digital age. Seminars and workshops focus
on the specific issues that multi-media news organisation
face in a 24/7 context, including the operational dynamics of
editorial management, audience and market intelligence, and
identifying new revenue streams.
Newsroom training - that equips journalists and managers to
work effectively in a user-driven, not a producer-driven, news
and information environment.
Our programmes are delivered by a dynamic network of
creative media professionals, management consultants,
senior executives, performance coaches and accomplished
academics. We provide training for our international clients
on site, online and at our state-of-the-art digital facilities in
Preston, England’s first wireless city.
Queries about custom training, management development
programmes and strategic insights for your news organisation
should be directed to:
François Nel, Director of the Journalism Leaders Programme,
FPNel@uclan.ac.uk +44 (0)1772 894730 / @francoisnel
www.ukjournalism.org/jleaders
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Reid, A. (2013)

67

Sweney, M. (2013)

68

Reid, A. (2013)

69

Skype interview, 14 March 2013

Home to the oldest university journalism programme in the
UK, the School of Journalism and Digital Communication
at the University of Central Lancashire has been recognised
for having ‘World Leading’ Research in Communications,
Cultural and Media Studies in the latest Research Assessment
Exercise and is ranked a Top 5 Modern University in Britain
for Communication and Media Studies by The Complete
University Guide 2013.
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