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For the second year running, the European Publishers Council 

(EPC), representing Europe’s leading media organisations, is 
delighted to present to you the EPC Global Media Trends Book. 
This book captures the trends in revenue and usage patterns for 
a variety of digital media, Internet and more, and then analyses 
and projects the future of these digital media segments. The data 
in this book is presented to readers by the EPC as an invaluable 
tool to inform both media business strategies and appropriate 
regulation not only in Brussels but also worldwide.

We would like to draw your attention to some of the key 
findings in this year’s report, notably the rapid growth of mobile 
advertising (smart phone worldwide shipments will double from 
2011 to 2015; mobile advertising spend in Western Europe 
has risen from $845 million in 2011 to $2,735.50 million in 
2013 with that figure predicted to rise to $8,389.50 million 
by 2016, and Facebook mobile advertising is expected to 
surge 240% from $500 million to $1.7 billion from 2012 to 
2013). Also notable is the importance of strong trusted brands 
when launching paid for models as the vast majority of news 
is accessed from traditional news brands, although in the US, 
France and Germany, there is significant use of search engines 
and social media for news. We see that e-commerce is being 
held back by consumer concerns about financial privacy in 
some markets, particularly in the UK, Colombia, New Zealand, 
Canada and Australia. 

What does this tell us in terms of market development?  How 
can decision makers accompany the positive developments and 
mitigate distortions of competition? 

It tells us that trusted brands are key in the online environment 
where there is a multitude of information. Citizens will 
increasingly turn to these trusted sources of information to 
find quality and breaking news, entertainment and debate.  
Investment in professional journalism and content will remain a 
cornerstone of trusted media news brands. 

As more and more readers start to pay for news, of particular 
importance will be the availability of efficient and safe 
micropayment systems: easy to use and affordable for 
consumers, easy and cost efficient to implement for the online 
publishers where many transactions are of high volume and 
low unitary value. This brings into stark focus the need to 
reach agreement at EU level to allow national governments to 
apply reduced or zero rates of VAT to online press subscriptions 
in all their digital forms and across all platforms and devices 
alongside printed newspapers, magazines or books. We would 
like to see Europe at the forefront of our digital media evolution 
with realistic steps reflecting the current digital world we live 
in, to secure a rich diversity of information, news reporting and 
investigative journalism, sport, education and entertainment.

As we mentioned in last year’s Book, workable online copyright 
through cross industry collaboration will remain key for 
innovation and growth. The 2013 report clearly shows an 
increasingly multi-media environment with different media 
and different platforms. We have been working over the 
past two years with the Linked Content Coalition , with the 
support of the European Commission, to develop the technical 
infrastructure to make it possible for the first time to manage, 
communicate, and access online rights information seamlessly 
when using more than one medium: text, image, sound or 
audiovisual. We are now working on a project to make it 
possible for each and every piece of content uploaded to digital 
networks to be identified and matched to its owner, incentivising 
new creators to participate in the digital networks to maximise 
the potential for growth, clearly identified in this report, of 
digital media.

A spectacular growth of mobile advertising revenues is 
expected. It is crucial that this new source of revenue will also 
enable publishers and media companies that are dependent on 
advertising revenue to drive their business forward, in particular 
when traditional offline advertising sources are decreasing. 
The success of the web, mobile internet etc. depends on the 
availability and diversity of attractive content and services. We 
call on regulators to monitor the development of this market 
to avoid online gatekeepers imposing stringent conditions on 
content providers, thereby ensuring a level playing field, in 
particular regarding advertising and subscription revenue share 
models.

Another important issue and a threat to publishers’ business that 
has not been solved by the market alone, and will not be solved 
without action by the regulators, is dominance in search and 
search advertising, and the distorting and negative effects this 
produces. Fair search and a level playing field in competition 
are requirements for a successful Digital Single Market, and 
vital for European companies to thrive within the EU and 
globally. This is why the Competition services of the European 
Commission are investigating Google’s practices. We expect that 
the European Commission, as a guardian of the competition 
rules, will guarantee European competition law and will not fail 
to ensure fair competition in the digital environment. 

Big data, especially personal data, is inextricably linked to 
business growth in the online space. Increasingly companies will 
be relying on Cloud services to support data management, an 
opportunity for Europe to take the lead in providing security 
and stability. The report highlights how sensitive this area 
can be for consumers who need to have trust in services they 
use online. Initiatives like the Online Behavioural Adverting 
self-regulatory framework will help create that necessary trust 
and help protect consumers’ privacy rights and expectations 
in ad-supported online media.  This is the first time the entire 
advertising ecosystem in Europe has joined forces to implement 
a self-regulatory programme empowering consumers to 
manage collection of their data for interest based advertising 
complemented by a new Trust Seal awarded to companies that 
meet the strict requirements of the self-regulatory programme.

Our challenge as trusted media brands is to harness the potential 
of the digital revolution and to work to ensure that our valuable 
and authoritative content can be easily accessed in any format or 
on any device. The issues and challenges we are outlining above 
are key for our businesses to continue to invest in journalists and 
creators producing professional content and to innovate and 
grow in the digital space. 

The 6 freedoms advocated by EPC remain at the heart of 
the future of independent media in Europe. What we need 
is informed, light-touch regulation, underpinned by effective 
industry self-regulation in order to ensure:

1. Freedom for journalists to report and freedom to inform 
our readers;

2. Freedom to compete fairly and enforce our rights;

3. Freedom to earn essential funding from advertising and 
licensing;

4. Freedom to manage our copyright both in print and in digital 
formats across all platforms and devices;

5. Freedom to adapt our businesses in the ever-changing  
media world;

6. Freedom to regulate ourselves through accountable  
self-regulatory programmes. 
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The multimedia landscape continues to exist in a state 
of perpetual disruption during 2013, particularly in the 
smartphone, tablet and video sectors.  The double-digit 
growth of these platforms in both usage and revenue 
patterns present profound opportunities if publishers 
and broadcasters rework their internal organisations to 
embrace a fast-changing media landscape and develop 
new partnerships with technology companies and 
networks to enable quick mobile and video product 
roll-out and monetisation. 

By 2005, Internet usage and monetisation was on a 
steep ascendancy, punctuated by the start of the social 
media craze, mobile handset texting and the promise 
of colour tablets, digital ink and touch screens. Fast 
forward to the present day, and these seemingly far-
fetched digital dreams have been realised, along with 
many others. What has not yet been realised is a clear-
cut way forward to monetise digital media to the level 
of traditional media, a challenge at the forefront of 
most broadcasters’ and publishers’ strategies today.

Digital media continue to be a huge opportunity and a 
persistent challenge for traditional media: newspapers, 
magazines and broadcast. However, in 2012 and 
2013, traditional media are making colossal strides in 
innovating new storytelling methods on mobile and 
tablet; making money with paywalls; increasing revenue 
and market share from advertising; and exploring 
new forms of revenue-making, such as e-commerce, 
m-commerce and in-app e-commerce. The full report 
will include case studies of dozens of successful media 
companies around the world.

Global Digital Media Trendbook 2013 aims to 
illuminate digital media revenue and usage trends 
in order to show where investment and strategy 
opportunities lie for media companies today and 
tomorrow. The 500 data sets contained in this report 
come from more than 75 respected media research firms 
worldwide, representing more than 100 studies. These 
companies have agreed to share their data with World 
Newsmedia Network for the purpose of this study. 

Many of these studies corroborate the irreversible 

and unmistakable trends: That smartphone and tablet 
platforms are huge opportunities for publishing 
because of the exponential growth in usership 
worldwide, and that video use is exploding across 
digital media channels: PC, smartphones and tablets. 
These usership trends feed into the corresponding 
revenue trends, in particular, double-digit smartphone 
advertising growth for the foreseeable future, and 
impressive, incremental growth in tablet advertising 
for the long term. The key, say experts, is to leverage 
current publisher and broadcast audiences and 
extend brands on each of these platforms by building 
cross-platform marketing campaigns and new 
content appropriate for each channel. This strategy 
must include new technology designed to engage 
audiences through audience insights and social media 
components. The report includes case studies of media 
companies that have pioneered these strategies.

Among the most promising strategies for publishers 
and broadcasters is producing more video for a 
seemingly insatiable digital audience, and then 
monetising it through higher-CPM advertising. 

“Video on Demand, that’s the revolution, it’s 
happening now, I don’t care if it’s TV or a mobile 
device,” said Jeff Bewkes, Chairman of the Board 
and CEO of Time Warner at a recent Financial Times 
conference. “HBO, Netflix, YouTube are all VOD 
platforms. That’s TV disintermediating the Internet  
not the other way around.”

The report also explores emerging opportunities, 
such as the Big Data megatrend. Big Data for media 
is defined as the collection and leveraging of data 
about a media company’s audience, or collection 
of other sets of data that serve the audience in a 
journalistic package. The use of Big Data is a new 
opportunity because new technologies are allowing 
media companies to understand trends embedded 
in enormous databases in order to gain customer 
insights, make decisions about short-term and long-
term content development, and capture a better 
understanding of their brand sentiment on big data-
generating social media channels.

e x e c u t i v e  s u m m a r y
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Global Digital Media Trendbook 2013

Each year since 2006, the World Newsmedia Network 
has created the Digital Hot Spots map showing the 
vast differences in the adoption of mobile and Internet 
in each country. The “hottest” countries are those 
with mobile penetrations of more than 75 percent 
and Internet penetrations of/or more than 40 percent, 
while the coolest are those countries with a mobile 
penetration of less than 75 percent and an Internet 
penetration of less than 40 percent. WNMN uses U.S. 
Central Intelligence Agency data in order to achieve an 
“apples-to-apples” comparisons among countries, and 
a comparable benchmark year-over-year.

Over the past eight years of creating the Digital Hot 
Spots graphic, WNMN has found patterns of digital 
media growth, adoption and regionalisation. For 
example many countries in South America and Africa 
have adopted mobile over PC-based Internet as a 
preferred device. Over time, smartphone adoption  
in these countries are leapfrogging PC adoptions.  
As cheap smartphones enter these markets, Internet  
will be accessed by hand-held devices, not PCs, in  
these countries.

Over time, the Hot Spots graphic has shifted. In 2006, 
only the United States, Japan, the Nordic countries, the 

Digital Hot Spots, 2013
 Hottest  mobile ≥ 75% ; Internet ≥ 40%    Hot in Internet      mobile < 75% ; Internet ≥ 40%
 Hot in mobile  mobile ≥ 75% ; Internet < 40%    Coolest                 mobile < 75% ; Internet < 40%

Note: Internet and mobile penetrations based on latest user figures available.
Source: 2013 World Factbook, Central Intelligence Agency
© World Newsmedia Network 2013

The following are data sets that illustrate the transforming digital media landscape— 
a fraction of the entire body of 500 Global Digital Media Trendbook 2013 data sets.

Plans to purchase consumer electronics in 
next 12 months, worldwide

Source: Accenture, 2012
© World Newsmedia Network 2013

Smartphone
High-definition TV
Computer
Tablet PC
3-D TV
Blu-ray player
Digital photo camera
Netbook
GPS
                                 Digital video camera
                                 eBook reader
                              Game console
                             Health and fitness device
                         Mobile phone
                         Portable music player
                     DVR
                 Portable gaming device
             DVD player
         Regular TV
None of these

3%
-5%
-1%
8%
1%
0%
0%

-1%
-1%
-1%
1%
1%
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-8%
1%
1%
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United Kingdom and Australia were hot spots. As time 
went on, Europe slowly became a continental digital 
hot spot, and this year, Canada finally surpassed the 40 
percent mobile penetration mark to become a digital 
hot spot, according to the CIA figures. Vast countries 
like China and Russia, with many outlying rural 
regions, continue to rely on mobile as primary devices, 
with PC-based Internet penetrations higher in cities.

Accenture’s 2012 global study of consumer electronics 
purchase intent (see previous page) underscores the 
assertions that smartphones and tablets are hot-ticket 
items. Twenty-six percent of the survey respondents 
across the world said they intend to buy a smartphone 
in 2013, a 3 percent increase from 2012’s survey. 

Meanwhile, only 5 percent of the respondents said they 
were going to purchase a regular cell phone, a decrease of 
8 percent from the previous year.  Tablet purchase intent 
led the pack of digital devices with the highest growth 
in purchase intent: 8 percent, with 17 percent of the 
respondents saying they intend to buy a tablet in 2013. 

High-definition television is the second most sought-after 
digital device, with 20 percent of respondents saying 
they intend to buy this year, however, the intention to 
buy an HDTV has dropped five percent since 2012’s 
survey.  Computer purchase intent has held steady since 
the previous survey, with 17 percent intending to buy this 
year, a one percent increase from last year.

Generator Research also reports on global shipments 
of electronic media devices, and projects that tablet 
shipments will grow at a compounded annual growth 
rate of 51.7 percent from 2011 to 2015, to 238 million 
tablets. Smartphone shipments will double from 2011 
to 2015, to 602 million units, representing a CAGR of 
16.2 percent. eReader shipments will grow 11.5 percent 
and PC shipments will expand 4.9 percent during that 

period, while netbooks will see a decline of 5.3 percent, 
likely fueled by the introduction of more robust and 
attractive handheld devices in the smartphone and 
tablet categories.These insights into consumers’ device 
buying habits inspire publishers and broadcasters 
worldwide to ramp up their content development for 
smartphones, tablets and high-definition television.

eBooks

While North America and Western European book and 
eBook sales are expected to stay constant from now 
until 2015, Asia Pacific sales are expected to surge this 
year and onward to the foreseeable future, bringing 
total book sales to US$147 billion by 2015. The sale 
of eBooks is partially driving that increase, responsible 
for a more than fivefold increase in sales from 2011 to 
2015. Still, eBooks represent a tiny fraction of all books 
sold worldwide. 

Worldwide shipments, electronic media 
devices, 2010-2015
In millions of devices

Source: Generator Research, 2011
© World Newsmedia Network 2013

2011 2012 2013 2014 2015 CAGR
PCs 328 346 361 377 397 4.9%

Netbooks 38 37 35 34 30 -5.3%

eReaders 16 18 21 23 24 11.5%

Media tablets 45 77 129 189 238 51.7%

Smartphones 330 389 456 528 602 16.2%

               TOTAL 756 866 1,002 1,151 1,292

Worldwide printed and e-book sales, 2011-2015
By region, in millions of USD

Source: Generator Research, 2011
© World Newsmedia Network 2013

 North America    Western Europe    Central, Southern & Eastern Europe
 Asia Pacific          Latin America         Middle East & Africa

                   

2011 2012 2013 2014 2015

$131,533 $135,135 $138,921 $142,753 $147,048150
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Global Digital Media Trendbook 2013

Video

In terms of content usage patterns, Internet video 
consumption is dominating the Internet landscape 
worldwide, according to eMedia Institute. By 2015, 
Internet video will represent 33.6 percent of all Internet 
traffic, compared to 8.6 percent for web, email and 
data; and 8.1 percent for P2P file sharing. In 2012, 
Internet video only represented 12.1 percent of Internet 
use, while web, email and data made up 4.1 percent, 
and P2P file sharing made up 5.3 percent. 

Regular online video usage is set to grow from 2011  
to 2016 across the world, according to IDATE. Among 
the countries where penetration of regular video usage 
will grow four and five percentage points are the  

United States, United Kingdom, France, Germany, Italy, 
Spain, Japan and South Korea. China, because of its 
size and limited Internet connectivity across the vast 
country, will growth at a relatively faster rate, but still 
in limited numbers, according to IDATE.

Video viewership includes many formats. E-Media 
Institute projects that by 2015, long form video will 
dominate the Internet landscape, with 47 percent of 
the video traffic, followed by 18 percent video to TV, 
10 percent live TV, 9 percent short form, 10 percent 
mobile and 6 percent other.

Mobile 

Online video usage, by country, 2011-2016

Source: IDATE, World Internet Markets, 2011
© World Newsmedia Network 2013

USA

France

UK

Germany

Italy

Spain

Japan

South Korea

China

 2011         2016
                          83%
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                            85%
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                    79%
                         83%

                            85%
                                  89%

                              86%
                                   90%

                              86%
                                   90%

                              86%
                                   90%

65%
         71%

Projected global video viewership in 2015

Source: e-Media Institute, 2011
© World Newsmedia Network 2013

47%
Long form

9%
Short  
form

10%
Live TV

18%
Video to TV

10%
Mobile

Other
6%

TOTAL
33.6 billion  

viewers per month

Mobile advertising spending by region,  
2011-2016
In millions of dollars

Note: Mobile ad spending includes display (banners, video and rich media) 
and search; excludes SMS, MMS and P2P message-based advertising, 
includes ad spending on tablets
Source: eMarketer, December 2012
© World Newsmedia Network 2013

2011 2012 2013 2014 2015 2016
North 
America 1,261.7 3,948.4 7,162.6 11,245.1 16,117.9 21,391.7

Asia-
Pacific 1,895.6 2,653.8 3,412.8 4,313.8 5,314.6 6,191.6

Western 
Europe 845.0 1,647.8 2,735.3 4,294.4 6,355.7 8,389.5

Latin 
America 42.6 79.2 140.2 259.3 414.9 580.9

Eastern 
Europe 36.4 70.4 117.0 162.1 210.8 261.4

Middle East 
& Africa 3.5 7.1 13.4 22.8 36.4 58.3

Worldwide 4,084.8 8,406.7 13,581.3 20,297.5 28,450.3 36,873.3

Global Internet traffic evolution, 2010-2015

Source: e-Media Institute, 2011
© World Newsmedia Network 2013
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Mobile advertising units can include display ads like 
banners, video and rich media; search, SMS, MMS 
and person-to-person message-based advertising (see 
previous page). eMarketer published present and  
future ad spend for mobile across the world from  
2011 to 2016, which did not include SMS, MMS or 
P2P advertising.

Once dominated by Japan and the United States, mobile 
advertising has now become mainstream and global. 
While Japan received the lion’s share of mobile advertising 
spend in 2011, as the market matures, North America, in 
general, and the United States, more specifically, are 
set to treble mobile advertising spending compared to 
Asia Pacific by 2016, according to eMarketer. 

Western Europe mobile ad spend will surpass that of 
Asia Pacific next year, and will track to more than half 
that of North America by 2016. Meanwhile, Latin 
America, Eastern Europe and Middle East and Africa 
(MENA) will garner just a fraction of the almost US$37 
billion in mobile ad spend by 2016.

Nielsen is among the many media research firms 
reporting the global trend of growing video 
consumption on a mobile device. Nielsen found a 
particular trend in video consumption on mobile 
phones and smartphones, followed by tablets and in-
home video gaming devices. This trend is particularly 
hot in Asia, the Middle East, Africa and Latin America, 
where mobile phones have overtaken the desktop 
computer as the video-consumption device of choice for 
those regions of the world.

ComScore has projected mobile video usage to grow 
steadily in each country studied by 2016, especially in 
the United States and Japan. Mobile video usage will 
double in the United States from 2011 to 2016, from 9 
percent to 18 percent among mobile phone subscribers, 
while it will grow in Japan – the most advanced 
mobile phone society – from 24 percent to 29 percent. 
Significant mobile video expansion will take place in 
European countries as well. In France, mobile video use 
will grow from 5 percent to 12 percent; in the United 
Kingdom, from 4 percent to 8 percent; in Germany, 
from 3 percent to 7 percent; in Italy, from 4 percent to 
7 percent; and in Spain, from 4 percent to 8 percent.

Mobile advertising spending worldwide,  
2010-2016
In billions of dollars and % change

Note: Mobile ad spending includes display (banners, video and rich media) and 
search; excludes SMS, MMS and P2P message-based advertising, includes ad 
spending on tablets
Source: eMarketer, December 2012
© World Newsmedia Network 2013
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Source: The World Internet Project International Report (fourth edition),
USC Annenberg School Center for the Digital Future, 2012
© World Newsmedia Network 2013
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Mobile video usage by country, 2011-2016
% of mobile subscribers

Source: ComScore, MobiLens, 2012
© World Newsmedia Network 2013
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E-commerce 

Global mobile Internet purchases versus PC Internet purchases
In millions of users, by country

Source: GlobalWebIndex, February 2013
© World Newsmedia Network 2013
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E-commerce and m-commerce on mobile 
are huge opportunities for publishers and 
broadcasters on digital platforms. E-commerce 
revenue topped US$1 trillion for the first time in 
2012, after a growth of 21.1 percent worldwide, 
according to eMarketer.

In 2013, sales are projected to grow more 
than 18 percent to $1.298 trillion, with Asia 
Pacific surpassing North America to be the top 
e-commerce market in the business-to-consumer 
category.

PCs are still the e-commerce device of choice 
overall, however, some countries tend to 
favour one over the other, according to the 
GlobalWebIndex study in February 2013. Forty 
percent of Chinese bought a product on mobile 
or tablet, while 75 percent of South Koreans 
did so on PCs. After South Korea, the United 
Kingdom, China, Germany, Japan and Poland 
are the top e-commerce users on PCs, while 
Singapore, Hong Kong, Indonesia and India are 
the top mobile e-commerce users.

The most popular categories of products 
purchased online in February 2013 include 
books, clothes, travel, music, shoes, gifts, films, 
holiday abroad, desktop computer, mobile phone, 
personal items and domestic holiday, according 
to GlobalWebIndex.
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One reason for not shopping online is concerns of 
financial privacy of credit card owners. The concern is 
greatest in the United Kingdom, followed by Colombia, 
New Zealand, Canada and Australia. Those less 
concerned about credit card privacy were respondents 
from Poland, Spain and Mexico. 

Social media

Facebook, as the world’s dominant social network, 
is tracking to increase their revenues in the double 
digits from now until 2018, according to eMarketer, 
particularly for its mobile and Facebook Exchange 
operations. Overall, the total ad revenue is expected to 
be US$4.3 billion in 2012, which will grow to $12.6 
billion in 2018 by eMarketer’s estimates. 

Facebook’s more established desktop computer 
advertising business is expected to increase 5.3 percent 
from $3.8 billion to $4 billion from 2012 and 2013, 
and is projected to increase 3.9 percent from US$5.1 
billion to $5.3 billion from 2017 to 2018. Meanwhile, 
Facebook mobile advertising is expected to surge 240 
percent from $500 million to $1.7 billion from 2012 
to 2013, and the new Facebook Exchange targeted 
advertising network is expected to grow 100 percent 
from $300 million in 2013 to $600 million in 2014.

 

Global e-commerce purchase, by category
In % of purchases made online

Cars/automobiles
Fabric conditioner

Laundry detergents
Air freshener/care products

Wine/spirits
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Tablet device
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Ebook/Ereader

Portable media player
Internet

Holiday (in my own country)
Personal items
Mobile phone

Desktop computer
Holiday (abroad)

Films
A gift for someone

Shoes
Music
Travel

Clothes
Books

Source: GlobalWebIndex, February 2013
© World Newsmedia Network 2013

0 10 20 30 40 50 60 Facebook ad revenues worldwide,  
by segment, 2012-2018 
In billions of USD and % change

Source: Cowen and Company, Facebook, eMarketer.com, January 2013
© World Newsmedia Network 2013

2012 2013 2014 2015 2016 2017 2018
Desktop $3.8 $4.0 $4.3 $4.5 $4.8 $5.1 $5.3

  % change – 5.3% 7.5% 4.7% 6.7% 6.3% 3.9%

Mobile $0.5 $1.7 $2.2 $2.9 $3.7 $4.2 $4.6

  % change – 240.0% 29.4% 31.8% 27.6% 13.5% 9.5%

Facebook 
Exchange $0.0 $0.3 $0.6 $1.0 $1.5 $2.0 $2.7

  % change – – 100.0% 66.7% 50.0% 33.3% 35.0%

Total $4.3 $6.0 $7.1 $8.4 $10.0 $11.3 $12.6
% change – 39.5% 18.3% 18.3% 19.0% 13.0% 11.5%

Financial privacy concerns of credit card owners
In % of users
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Source: The World Internet Project International Report (fourth edition), USC 
Annenberg School Center for the Digital Future, 2012
© World Newsmedia Network 2013
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Gateways to news
% of survey respondents who accessed news by a variety of gateways 

Source: Reuters Institute Digital News Report 2013
© World Newsmedia Network 2013

UK Germany Spain Italy France Denmark U.S. Brazil Japan

Brands 35% 32% 38% 35% 16% 55% 20% 47% 28%

Search 24% 40% 40% 49% 45% 30% 33% 44% 39%

Social 17% 50% 45% 38% 14% 22% 30% 60% 12%

Aggregators 17% 16% 17% 16% 12% 7% 26% 37% 43%
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By far, users access traditional news brands over  
aggregators and social media for news, according to  
the Reuters Institute Digital Report 2013 (see previous  
page). In Denmark, 55 percent of the respondents 
accessed news by traditional brands, while almost one 
third of the respondents accessed news on search and 
22 percent on social media. Meanwhile, 47 percent of 
the respondent access news via brands, while 60 percent 
access by social media, according to the study. In 
Germany, 32 percent access by brands, 50 percent  
by social media and 40 percent by search.

socialbakers also registers the fastest growing Facebook 
user countries as Brazil, India, Japan, Indonesia, 
Mexico, Vietnam, United Sates, South Korea, Thailand 
and Germany.  Brazil and India have seen tremendous 
growth, almost doubling their Facebook usership by 
29.72 million and 21.31 million, respectively. 

Online social media engagement patterns differ by 
country, gender, age group and other factors. According 
to GlobalWebIndex’s (GWI) survey in September 
2012, the most socially engaged countries include 
China, Indonesia, India, Vietnam, the Philippines, 
Turkey, Malaysia and Brazil. The least socially engaged 
countries on the Internet include Japan, France, the 
United States, the United Kingdom, Sweden, Australia, 
the Netherlands, Italy, Germany and Canada, with  
30 percent or less overall social media engagement.

All of these countries have social engaged Internet 

population of 70 percent or more. Social engagement  
is defined as using a social network, posting on a  
micro-blog, blog or forum, commenting on a story, 
creating a story, uploading a photo or video, or 
reviewed a product. 

Males tend to be more socially engaged than females 
in China, Indonesia, Turkey, Philippines, Argentina, 
Saudi Arabia, UAE and South Africa, for example. As a 
rule, younger Internet users tend to be far more socially 
engaged than older users, according to GWI.

Fastest growing countries on Facebook in 2012
By monthly active users

Source: socialbakers, January 2013
© World Newsmedia Network 2013

 
Country

Jan. 1 
2012

Dec. 31 
2012

Absolute 
growth

Brazil 35,154,500 64,878,260 +29,723,760

India 41,402,420 62,713,680 +21,311,260

Japan 6,266,440 17,196,080 +10,929,640

Indonesia 41,771,960 51,489,220 + 9,714,260

Mexico 30,988,700 40,230,060 + 9,241,360

Vietnam 3,609,180 10,658,180 + 7,049,000

US 157,412,260 163,817,940 + 6,405,680

South Korea 5,354,740 10,063,420 + 4,708,680

Thailand 13,276,200 17,721,480 + 4,445,280

Germany 22,119,300 25,332,440 + 3,213,140

Online social media engagement by gender and age

Note: Social Engagement Benchmark uses 12 key social behaviours and aggregates social consumer engagement in participation, content creation and brand engagement 
(12= participation: used a social network, used a micro-blog, posted on a forum, commented on a story; creation: uploaded a photo, uploaded a video online, written a blog, 
written a news story; brand: liked a product or brand, reviewed a product or brand, re-Tweeted/shared a brand on a micro-blog, uploaded a photo/video to a branded page). 
These are then aggregated into one holistic measure and weighted to 100-point scale with the highest ranking global demographic ranked as 100. 
Source: GlobalWebIndex, September 2012
© World Newsmedia Network 2013
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Most read online newspapers worldwide

Note: In millions of unique visitors, 15+
Source: comScore, October 2012
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Tablets

IDATE and IHS iSuppli studied reasons why people 
purchase a tablet, and found that the No. 1 reason is 
portability, with 58 percent of respondents saying so.  
After practicality, respondents cite the “cool” factor as 
the second most important reason they bought a tablet 
(34 percent), while 32 percent said the tablet was more 
user-friendly than a mobile phone.  Meanwhile, 28 
percent said a tablet offers owners a second computer 
device, while 24 percent said it replaces a desktop or 
laptop computer.

IDATE and IHS iSuppli project a significant growth in 
tablet sales around the world, with Apple iPad losing 
its commanding lead by 2015. While iPad sales were 
double that of other tablets in 2012, the other makers 
such as Samsung will close the gap by next year and 
surpass iPad by 2016, when more than 300,000 tablets 
are projected to be sold.  

Publishing 
Newspapers and magazines have been among the hardest 
hit of traditional media since the economic downturn 
of 2008/2009. Despite the financial, strategic and 
organizational challenges, these companies are finding 
clever ways to capitalise on extreme upswings in digital 
usership, particularly video, desktop/laptop, smartphones 
and tablets. While print advertising and circulation 
figures may be stagnating in many parts of the world, 
corresponding digital revenues have been rising in double 
digits and will for the foreseeable future.

Online newspapers from around the world are well-
represented in the Top Ten list. The United Kingdom’s 
Mail Online is the most read, with more than 50 
million visits during October, while The New York 
Times is second with almost 49 million visitors. Third 
is The Guardian, with almost 39 million; Tribune 
newspapers including  the Chicago Tribune and 
LA Times with almost 36 million; China’s People’s 
Daily with 33 million; Telegraph Media Group with 
30 million; Xinhau News Agency with almost 30 
million; WashingtonPost.com with 26 million; Hearst 
Newspapers with 24 million; and Advance Digital with 
22.3 million, according to comScore in October 2012.

As the saying now goes, newspaper circulation is rising in 
the East and setting in the West. Therefore, especially in the 
West, newspaper companies realise that they must find clever 
ways to capitalise on extreme upswings in digital usership, 
particularly desktop/laptop, smartphones and tablets. 

Motivations for purchasing tablets

Source: IDATE, IHS iSuppli, 2012
© World Newsmedia Network 2013
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© World Newsmedia Network 2013
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Newspaper advertising revenues are less than half of 
the revenue from 2003 through 2007 in the United 
States, underscoring the devastation of fortunes in the 
industry in the past decade, according to Pew’s State 
of the News Media report. Meanwhile, digital revenue 
proportions have increased considerably, but actual 
revenue numbers have only slightly increased, signaling 
a confounding reality that digital revenue is unlikely to 
reverse the revenue picture for the newspaper industry 
in the foreseeable future.

A Pew Research Center poll that finds that U.S. digital 
subscribers are often new subscribers—with 33 percent 
adding digital subscriptions to their newly purchased 
tablets—gives publishers some hope that there is 
another well to be tapped.  And with revenues in digital 
advertising rising, publishers are taking notice and 
developing more digitally specific content.

Magazines
PricewaterhouseCoopers, in its annual Media and 
Entertainment Media Outlook report published in June 
2013, has projected a slight uptick for both overall global 
consumer and trade magazine revenues from 2013 to 
2017 of 0.3 percent and 1.1 percent compounded annual 
growth rate (CAGR), respectively. The growth is led 
mostly by digital circulation and advertising, and by Asia 
and Latin America growth overall.

PwC reports that digital advertising and circulation 
are leading the growth and preventing an overall 
decline of magazine revenues.  From 2013 to 2017, 
PwC projects an 11 percent CAGR in global trade 
magazine digital advertising and a 12.4 percent increase 
in consumer magazine digital advertising. Meanwhile, 
trade magazine circulation revenues are expected to 
surge 64.3 percent and consumer magazine circulation 
revenues are expected to grow 44.4 percent during the 
same period, according to PwC. 

U .S . Print versus online advertising revenues
In millions of dollars

Note: Number is total print plus online revenue
Source:  Newspaper Association of America, 2012 estimates by Rick Edmonds 
and Emily Guskin; Pew Research Center’s Project for Excellence in Journalism, 
2013 “State of the News Media”
© World Newsmedia Network 2013
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 Print         Online
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$25,838 $23,941 $22,528

U .S . digital subscribers are often  
new subscribers

Source: Pew Research Center’s Project for Excellence in Journalism and The 
Economist Group, October 2012
© World Newsmedia Network 2013
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Source: Alliance for Audited Media, Digital Publishing Survey, 2012
© World Newsmedia Network 2013
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Paid Content
Paid content is an enormous issue for publishers  
and broadcasters. In the past few years, many 
publishers have erected “paywalls” in order to  
monetise their content by subscription, either by the 
article, by package deals with print subscriptions, or 
long-term online subscriptions. Some strategies are 
working, particularly the media companies selling 
business and investment news and information, like 
the Financial Times and Wall Street Journal, and 
high-quality content like The Economist and The New 
York Times. The Reuters Institute for the Study of 
Journalism launched its Digital News report in 2012, 
showing trends in digital media, including paid content. 
The 2013 Reuters report found that readers in some 
countries were more likely to pay than others. Readers 
in Italy and Brazil, for example, were far more likely to 
pay in the last year and last month, compared to their 
British, Danish, German and American counterparts. 

Global magazine publishing market, 2008-2017
Trade magazine trends

Source: PwC Global Entertainment and Media Outlook 2013-2017, pwc.com/outlook
© World Newsmedia Network 2013
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Consumers of newspapers, magazines and television 
shows are split on the kind of subscription packages 
they prefer. Newspaper and magazine subscribers 
are almost evenly split among stand-alone online 
subscription, bundle with print subscription at an 
added cost, and an online, one-time purchase. 

For a TV show, respondents were more likely to prefer 
downloading the show as a “one-off,” compared to 
either package deal, according to the Online Publishers 
Association 2012 “Portrait of Today’s Tablet User, 
Wave II” study.

About half of U.S. business publications and 
newspapers have or are planning a paywall, according 
to Alliance for Audited Media, formerly the Audit 
Bureau of Circulations in a 2012 survey. The survey 
showed that 54 percent of business publications,  
48 percent of newspapers and 22 percent of consumer 
magazines now have or are planning a paywall for  
their content.

The New York Times reported in February 2013 that 
since they built their paywall in Quarter 2 2011, the 
Times have seen a marked increase in quarter-over-
quarter revenues for circulation. Particularly of note is 
that during each quarter of 2012, circulation revenue 
growth has been in double digits, including a whopping 
18.1 percent growth between Q3 and Q4 of 2012.  
The New York Times online now has about  
640,000 subscribers.

Television
Like their print counterparts, broadcast companies 
around the world are struggling to keep up with the 
demands of financing, training and digitising broadcast 
operations. While advertising revenue lost from the 
economic crisis of 2008/2009 is starting to bounce 
back, by no means have finances returned to  
pre-crisis levels. 

The demands of converting to digital broadcasting, 
and creating strategies, processes and training for staff 
and management to produce broadcast content across 
digital platforms, have stretched the resources for most 
already sparsely staffed broadcast operations.

Gross Domestic Product measurement has always 
been considered a prognosticator of advertising spend 
across platforms. IDATE calculated global TV revenue 
and GDP growth from 2008 to 2012 to show the 
similarities of growth and decline, and also TV revenue 
as a share of GDP by region. The data show that GDP 
tracks at about 1 percent of GDP for North America, 
and significantly less in other parts of the world,

Circulation revenue growth of The New York 
Times Media Group
In % of year-over-year growth

Source: The New York Times, February 2013
© World Newsmedia Network 2013
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especially MENA, Asia Pacific and Europe, but shows 
a promising uptick for growing Latin America, with 
LatAm’s TV revenue-GDP ratio at 0.8 percent in 2012.

Television revenue landscapes vary considerably by 
country. By far the biggest television revenue continent 
is North America, with EUR126 billion, followed 
by Europe with EUR90 billion and Asia Pacific with 
EUR81 billion. However, the sources of revenue and 
proportions vary considerably. In North America, 
about 63 percent of the revenue comes from Pay-TV, 
such as cable TV subscription and pay-per-view, while 
37 percent comes from advertising revenue. Meanwhile, 
European television budgets come from 39 percent 
Pay-TV, 24 percent public funding and 27 percent 
advertising revenue; and Asia Pacific TV operations are 
funded 48 percent with advertising, 40 percent with 
Pay-TV and 12 percent public funding. Latin America 
is funded ad revenue and Pay-TV nearly equally, while 
MENA TV operations are 84 percent advertising and 
16 percent Pay-TV-funded.

Digital television penetration in each region varies by 
countries and even municipalities within the countries. 
For example, while digital television penetration is 
typically low in Latin America, it is very high in Brazil, 
at 78 percent. While Europe in general has high digital 
TV adoption, Russia has just 49 percent penetration. 
While Australia is almost fully adopted digital TV, 
South Korea is at 63 percent; China is at 52 percent; 
and India is at 46 percent in the Asia-Pacific region, 
according to IDATE in 2012.

Gross Domestic Products’ impact on 
television revenue, by region, 2008-2012 
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Comparison of global TV revenue and GDP growth 

TV revenue share of GDP, by region 

Source: IDATE, 2012
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The European Publishers Council is a high level group of Chairmen 
and CEOs of leading media groups in Europe. Representing companies 
with newspapers, magazines, online publishing, journals, databases, 
books and broadcasting the EPC has been communicating with 
Europe’s legislators since 1991 on issues that affect freedom of 
expression, media diversity and the health and viability of professional 
media in the EU.  www .epceurope .eu/

FIPP - the worldwide magazine media association represents companies 
and individuals involved in the creation, publishing, or distribution of 
quality content, in whatever form, by whatever channel, and in the most 
appropriate frequency, to defined audiences of interest.

FIPP exists so that its members develop better strategies and build better 
media businesses by identifying and communicating emerging trends, 
sharing knowledge, and improving skills worldwide.  www .fipp .com

Vislink plc is a global technology business specialising in the collection 
and delivery of high quality video and associated data from the field 
to the point of usage. Vislink provides solutions to the broadcast and 
media market for the collection of live news, sport and entertainment 
events and to the surveillance market including law enforcement 
and public safety customers. Vislink solutions include the design and 
manufacture of microwave radio, satellite transmission and wireless 
camera systems. Vislink has operations in the United Kingdom and 
the United States and has sales offices in the United Kingdom, United 
States, Australia, China, Dubai and Singapore. The Company is listed on 
the London Stock Exchange (LSE:VLK).  www .vislink .com

The World Newsmedia Network is a not-for-profit, multiple media 
research company devoted to assisting media companies achieve 
their business objectives across the media spectrum through 
research, events and consultancy. WNMN consults to and produces 
events and research for media companies around the world.  
www .wnmn .org
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GDMT 2013, in its eighth year, explores revenue and usage trends 
across digital platforms, including social media, video, mobile, 
tablets, Internet and beyond. The yearbook also analyses data from 
65+ global research companies in order to project plausible futures 
of digital channels for media companies worldwide. 

The World Newsmedia Network publishes GDMT with the  
support of three major research partners: European Publishers 
Council, FIPP and Vislink.
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