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From Newspapers to News Brands

N ewspapers may not be selling as 
many sheets of newsprint as they 
did in the past, but they are certainly 

not going away as a place that people 
turn to for news. Consider the New York 
Times. Over the past several years, New 
York Times owner and publisher Arthur 
Sulzberger has been talking about how 
the paper will be changing. He set off a 
storm of controversy in spring 2007 with 
a comment at the World Economic 
Forum in Switzerland: “I really don’t know 
whether we’ll be printing the Times in five 
years, and you know what? I don’t care 

either . . . The Internet is a wonderful 
place to be, and we’re leading there.”102

This statement generated comments on 
almost every major press blog, but what 
few people noticed was that Sulzberger 
had been saying the same thing for at 
least eight years. When he was part of an 
Advertising Age roundtable in 1999, 
Sulzberger was asked about the future of 
the Times. He answered,

I don’t care how they get it 100 
years from now. And the key is not 

caring. It goes back to knowing 
the audience, and being, not 
ambivalent, but agnostic, rather. 
Agnostic about the methods of 
distribution. Because we can’t afford 
to be tied to any production process 
. . . There will still be communities 
of interest. There will still be a need, 
both socially and politically, for 
common and shared experiences.103

Now there is a big difference between “I 
don’t care how they get it 100 years from 
now” and “I really don’t know if we’ll be 
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The business of delivering the news is no longer tied to the 
business of printing ink on paper. Instead, the news 
business is now about getting the information you’re 
interested in from a wide range of legacy and digital 
sources. Recent surveys show that people are increasingly 
getting their news online.
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Next to email, getting the news is the
most common use of mobile devices

The top two U.S. newspapers’ digital subscriptions

Newspapers are finding ways to make online pay

Of tablet users

The rise of the “multiplatform” news consumer
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Multiplatform consumers not only read on
more devices, they read for longer periods of time
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