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Changing nature of news consumption
Old model:
• Information:

» Presented within the context
of a broader publication and
strict editorial rules

• Audience:
» Clearly defined and

pigeonholed

• Order:
» Chaos filtered (journalism)

and ordered and presented
neatly between the front and
sport pages

• Timelines:
» Clearly defined deadlines

and policies

• Agenda:
» Determined by an editor

New paradigm:
• Information:

» Information is atomized –
consumed in isolation in ever
smaller packages

• Audience:
» Potentially huge and in

reality a single user

• New order:
» Filtered and aggregated by a

virtual army of peers,
presented and rated by the
individual

• Timelines:
» 24/7 connectivity and the

deadline is now

• Agenda:
» In the attention economy the

currency is personal
relevance



Challenges as a business communicator

• Global communicator: All of a sudden you are
communicating with a global audience, in different time
zones

• Fragmentation – communicating with an audience within
various contexts, with various needs and preferences on
potentially 180 000 000+ websites

• Clutter – my message is one in 3,4 billion (3 442 083 000
ad impressions per week on US news sites (Nielsens
Adrelevence)



Challenges as a business communicator

• The conversation is ongoing - They are the people
creating and participating in the global online
conversation, whether blogging, commenting, rating,
ranking, sharing or networking — or 75% of all internet
users – Technorati

• Technorati indexes in excess of 1 500 000 new blog
posts per day

• They are the million monkey’s in the Million Monkey
Theorem



Challenges as a business communicator

• Download the App from iTunes App Store that estimates
how long a piece of text would take a 1 000 000 monkey
to type by Simon Besner

• Thanks a billion! (31 000 apps available in the last week
- 78% paid for) - Connor Mulcahey, age 13, of Weston,
CT on iTunes App Store

• Add functionality: They are finding new ways to connect,
aggregate, integrate and share

• Integrate the message and the functionality through
widgets and other web- and mobile applications



Challenges facing communicators on
immediate news platforms

• Share of voice and clutter – The top 5 online advertisers in SA bought 143
277 000 ad impressions in April 2009 (OPA)

• ROI and wastage – They spent R7 814 000 doing so
• Targetability – Although some niche interest verticals, geographic targeting

and e-mail marketing - behavioral targeting still lacking
• Quality of exposure – although the web does offer great opportunities for

brand emersion, few advertisers have the production and marketing budgets
to pull this off

• Brand equity – 42% of online spend (eMarketer) goes to Search and
growing – why build a brand and then offer it alongside junk?

• Personal relevance and Non-Intrusive - 24.4 million downloads of the ad-
blocking plug-in for Firefox - +/- 500k per day

• Measurability – few client really measure the success of their campaigns on
an ongoing basis and optimize



How do you capitalize on immediate nature
of current media

• Understand the media – Understand the potential and functionality and
leverage it – Cup a Soup example

• Work more for less – Fragmentation forces the professional communicator
to service the niche groups

• Integrate your communication – Leverage the unique strengths of
different platforms and tie them together – Print, Mobile, Online & Web 2.0

• Add functionality and innovate – in the “free” attention economy
packaging content with functionality is key

• Make your campaign viral – exponentially grow exposure if content and
functionality is viral

• Integrate into Web 2.0 – leverage social media functionality and nurture
“brand champions”

• Measure – Ongoing measuring and optimization
• Optimize and multiple landing pages – Customize landing pages for

different creatives targeting different audiences


