
This document is confidential and intended solely for the use and information of the addressee 

Paid -for-content and consumer revenues

Where next for magazine publishers?

A snapshot of industry perspectives

December 2017 ʓ Contact: jon.watts@mtmlondon.com ʓ Tel: +44 (0) 20 7395 7510



1Introduction

Information & 
reference

Membership Ecommerce

Specialist apps and services Gaming and gambling

1. Paid -for digital content 
2. Digital diversification ðother paid -for digital 

products and services

Metered paywallDigital edition Hard paywall

Micro -paymentFreemium Aggregators

What steps are publishers taking to grow and 

diversify their direct -to-consumer revenues 

from digital content, products and services?

What are we learning about success?



2

MTM is an international research and strategy consultancy specialising in 

media, technology and communications

What we do

Introduction to MTM

Consumer insight

Market analysis

Strategy and growth

Digital transformation

Service design

Recent clients
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Consumer magazines face a challenging, competitive advertising market

Advertising revenues are under pressure

Setting the scene

GroupM, This Year Next Year (2017)Source:
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Germany Netherlands Sweden UK

Consumer magazines (print)

A challenging online advertising market, due to:

1. The shift to mobile

2. The rise of ad blocking

3. An over -supply of cheap display inventory

4. Strong competition from Facebook and Google

òPrint definitely isnõt dying, but the market 

is much more competitive ðthe big 
internet platforms are big everywhere and 

are still hugely disruptive.ó ðMagazine 

publisher, UK

òThe plain truth is that advertising alone will 

not support our investments in quality 

content. ó ðMagazine publisher, Sweden
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As a result, magazine publishers are re -setting their digital strategies

Setting the scene

òOur future is going to be more diverse ðwe 

need lots of new revenue streams that can 

work together , under each brand. We 

canõt rely on advertising.ó ðMagazine 

publisher, Sweden

Digital

Standard display ads

Desktop

Destination sites

Text

Free Paid

Video

Distributed content

Mobile

Branded content
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New digital paid -for products and services are an important priority

Setting the scene

15%

47%

36%

2% Number one strategic priority

A top three priority

Important, but not a top priority

Not important

62% of publishers 

see digital paid -for 

offerings as one of 

their top priorities

òDue to recent market 

developments, we see it as a 

necessity to develop new revenue 

sources é but itõs challenging and 
thereõs a lot of work to be done.ó ð

Magazine publisher, Netherlands

How important is the development of digital paid -for products and services for your company?
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Newspaper and magazine publishers have been experimenting with ðand 

offering ðpaid -for digital content for many years, using a range of models

Experiences to date ðpaid for content

B2B services

Smart home

Standalone OTT

Advanced set top boxes

3. Metered paywall1. Digital edition 2. Hard paywall

5. Micropayment4. Freemium
Smart home

6. Aggregators

&

Paid-for content models
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However, experiences with digital content payment models have varied 

widely ðmany have had limited success

Experiences to date ðpaid for content

òNo publishers have found success in the 

news category . New York Times and 
Washington Post are the most often 

mentioned examples, but they are still far 
from where they would like to be .ó ð

Newspaper publisher, Germany

% agreeing

55%
1. A very small proportion of consumers are willing to 

pay for mainstream news online , regardless of 
payment model
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However, experiences with digital content payment models have varied 

widely ðmany have had limited success

Experiences to date ðpaid for content

òNo publishers have found success in the 

news category . New York Times and 
Washington Post are the most often 

mentioned examples, but they are still far 
from where they would like to be .ó ð

Newspaper publisher, Germany

% agreeing

55%
1. A very small proportion of consumers are willing to 

pay for mainstream news online , regardless of 
payment model

2. Hard paywalls are not a viable approach for most 
mainstream newspapers and magazines

òHard paywalls only work for a very limited 
number of special interest magazines that 
have a strong fan baseé discovery is a 

major issue with hard paywalls .ó ð
Magazine publisher, Germany

62%
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However, experiences with digital content payment models have varied 

widely ðmany have had limited success

Experiences to date ðpaid for content

òNo publishers have found success in the 

news category . New York Times and 
Washington Post are the most often 

mentioned examples, but they are still far 
from where they would like to be .ó ð

Newspaper publisher, Germany

% agreeing

55%
1. A very small proportion of consumers are willing to 

pay for mainstream news online , regardless of 
payment model

2. Hard paywalls are not a viable approach for most 
mainstream newspapers and magazines

3. Digital magazine replicas are a niche product with 
no mass -market appeal

òHard paywalls only work for a very limited 
number of special interest magazines that 
have a strong fan baseé discovery is a 

major issue with hard paywalls .ó ð
Magazine publisher, Germany

62%

66% òOur industry is guilty of putting a poor 
digital product in front of consumers . Our 
thinking was too much about paper and 
ink.ó ðMagazine publisher, Netherlands
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93%

76%

74%

62%

26%

Wide-spread availability of free

content

Focus on repurposing print

content

Poor-quality user experience

and value propositions

Publisher commitment to digital

ad-funded offerings

Many consumers prefer the look

and feel of physical publications

What factors have impeded the growth of digital content sales?

òMany publishers take the inside-out 

perspective ðhereõs what we make money 

from in print, how can we replicate that 

digitally? They completely overlook the most 

important question, which is: how do people 

consume content online and what will they 

pay for? ó ðNewspaper publisher, UK

Proportion of respondents who responded 4 = Important factor or 5 = Very important factor (n = 47)Note:

Free content, limited value -add and poor quality experiences are perceived 

as the key challenges
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Paid -for digital offerings must do more than simply repurpose offline content

Lesson 1

Lesson 1: Avoid the analogue replication trap
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Print 
Bundle

Physical -digital bundles and aggregation models can be powerful ðand 

worth paying for

Lesson 2

Digital

Aggregation 

77% new 

subscribers 

choose a Digital 

product

The most 

profitable 

bundles make 

up majority of 

circulation

Bundling Lesson 2: Add value to drive subscriptions
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Publishers are also experimenting with other consumer revenue streams ð

online memberships, ecommerce, and specialist apps and services

Experiences to date ðdigital diversification

Online courses by

3. Information and reference1. Memberships 2. Ecommerce

4. Specialist apps and services 5. Gaming and gambling


