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How technology and social media
are changing the way we watch TV
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Newsrooms and Integration

different strategies

Separate Divide
Digital First Reporting Journalists In
Philosophy Entirely from Fast and Slow

Production teams
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A1To To Newsroom 1.0 oto Newsroon
4.0!

Newsroom 1.0

From the very traditional newsroom to the very first
days of online operation
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Wee 1.0 (1989-2005)




A1To To Newsroom 1.0 oto Newsroom 4.0!

Newsroom 2.0

Integrating Print with
Online Operations




A1To To Newsroom 1.0 oto Newsroom 4.0!

Newsroom 3.0
Embracing Mobile and Tablet applications
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Technology Platform Agnostic - Medium Independent CMS

Former Newspaper Subs are Production Journalists multi

Production  gieq in “digital” outputs

Reporters are trained to be Multi skilled storytellers -
Reporters  recording podcasts, filming video on studio or on location
Trainin - in many cases they do it themselves - MULTI FACETED
9 CREATURES

Redefinitio  Traditional print jobs redeployed to service demanding
n of Roles digital output - New Job Titles - New Skill Sets




Print

Browse at Buy single

==e and reader

newsstand copy
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* The value chain is increasingly complex and traditional sales houses now often bypassed

* New players and new tools favor disintermediation

Demand Supply
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Advertisers Agencies Networks / Publishers
Exchanges

Marketing objectives: 2 main activities : New kinds of intermediaries, Creating ad inventory and
- Brand notoriety - Creative business which aggregate many willing to have no unsold ad
- Direct response - Media business different sites, selling both space
Aim : getthe best ROl,  Recent trends : fewer, bigger, LPO"IETE and scaiec sele Publishers' ad servers are
and for this have the operating cross borders, ROS'E 8 able to redirect ads to the
most metered tools to acquiring new specialist digital  Platforms working like different third parties
drive their campaigns agencies, under pressure to central hubs can offer new ify i ™5

deliver more measurable marketplaces [ Adwertning oood

results for advertisers e e
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Activity and device usage: time of day analysis

Device use by time of day
Moming Transit Work Noon Work Transit Evening Night
Smartphone
Tablet
Desktop

Types of news contents by order of importance

Tablet Smartphone Desktop
MNews stories Morning briefings News stories
Features Quick updates [ alerts Data
Morning briefings News stories Infographics
Videos Videos Vidgeos
- Social interactions: Facebook, google+, twitter >

[Source: Monday Note]
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Key Roles: The Daily Life in The Integrated Newsroom

m O

6:30am:
Nowsdask
briofing - AM
News Directors
plan for morning
peak online
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5:00am 7:00am

Gam:

AM News Direclor
starts & calls in Topic
Editors if required for

breaxing news

9:30am:
Newsdosk
briefing
{Nationai)
Daily top slories
discussed

9:00am
A

Sam:

10am:

Noewsdosk
brofing (local)
Local op

stories

discussed

11:00am

Topic Edilors begin
day and praepare for

briefing

9:30pm:
Nowsdosk briefing.
Plan 22 Edition if
required. Prepare for
nixl day handovar

11:30am
(Tuesdays)
All-in wookly briefing

moebng {National)
Week ahead Health check
planned oul on progress

3:15pm:
MNowsdosk
briefing
(Local), Health
check on
progress

3pm:
Nowsdosk

11pm:

YA steps in for
ovarnighl
producton and
breaking news
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1:00pm 3:00pm 5:00pm 7:00pm 9:00pm
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Topic Editor ptanning the
naxl day coverage

2pm (Mondays):
Topec Editors hold
woekly topic
mestings with teams
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11:00pm 1:00am
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Sam:
Print Platform Editors
arrive & prepare for
briefing

—

10:45am:
FPrnnt layout

page planning

1pm (Tue)
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moating. Early Wookend planning meobing. Page 1
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4pm:
Print layout

Spm: Tpm:
Paper production Production and
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NEol POAol - NEec EuBuveg - Neec Avaykeg ekTTaideuong

Editor-in-Chief: oversees journalism across all platforms — a transformative change from the current situation in which print and
digital are managed separately. The EIC is the ultimate arbiter in the newsroom and the internal and external figurehead. Reports
to the Editorial Director.

News Director: the newsroom’s linchpin, effectively the head of content. Platform-neutral, the News Director is the EIC's
delegate in day-to-day operations and forward planning. When questions are raised about when and where a story is published,
the News Director makes the final call. News Directors chair the daily and weekly news briefings, manage quality control and
Topic Editors’ needs/performance and ensure Platform Editors’ needs are met. They will be supported by deputies to ensure
news director presence 6am-late across seven days.

Platform Editors: The editors of our newspapers, websites, tablet apps and mobile sites are the champions of our products. They
are totally immersed in delivering journalism for targeted audiences, and must know intimately their platform’s strengths,
audience reach/needs and demographics. They are not passive curators of journalism in the newsroom, but are expected to be
active in ideas generation and execution by liaising with Topic Editors and News Directors.

Topic Editors: Topic Editors lead a team of journalists and are responsible for delivering 24/7 coverage of assigned rounds to all of
the platforms. A platform-neutral role, they will be active in daily and weekly news briefings, maintain newslistings and diaries,
manage the performance of the journalists in their team, oversee the production of online and print sections and liaise with
fellow Topic Editors. Editors of national topics report to the National Editor, editors of local topics report to the News Director.

Reporters: Reporters will no longer be aligned to one platform — they will be organised into topics and will produce their stories
for all platforms. Their aim will be the same: to set the agenda by breaking exclusive stories, finding fresh and compelling new
angles and engaging our audiences.

National Head of Production: a new role to lead a cross-masthead, cross-platform production team, elevating the quality of our
online journalism.

Producers: for the first time, digital, newspaper and magazine production staff across geographies will unite to form a multi-
skilled production team.




NEol PoAol - Neec EuBuvec - Neec Avaykec ekTraideuong

TABLET & MOBILE WORKFLOW

Manages the different
feeds (tagging) and
prepares content for
the daily product,

need human inte
and ensures the quality

of the final product
=‘E|.-‘J1|nq stornes,

pictures and videos SKILLS

SKILLS X 4 o Newsroom experience
Familiarity with e e multimedia editing

; - J v = i &
incoming feed models ' (video, Photoshop)

animated graphs, galleries

videos multimedia shows.
SKILLS
HTMLS, CSS

JavaScript




NEol POAol - Néec EuBuvecg - NEec AvayKkeg ekTTaideuong

Integrated Newsroom Director -

The MAESTRO Mobile Editor
Social Media _
= Web Tv Editor
Photo Galleries Growth Director
Editor

Chief Data Officer

RTB sales
director

Native Ads sales
Director







Mepipepeiakoc TUTTOC

BEBAIQZ KAI EINAI 2TO MAIXNIAI' ITOY NA KOITA=OYME

native ads

OXETIKEC MJE TO
TTEPIEXOUEVO

affiliate
OUVEPYIEC UE
“HeyaAouc’!

DATA
DATA
DATA

Kal ag givail kai Aiya!

Be part of the
Economy of
Conversation
& Sharing
“Be Social”

EINAI TTOAY APTA TTIANA 2KED®TOYME
“AN IMPENEN"
NA ENMENAY2ZOYME WHOIAKA
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