






 

proprietary technology generally delays market acceptance. Apple's breakthrough iPod 
built its success on the ubiquitous MP3 standard.  
 
At very least, all e-readers should support a baseline of standard file types. Otherwise, 
they stand the chance of selling e-editions only to the few that bought their proprietary 
hardware.  
 
Related Links 
Hearst Preps Skiff Digital Reader – AdWeek 
Tag Archive: E-Readers - Technologizer 
eReader Battles – Harvard Business Review 
 
===== 
 
Editor & Publisher Lives, Dies, Lives Again  
 
Editor & Publisher has served as the newspaper industry trade journal since 1921. So 
parent company Nielsen Media's abrupt announcement of an immediate closure for the 
publication came as an absolute shock.  
 
Apparently, Nielsen had been unsuccessfully shopping the magazine to potential 
buyers. With 2009 drawing to a close, they made the decision to pull the plug. Many 
across the industry believed the magazine still had a future, and the staff continued on 
as best they could. After only a very brief closure, E & P found a buyer and is back in 
business. 
 
This story is significant on its own, but some have wondered if this is, perhaps, the 
industry in microcosm. Could it be that newspapers, when pushed to the brink, will find 
resources, techniques and technologies that will let them carry on?  
 
Related Links 
RIP E&P – Newspaper Deathwatch  
E&P’s Final Issue? – Editor & Publisher 
E&P Homepage – Editor & Publisher 
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Conclusion: Expect the Unexpected 
 
If we've learned one thing from 2009, it's this: publishers know the current situation is 
unsustainable. As each new readership reports shows the relentless transition from 
print to web, they MUST find a way to generate more revenue from the web without 
destroying their expanding audience.  
 
The lack of a proven and easily transferable model led to experiments of many kinds, 
and we expect this trend to continue and even intensify in 2010.  
 
In print, niche content like community papers seems to be the only category that can 
muster growth. The big dailies will seek to slow circulation losses as best they can, 
perhaps finding relative stability at some point. But their primary focus will be on 
increasing website revenue. 
 
Our bottom line: be ready for more experimentation. This trend will continue if not 
intensify as publishers learn from the recent past and struggle on into an uncertain 
future. When they feel ready, we expect to see some take bold steps, putting solid 
resources behind the solutions they choose to pursue.  
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