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Introduction

Chapter 1: Why Content’s Value

Matters Now

A. Why “value of content” is vital
issue today

. Shift in advertiser mentalities

. Internet 2.0 on the way

. Core questions: value vs. price

. The consumer must pay

How to determine the value of

content
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Chapter 2: Segmenting High-Value
Audiences

A. Crumbling mass markets for news
B. Marginal readers

C. Breaking down the online audience

Chapter 3: Identifying High-Value
Content

A. Qualities of high-value content

B. Passionate niches

C. Alternatives to long-form narratives

Chapter 4: Mining Platforms for

Maximum Value

A. The print bundle

B. The digital landscape

C. Re-writing the rules of the digital
landscape

D. Respect the values of each platform

Chapter 5: What Do Consumers Say

about Paid Content?

A. Who is paying for “content” today?

B. How many will pay for online
news in the future?

C. Gap between publishers and
consumers

D. Opportunities with indirect
payments

E. Tantalising possibilities
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Chapter 6: From “Value of Content”
to “Paid Content”

Chapter 7: Using the Skeptics As

Parameters

A. What won't work: broad pay walls

B. What might work: freemium
models

Chapter 8: Inside the Murdoch
Model

. The Times and Sunday Times
. The Sun

. News of the World

. Wall Street Journal

. New York Post

Fox

G. Conclusions
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Chapter 9: What Media Companies
Are Doing with Paid Content

A. Systemic pay walls

B. Membership clubs

C. Passionate niches

D. Tiered access

E. Protect the print product

F. Under consideration

Chapter 10: Where Do We Go
from Here?

. Today's priorities

. What publishers are planning
. “Newspaper Everywhere”

. Competitive dangers ahead

. Aggregators and scarcity
Brands
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Conclusions

Sharing ideas. Inspiring change.

AbOUt INMA. The International Newsmedia Marketing Association (INMA) is the world’s leading provider of global best
practices and marketing ideas for newsmedia companies looking to grow amid profound market change. With nearly 2,000 members in
82 countries worldwide, INMA produces magazines, newsletters, conferences, reports, award competitions, and other services to harvest
the world’s best ideas to grow audience, revenue, brand, and profitability for newsmedia companies. The 79-year-old association has
offices in Dallas, Antwerp, and New Delhi. To become a member of INMA, please visit www.inma.org.



