
















Because what we must not forget is that, even with all the high-tech 

tools at our disposal, the timeless aspect of reading is a way to connect 

not only with the past, and with others, but with ourselves. We are, of 

course, living in a golden age of engagement. And as we continue to 

redefine the tablet experience, I think it’s fair to say that we will 

soon be living in a golden age of reading, as 

well.‖

Arianna Huffington blogging at economistgroup.com/leanback

―Huffington’s content will emphasize the rich — and richly rewarding —

interactions that come from uninterrupted time spent in the 

company of creative minds…



WHAT A DIFFERENCE TWO YEARS MAKES

Source: BrandAsset® Valuator USA, 2011 The Economist Custom Study (All Economist Subscribers)
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Marketing and advertising revenue +

How publishers made money in publishing

Marketing and advertising revenue -
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(print)Rise of 

digital reading

Move of

advertising

from print to

web

Move of 

marketing 

$s away from 

advertising

Rise of social



A new world needs a new model
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Lean back

Lean Forward



Circulation – the drivers of profit
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4 factors will increase circulation profit

¥£$
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Media content ever paid for on a tablet*

DOWNLOADE

D MUSIC 

62%

BOOKS

58%
MOVIES

51%

MAGAZINE

S

41%

TV 

SHOWS

41%

RADIO

27%

SPORT

22

%

NEWS

19%

* Neilson, March 16th, Q4 2011 Media study



Managing print to digital migration with pricing

Digital-only Print 

(+Digital)

Till recently …



Now …

Managing print to digital migration with pricing

Digital-only

Digital-

only 

raised to 
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Print 

(+Digital)

Print 

(+Digital)



Soonish …

Managing print to digital migration with pricing

$110

Digital 

only

Introduce 

print

only

Print 

+ Digital
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Lean-forward supports our marketing

By commercialising our social and digital audiences we grow a cost-effective new 

acquisition source…
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The drivers of distribution

Trust

Value

Convenience
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38

Our circulation will grow …

… but with an increasing proportion of digital-only readers

Digital is not a zero-sum game



Advertising and marketing-services: the drivers of profit



Challenges

1. Print dollars can become digital 

cents

2. Tablet advertising is unlikely to 

match print advertising revenues

3. Advertising’s share of total 

marketing spend looks set to 

decline



Lean-forward, community strategy for Economist.com + Ideas People 

Channel

Community-generated content is the 

most efficient way to drive growth of 

Economist.com

The engagement inherent in lean-

forward community participation is 

sustainable protection against CPM 

erosion

Ideas People Channel provides 

scale beyond our own online 

platforms



Tablet advertising opportunity is best of both worlds

For our clients tablet 

advertising combines 

the brand impact of 

print advertising with 

the engagement and 

interactivity of online 

advertising

Source: Pew Research (US) October 2011 



Combining paid, earned and owned …

Paid Media

Earned Media Owned Media








