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Abstract 
 
Convergence implies that previously unalike areas come together, approaching a 
common goal. A subordinate concept of convergence, i.e., media convergence, is a 
concept that has become common when denoting a range of processes within the 
production of media content, its distribution and consumption. The concept of media 
convergence has achieved buzzword status in many contexts due to its widespread use.  
 
The concept is not new and has been discussed by researchers in many academic fields 
and from several different points of views. This thesis will discuss media convergence 
as an ongoing process and not an end state. 
 
Newspapers are one of many so-called publishing channels that provide information 
and entertainment. They have traditionally been printed on paper, but today’s digital 
technology makes it possible to provide newspapers through a number of different 
channels. The current strategy used by newspaper companies involves a process of 
convergence mainly regarding multiple publishing. A newspaper company interested 
in publishing content through multiple channels has to adapt its production workflow 
to produce content not only for the traditional printed edition, but also for the other 
channels. 
 
In this thesis, a generalized value chain involving four main stages illustrates the 
production workflow at a newspaper company in relation to the convergence 
processes. The four stages are creation, packaging, distribution and consumption of 
content.  
 
The findings of the thesis are based on studies of the newspaper industry in Sweden 
and reflect specific newspaper companies, their strategies, production workflow and 
ventures from 2002 to 2005. The methods used have been case studies, literature 
studies and scenarios.  
 
Some of the conclusions of the thesis indicate that convergence processes have steered 
the newspaper companies’ development towards multiple channel publishing. 
Advancing technology and mergers between companies have contributed to the 
processes of convergence. However, the new publishing channels have been described 
as threatening to the traditional printed editions since they compete for consumers’ 
time and advertising revenues. Convergence of technology has made it possible to 
store, edit and publish material over many different networks using the same tools and 
the same database system. If the content is stored in a neutral format, it can be 
packaged and used in many different types of publishing channels. However, 
according to the studied newspapers, a fully automated workflow for all publishing 
channels is undesirable and impossible to achieve with the existing technology, 
standards and organizational structure.  
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This licentiate thesis will discuss some of the strategies behind multiple channel 
publishing, production workflows and market conditions to detect how the newspaper 
industry is coping with media convergence. 
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1 Introduction 
 
Developments in technology and the production of content in media have contributed 
to a change in the consumption of newspaper content. According to the World 
Association of Newspapers, on-line newspaper readership has risen 350% during the 
first five years of the 21st century and the number of newspaper websites has doubled 
since 1999 (WAN, 2005). Information technology, such as the Internet, has given 
media companies new possibilities, making newspapers more of a service than a 
product where the organisations resemble “information engines” rather than printing 
organisations (Ifra, 2002).  
 
The possibilities offered through technological development are creating a need for 
new organisational structures and redefined occupational roles within the media 
companies. The investments made in new publishing channels also call for new 
strategies in terms of technological equipment, content sharing and business models. 
Picard (1997) describes how newspaper managers publishing in multiple channels 
today are facing a variety of challenges that are forcing them to reconsider their 
traditional selection of content, presentation of material to readers and policies 
regarding compensation for journalists. Some of these changes in organisational 
structures, such as the combination of the media and telecommunications industries, or 
in the production processes, such as developments of digital technology and 
integration of different elements in the media, are denoted as media convergence 
(Briggs and Burke, 2002).  
 
This thesis will discuss media convergence from different perspectives, with a starting 
point of media convergence as an ongoing process occurring at various intersections of 
media technologies, industries and audiences, as Jenkins (2001) describes it. 
Therefore, the concept of convergence is divided into processes of convergence and 
effects of convergence in this thesis. The title of the thesis refers to a quote by 
Boorstin from the book “The Republic of Technology” from 1978 (quoted in Briggs 
and Burke, 2002). He refers to convergence as “the tendency for everything to become 
more like everything else”. This quote was chosen because of its simplicity in 
describing what many researchers in the author’s opinion have failed to define by 
making their convergence definitions too complex or too much of a niche definition. 
 
Based on the assumption that newspaper companies will increasingly become multiple 
channel publishing companies in the near future, this thesis discusses both the 
similarities and differences in the production workflow at newspaper companies by 
observing strategies and organisational structures of different publishing channels. 
Because the production workflow for content publication in one publishing channel 
might be adaptable to other publishing channels, variations between the channels in 
relation to the convergence processes between the different channels have also been 
studied. 
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The work included in the thesis was carried out between January 2002 and May 2005 
and the thesis is based on three previously published papers. The first paper covers the 
concept of convergence in media, while the two following papers serve as examples of 
multiple channel publishing influenced by the processes of convergence. However, the 
thesis starts with an introductory scenario set in 2005. This scenario is intended to 
illustrate everyday life and our relationships with the different media channels that 
surround us in our society. Many researchers have created scenarios to predict or 
discuss alternative futures, e.g. Fidler, (1997); Alström et al, (2001) and Ihlström, 
(2004a). Surprisingly, such scenarios often portray young women travelling 
extensively and communicating through several different channels; they are interested 
in and almost dependent upon high-technologic inventions. Being a young woman in a 
similar situation myself, I have often been fascinated by such scenarios and the 
tendency of other researchers to portray someone different than themselves. I have 
likewise chosen to portray a person different from myself and use as my scenario a day 
in the life of a man in his forties. Any similarities with real persons or events are 
purely coincidental. 
 
The introductory scenario is followed by a presentation of the aims and methods used 
when performing the studies for the three papers included in the thesis. The 
terminology used in the papers is explained in the section called Newspaper 
Publishing and Media Convergence. The findings of the papers are then compiled and 
followed by a summary. The Discussion and Conclusions and Reference sections 
precede the three papers.  
 
 
1.1 Introductory Scenario 2005 

 
 
Let’s pretend you are in your early forties, living in one of the largest cities in Sweden. 
Imagine that you wake up every morning to the thumping sound of a newspaper hitting the 
floor in your hallway and the sound of disappearing footsteps outside the door of your 
apartment. You glance quickly at your alarm clock; it is 3:55. On the doormat lies your 
morning newspaper, which was printed and mastered just an hour ago by printers and 
technicians and contains the news collected, written and edited by journalists and editors that 
have worked all evening and night to make their final deadline. 

 
Imagine that you, after having gone through the usual agonizing thoughts about getting older, 
go back to sleep. When the alarm clock sounds at 6:00, you rush out of bed, take a quick 
shower and stumble into the kitchen where your wife is already up and preparing breakfast. 
You turn on the radio and listen to the morning news at the same time as you scan through the 
sports section of your newspaper.  
 
 “This is old news”, you think to yourself, since you read these words last night on the teletext 
before you went to bed. You then read the main section of the newspaper and enjoy the crisp 
sound the pages make as you turn them and then fold the newspaper to a more manageable 
size. The kitchen is quiet today; your kids are staying at your ex-wife’s this week. 
 
You listen to the news on the radio at the same time as you read about it in the newspaper. 
When you are finished with your breakfast, you toss the newspaper into the overfull recycle 
bin under the sink. Very irritated by the growing amount of waste paper under the sink, you 
wonder when you or your wife will remember to take those old newspapers down to the front 
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entrance of the apartment building. You forgot to do it last Wednesday when the recycle truck 
came. You sigh deeply, collect your lap-top computer, PDA, mp3-player, two mobile phones 
and headset, put on your jacket, check your vanishing and more-grey-than-brown hair one last 
time and leave for work. 
 
A man gives you a copy of the free morning newspaper at the entrance of the subway station. 
He stands there every morning in his uniform and wishes the stressed men and women entering 
the station a good day. The sad smile on his face makes you feel guilty and you accept a copy 
of the paper from him, even though you consider the other editions of free newspapers 
available in the subway system much better. You read some of the less serious articles and the 
SMS-gossip column while on the train and then discover that you have reached your station. 
You hang your copy of the newspaper on one of the handles under the windows of the train 
and get off. 

 
Now, picture yourself at the office, unpacking your gadgets in the conference room before the 
first meeting starts. You have arrived at work early, so you are alone in the conference room 
and decide to surf to one of the major evening newspaper’s websites while waiting for the 
others to arrive. You watch a movie clip about the latest scandal involving a famous TV-star 
whom you have secretly had a crush on for years. As one of your colleagues enters the room, 
you quickly close the web reader and feeling a little ashamed of yourself, adjust the gadgets all 
lined up on your desk and start talking about the WAP functionalities of your PDA. He too 
unpacks all his gadgets (as is customary in these kinds of meetings) and shows you his 
favourite function of his 3G-phone as the other colleagues arrive at the meeting. You change 
slides with the aid of Bluetooth and your mobile phone during your presentation.  
 
You are back on the website of the evening newspaper after lunch, this time wanting to read 
”100 Tricks to Get Slimmer in Just One Week”, because you do not, sadly enough, conform to 
the ideals of today’s society regarding how a human body should look. You are not as fit as 
you would like since you don’t work-out, hardly ever cook at home, eat a lot of fast food and 
drink a little more than you should.  
 
To your great disappointment, the web page with the slimming advice is not available unless 
you are a member of the site. This costs quite a bit and you would never consciously pay for 
digital information on the Internet, so you do a little work instead, feeling a bit letdown by the 
more common trend of walled-gardening.  

 
You leave the office at the end of the day and head to the subway station. The news bill in the 
street shouts out the same news that you read on your computer during office hours. You walk 
with tired steps and, even though you have already read most of the news today, you decide to 
buy an evening newspaper just to pamper yourself a little. Sitting opposite you on the train is a 
young woman typing an SMS. You look at her and feel old. Not wanting her to notice your 
advancing age, you quickly pick up your mp3-player, turn up the volume and start playing a 
game on your brand new killer phone until you reach your station and get off. 
 
You watch TV later that evening after dinner. You saved all your money last year to buy a 
complete home-cinema set-up and now that you have it, you finally feel good about yourself 
when you have friends over for dinner. After your wife has gone to bed, you check the sports 
results on the teletext. You then go to bed and dream about your favourite TV-star and sleep 
until you are again waken by the thumping sound in the hallway as the new morning 
newspaper hits the floor.  
 
Finally, imagine that you don’t like change very much and you don’t like the quick passage of 
years, taking you closer and closer to retirement age, so if it were up to you, this is pretty much 
how things should continue.  
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Now, this was just an imaginary example; you do not really live your life like this. But 
you could, and if you did, this information would certainly be of interest to the media 
companies of the world. Companies that, perhaps for their own reasons, would like to 
re-shape your newspaper-reading habits and media consumption. The media 
companies’ strategies, along with the new possibilities provided by technology, might 
change your way of consuming media in the future and thus affect and shape your 
views on the world. Now, however, these strategies have to be matched to the 
constraints of the existing production workflows inside the media companies as well 
as to the market conditions. Some of these strategies, production workflows and 
market conditions are discussed in this licentiate thesis. 
 
 

2 Aims and Methods 
 
This chapter presents the aims of the thesis and describes how a certain set of methods 
was chosen to best suit the research questions of the thesis. The methods used are 
described in the Method section of this chapter, followed by a section explaining the 
methods used in each of the included papers. Furthermore, delimitations of the thesis 
and the chosen methods are discussed.  
 
 
2.1 Aims 
 
This thesis aims to show that there are connections between convergence and multiple 
channel publishing. The main research questions have thus been: 
 

• How is the newspaper industry handling the effects of convergence? 

• What convergence strategies are there between newspapers and other media 
companies?  

• How has the views on and strategies for publishing in multiple media changed 
when  
compared with the past? 

• Why are the production workflows designed the way they are at the newspaper 
companies? 

• How can the production and distribution of digital services at newspaper 
companies  
become more automated? 
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2.2 Qualitative Methods 
 
Qualitative methods were chosen to explain the similarities, differences and challenges 
of the production workflow for multiple publishing channels at several different 
publishing companies. Furthermore, qualitative methods were selected to point out the 
specific trends, common strategies or successful moves and ventures unique to each 
publishing company since the companies are difficult to compare on a more general 
basis. 
 
Among the characteristics of qualitative research is that the research takes place in the 
natural setting, employs multiple methods of data collection and a strategy of inquiry, 
and is based on the interpretations of the researcher. The qualitative methods used 
indicate that the findings are presented in a descriptive manner focusing on the 
occurring process as well as the product or outcome. (Creswell, 2003) 
 
 
2.3 Case Studies 
 
Yin (1994, p. 13) defines case studies in the following manner: 
 
A case study is an empirical inquiry that investigates a contemporary phenomenon 
within its real-life context, especially when the boundaries between phenomenon and 
context are not clearly evident. 
 
Yin (2004) suggests five research strategies: experiment, survey, archival analysis, 
history and case study. In Table 1, the five strategies are described depending on the 
type of research question, control over behavioural events and focus of contemporary 
events. 
 
Table 1: Relevant Situations for Different Research Strategies (Yin, 1994, p. 6). 
 

Strategy Form of 
research 
question 

Requires control 
over behavioural 
events? 

Focuses on 
contemporary 
events? 

Experiment How, why Yes Yes 
Survey Who, what, 

where, how 
many, how much 

No Yes 

Archival analysis Who, what, 
where, how 
many, how much 

No Yes/no 

History How, why No No 
Case study How, why No Yes 
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Since the research questions for this thesis are mainly of the ”how” and ”why” type, 
the preferred methods to use (experiments, histories and case studies) are seen in Table 
1. Moreover, the research questions focus mainly on a contemporary set of events over 
which the investigator has little control. 
 
 
2.4 Futures Studies and Scenarios 
 
Scenarios and trend extrapolations are both methods of futures studies. The study of 
the future often involves the design of alternative futures (Schwarz et al, 1982). With 
the use of scenarios, alternative futures can to some extent be predicted. According to 
Schwarz et al, there was a movement at the early start of future studies against 
predicting the future based on past trends and against the usage of the so-called trend 
extrapolations. Trend extrapolations are nevertheless used to predict the future when 
forecasting a trend that is quantifiable and possible to extrapolate. Futures studies can, 
in contrast to trend extrapolations, be used to predict the events of larger complex 
problems.  
 
Kahn and Wiener (1967, p. 6) describe scenarios as: 
 
Hypothetical sequences of events constructed for the purpose of focusing attention on 
causal processes and decision-points. They answer two kinds of questions: (1) 
Precisely how might some hypothetical situation come about, step by step? And (2) 
what alternatives exist, for each actor, at each step, for preventing, diverting, or 
facilitating the process? 
 
The use of scenarios was established in Sweden in the 1960’s and was mostly used in 
mathematical research, political and defence planning. As preparation for constructing 
scenarios, experts make background studies of the problem area. Scenarios thus 
function as a way to communicate knowledge between experts and to synthesize it. 
(Schwarz et al, 1982) 
 
 
2.5 The Difference Between Hypotheses, Models and Scenarios 
 
A hypothesis is a question with a presumed answer to be tested (Eriksson and 
Wiedersheim-Paul, 1997). It is usually defined as deviant from what is believed to be 
correct, since the test of the hypothesis is made to see if it can be falsified 
 
A model is a representation of a phenomenon. A scientific model usually represents 
abstract hypothetical entities with postulated qualities described in a theory (NE, 
2005). Since the model is intended to resemble phenomena in reality, constructing a 
scientific model is comparable to defining a theory. However, the model distinguishes 
itself from the theory by simplifying the reality, not by comprehensively explaining 
the reality. There are three main categories of models: theoretical models, logical 
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models and physical models. Furthermore, the models can be divided into static and 
dynamic models depending on the time aspects of the model, and micro or macro 
models depending on whether the model represents one object or a system of objects 
(Holme and Solvang, 1996). 
 
A scenario is a systematic description of a hypothetic future situation or development. 
Scenarios are usually intended to describe a holistic view of connections from many 
disciplines (NE, 2005). The scenario is particularly suited for dealing with events 
taken together – integrating several aspects of a situation more or less simultaneously 
(Kahn and Wiener, 1967). 
 
Table 2 shows some characteristics of the three formats of representation. Hypothesis 
describes an idea and does not have to be supported by theories until it is falsified. It 
differs from models and scenarios since it is an assumption of a specific problem 
where the researcher suggests the reason for or the solution to the problem. Models 
and scenarios do not directly offer reasons for or solutions to problems. 
 
Table 2: Characteristics of Three Formats of Representation. 
 

Format of 
representation 

Hypothesis Model Scenario 

Based on Idea, 
assumption 

Quantitative methods, 
empirical facts or 
logical assumptions 

Qualitative 
assumptions with 
quantitative 
starting point 

Results in False or not 
false 

Is accurate or not 
accurate, will work, 
will not work 

Prediction of 
alternative futures, 
not interesting to 
falsify 

 
The difference between a scenario and a model is that a scenario intends to display 
relations in a future hypothetical phenomenon, while a hypothetical model intends to 
simplify the reality to reflect it more generally. Furthermore, alternative scenarios 
usually accompany the scenario, while a model is used singularly.  
 
 
2.6 Methods Used in the Included Papers 
 
The methods chosen for the included papers were qualitative methods, such as case 
studies including semi-structured interviews and observations. Scenarios and models 
were created based on these case studies in combination with literature studies. 
 
Paper I is a theoretical study on the concept of convergence in media based on 
literature from the years 1979 until 2004. Different models have been studied in the 
paper; some were theoretical macro models, some static and some dynamic depending 
on the importance of the time factor. The chosen methods for Paper II and III have 
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been case studies. Paper II consists of multiple case studies of newspaper, television 
and broadcast companies and discusses a number of alternative ways for a newspaper 
company to work with moving images. Paper III is based on three embedded case 
studies where several levels of the organisation at each newspaper company have been 
studied. Furthermore, paper III presents a number of scenarios. Scenarios were 
selected because of their ability to show workflows that are not yet in use today. One 
of the scenarios presented was a surprise-free scenario (Kahn and Wiener, 1967) 
resembling the workflow of today. 
 
Observations regarding current and future strategies for digital media content and 
payment services at newspaper companies have been made during discussions that 
took place in the Digital Media Council (RDM, Rådet för Digitala Medier) at the 
Swedish Newspaper Publishers’ Association. I was secretary for RDM during my first 
two years as a PhD student and witnessing the discussions during the meetings has 
been a great source of inspiration for me when carrying out the studies for the included 
papers in the thesis.  
 
Additionally, literature has been reviewed to find similar studies that answer the 
questions regarding the historical use of multiple channel publishing, the history of the 
studied companies and the origin of selected phenomenon occurring in relation to 
multiple media publishing. 
 
 
2.7 Delimitations 
 
The findings of the thesis are based on studies of the newspaper industry in Sweden. 
The number of newspapers consumed in Sweden per 1000 inhabitants was 509 copies 
according to statistics from WAN in 2002 (TidningsUtgivarna, 2004) and placed 
Sweden in fourth place regarding newspaper consumption in the world. The Nordic 
European countries distinguish themselves from the rest of Europe since the tendency 
by companies to advertise in newspapers is 57.6% of the total investment made in 
advertisements in media a year, compared with 37.2% in all of Europe 
(TidningsUtgivarna, 2004). Because of the focus on the Swedish newspaper industry, 
the findings of thesis cannot be directly adapted to other parts of the world.  
 
The findings of the thesis reflect on media companies and their strategies, production 
workflows and ventures during a specific time, namely 2002 to 2005. The case studies 
of media companies and their ventures into TV services as described in Paper II were 
test projects or plans for the future when the case studies were made. Today, two years 
later, the same media companies are turning these plans into reality. The constraints 
and advantages for the development of electronic paper have changed from the time 
when Paper III was written. Hence, the findings cannot be regarded as timeless and are 
reliable only when describing this specific period in time. 
 
Technology and strategies behind the services offered by the media companies are 
among others issues such as economical, legal or behavioural, driving forces for 



 9

changes in the journalistic aspects of the content. The approach of the thesis has not 
been from a journalistic, design-oriented or legal point of view. However, it is the 
author’s opinion that it is important to study topics such as selection, archiving and 
refinement of news depending on its value, changes in content depending on the 
publishing channel, design-issues, digital rights management and terms regarding 
economical compensation for multiple channel reporters and journalists. It is also 
important for researchers to study if there is a change in the content due to which 
publishing channel that is used from a long-term perspective since this content is what 
will eventually reach the audience, affect them and perhaps change society.  
 
It is not within the scope of the thesis to develop or implement technological solutions. 
However, some technological guidelines are presented to enable publishing in the 
different studied publishing channels.  
 
 
2.8 Method Review 
 
According to Creswel (2003), qualitative research is characterized as interpretative 
research, thus making it impossible to ignore personal interpretation brought to 
analysis of data. The role of the researcher is therefore important to consider in 
relation to the results.  
 
It is the author’s opinion that there are special relationships between researchers, 
technology developers, newspaper companies and real users. Views on news services 
and technology differ depending on ones role and the opinions of others are often 
misinterpreted, which leads to misunderstandings. Hansson (2003) discusses science 
as a means of making the different perspectives come together as one common 
perspective. The role of the researcher should therefore be to reflect a perspective that 
is inter-subjective and common for everyone. A precondition for this is that the 
researcher is as objective as possible and does not reflect a common prejudice or belief 
for a certain process or phenomenon.  
 
The case studies were based on qualitative research, such as empirical observations, 
semi-structured interviews and making the general validity (Eriksson and 
Wiedersheim-Paul, 1997) a weakness of the results. Holme and Solvang (1997) 
suggest that reliability and validity is best secured by reciprocal actions between 
researcher and the interviewed objects in a study. The persons interviewed in the 
included papers have to some extent been contacted for follow-up interviews or to 
review the findings of their interviews, thus creating a reciprocal action between the 
researcher and the interviewed objects. 
 
Using qualitative methods implies that the validity will be high for the collected 
information as the researcher is close to the studied objects. However, the closeness of 
the researcher to the object could affect the findings by indicating connections or 
suggesting solutions that those interviewed would not have thought of themselves. The 
reliability of the findings in qualitative research is of less importance, since it is almost 
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impossible to re-achieve the same social settings for the case studies performed. 
(Holme and Solvang, 1997) 
 
The use of future study methods such as scenarios can give rise to many doubts about 
the conclusions made in this thesis. Is it possible to predict what will happen in the 
future? As stated by Schwarz et al (1982) the future is uncertain because the future 
itself will evolve as a result of decisions not yet made. In this statement lies strength. 
Since the future is dependent on the decisions we make, we can influence the future by 
our decisions. Designing scenarios of the future thus delimits the uncertainty, which 
we want to take into account when studying the problem at hand (Schwarz et al, 1982). 
 
 

3 Newspaper Publishing and Media 
Convergence 

 
This chapter provides background on the newspaper industry and introduces 
terminology and definitions that are used in the included papers such as media, the 
newspaper industry and multiple channel publishing. A value chain of a newspaper 
company is presented and the sections that follow discuss newspaper content 
production workflow and are based on the four stages in this value chain: creation, 
packaging, distribution and consumption.  
 
The latter part of the chapter discusses a few strategy trends and influences caused by 
hypes within the newspaper industry. Lastly, the results from the included papers are 
discussed in order to present the background of the terminology in the included papers. 
These same results are further discussed in the Discussion and Result section of the 
thesis.  
 
 
3.1 The Newspaper Industry and the Media 
 
Newspapers are one of many mediators of information and entertainment. They have 
traditionally been printed on paper, but today’s digital technology makes it possible to 
provide newspapers through a number of different channels.  
 
Traditionally, media, and mass media in particular have been defined as the production 
and distribution of information on a one-to-many basis (Europe Economics, 2002). 
Including not only mass media in the definition, media can be described as channels 
acting as intermediary for information and entertainment (NE, 2005).  
 
However, what can be included in the definition of media changes over time. 
Recently, defining e.g. media technology includes the technology and methods 
supporting human communication across space and time (Enlund, 2003). According to 
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Hedman et al (2005), the traditional concept of mass media has been replaced by the 
concept of media. The concept of new media consists of communication technologies 
and the traditional media channels have been modified to also support two-way 
communication. Thus, communication processes are of central importance when 
describing media today.  
 
 
3.2 Revenues and Ownership  
 
The main income for newspapers is from advertising. Since the cost to advertise in the 
printed edition of a newspaper is high compared with the other media channels, the 
printed edition is the major source of income for the newspaper companies. Thus, 
according to the papers included in this thesis, regardless of the number of new 
publishing channels introduced into a newspaper organisation, the newspaper 
companies still view the printed edition as their primary product. However, this focus 
on the printed edition may change over time. 
 
Media companies in Europe and North America and publishers in particular, have 
historically been family-owned small and medium-sized enterprises (Picard, 2004). 
However, according to Gershon and Suri (2004), the 1990s will be remembered for 
rapid growth characterized by major mergers and leveraged buyouts. The entire 
structure of media companies has changed thanks to mergers, developments in 
technology and new ways of cooperation. Today, a media company focusing primarily 
on a certain type of publishing channel, such as a newspaper organisation, is often 
owned by a larger media organisation, as is the case in the USA where many 
newspapers are owned by dominating newspaper chains (Hadenius and Weibull, 1999) 
with several divisions operating in more than one media industry (Meier and Trappel, 
2001). The traditional model of a media company still exists, however, it has become 
common among large media conglomerates that what were once competing 
organisations are now brought under the same roof (Ifra, 2002) with several media 
publishing channels present in the organisation. 
 
 
3.3 Multiple Channel Publishing at Newspaper Companies 
 
Figure 1 illustrates how a multiple channel publishing newspaper company today can 
produce content for many different publishing channels.  
 
Enlund (1979) discussed the workflow structure for creation of content at a multiple 
channel publishing newspaper company already in 1979. He pictured the newspaper as 
an information center and referred to an information bank for storage of content to be 
published. By using such an information bank or central database and a central news 
desk for the integration of the packaging and production processes of the content for 
the different publishing channels, the newspaper companies have come closer to using 
the same production workflow for publishing in all channels. Quinn (2002) presents a 
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number of newspaper and media companies worldwide that were pioneers in working 
with such multiple channel publishing, i.e., the Tribune Company (USA), the Tampa 
Tribune (USA) the Turun Sanomat (FI) and the Ming Pao Newspapers (CH) to name a 
few.  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1: Different publishing channels as multiple channel publishing at a newspaper 
company (Paper II). 
 
With the aid of a central database for information management in multiple channel 
publishing, Quinn claimed that XML (eXtensive Markup Language) was the main tool 
available to put convergence journalism into practise. Three years later, XML is 
widely used by newspaper companies and the development of standards and dialects 
of XML for newspaper publishing such as AdsML and NewsML have been made 
possible (Pascual, 2005).  
 
The investigated newspapers all work with multiple channel publishing. However, 
they have not fully adopted the strategy of publishing for several channels without 
focusing on one primary publishing channel.  
 
The advertisement workflows at the investigated newspapers are today only partly 
integrated with the editorial workflows.  Additionally, the production workflow for the 
on-line edition is generally separated from the workflow of the printed edition. Thus, 
there is additional work to be done before a general workflow can be established for 
all publishing channels.  
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3.4 The Value Chain from Creation to Consumption of Content 
in Media Production 

 
The process from creation to consumption of content can be described as a generalized 
media production value chain (Figure 2). This value chain represents the course of 
events from the production of content to its consumption in relation to the processes of 
convergence and technology development. Value chains for content in media 
production have previously been described by for example Stenberg (1994) and 
Rosenqvist (1999), but without the relationship to convergence processes in 
combination with technology development.  
 
The stages in this value chain are connected to the technology in terms of production, 
packaging, distribution systems, networks and devices. 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: The value chain from creation to consumption of content in media 
production (Paper I). 
 
The purely journalistic aspects of content creation, design and planning will not be 
described in the following chapters that detail the value chain since this value chain 
describes technological actions in the workflow.  
 
The first stage, creation of content, is the phase where product planning takes place 
and the material enters the production system. Text content is typed, images and 
advertisements are refined, and elements such as sound clips, moving images and 
other digital input are collected and stored in the database of the newspaper company. 
The second stage is the packaging phase and is the process where material stored in 
the database is edited, laid out, packaged and finalized for publishing. In the third 
stage, the content is either digitally launched or printed and further distributed. The 
fourth and final stage is where the product reaches the audience and is consumed.  
 
The value chain in Figure 2 may describe the publishing workflow of a multiple 
channel media company where convergence processes can be present in all stages of 
the value chain. In the creation stage, processes of convergence could involve 
reporters producing content for multiple publishing channels. Convergence in the 

creation packaging distribution consumption 

Developments in technology 

Processes of convergence 
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packaging stages could imply that content produced in a channel-neutral format is 
packaged differently for a number of different publishing channels. Convergence 
processes in the distribution of content could denote the use of alternative distribution 
networks traditionally used for distribution of specific content such as distribution of 
text files over the digital audio network or the digital video network. The consumption 
stage could involve convergence processes if the audience decides to download 
content into one device, such as reading news on a PDA (Personal Digital Assistant) or 
collecting summaries from their favourite websites via RSS (Rich Site Summary).  
 
A limitation of this value chain is the absence of interaction between the readers and 
the players in the chain. Interaction can be present in all stages of the value chain 
depending on the service. In the creation stage, interactivity could involve content 
from readers such as letters, article comments or chat forums on the on-line edition. 
Interactivity in the packaging stage could involve customized printing and zoning of 
content or advertisements both in the printed edition and the on-line editions. 
Interactivity at the distribution stage could involve different forms of personalization 
and in the consumption stage imply the choices made by the audience in terms of what 
content to consume and when to consume it. Furthermore, commenting in chat-forums 
or on articles in the newspaper can also take place as an interactive event in the 
consumption stage. 
 
 
3.5 The Production Workflow at Newspaper Companies and the 

Creation of Content 
 
A workflow in this thesis is mainly used to denote the flow of material in the 
newspaper company’s publishing system. The structure of the production workflow 
varies between the companies, depending much on the size of the newspaper and its 
available resources, software systems and number of output channels.  
 
There are two extremes of workflow types at the first stage as seen in Figure 2: the 
integrated multiple channel workflow, also referred to as cross media content delivery 
workflow (Ifra, 2003), and the separated multiple channel workflow, where the printed 
and the electronic editions are produced in totally separate organizations, also referred 
to as single workflow (Ifra, 2003). In the integrated workflow, content is produced 
without a specific target channel. The material is stored in a neutral format and can be 
used in any publishing channel after packaging the content. In the separated workflow, 
the different editions do not cooperate or share content; the on-line and the printed 
edition departments are clearly separated.  
 
Many newspaper companies have tried or are trying to use a central news desk for all 
media channels in the editorial department. Representatives from the editorial sections 
of both the on-line and printed departments work together to produce all the different 
editions of the newspaper. The central news desk concept is currently being tested at 
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the Newsplex facilities in South Carolina, USA and at large newspapers around the 
world (Quinn, 2002, Ifra, 2004).  
 
Figure 3 describes a general newspaper workflow for today’s printed edition. The 
workflow starts with the planning process, where the number of pages and the general 
layout is decided. Advertisements are booked before entering the production system 
and placed in a pre-archive. The advertising department collects the different 
advertisements from the pre-archive and they are automatically controlled according to 
the advertisement constraints at the particular newspaper company before being stored 
in the advertisement database.  
 
 
 
        Advertisements               Editorial text and images 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3: The general flow of material at a newspaper.  
 
Editorial content is imported into the publishing system of the newspaper via text 
editors or automatic feeds and stored in the content database. Images are usually 
refined in an image system before storage. The advertisements are then placed onto the 
pages of the newspaper in composite file format and exported to the editorial 
department where editorial content is placed onto the pages. The finished pages are 
controlled and converted with the aid of various software programs and rasterized 
before the plates are made at the printing plant. The newspaper pages can either have 
been directly transferred to the servers after they have been finalized for rasterization 
or rasterized before the transfer to the servers. After the pages are transferred, the 

 
Advertisement 

database 

Pre-archive 

 
Content 

database 

Text editor Image system 

Plates 

Conversion 
software 

Image processing 
software 

R 
I 
P 

Composite file program 

Planning 



 16

printing plant, mailroom and distributors of the printed copy have responsibility for the 
rest of the workflow of the newspaper production.  
 
Figure 3 describes the creation stage and the packaging stage as seen in Figure 2 and 
solely describes the workflow for the printed edition. The planning of the digital 
edition is not the same as the planning of the printed edition as advertisement size and 
quantity does not vary in the same way. Even though content can be produced in a 
similar or identical way, much material is re-used from the already-printed material at 
some newspaper companies. The flow of material for the digital editions is discussed 
further in the next section. 
 
Many newspaper companies work today with multiple channel publishing and 
experiment with central news desks and different convergence strategies between the 
publishing channels. However, the organizational structures production workflows 
remain mostly traditional and are not always adaptable to new publishing channels and 
alternative ways of working with production of content. 
 
 
3.6 The Digital On-Line Workflow and the Packaging of 

Content 
 
The packaging stage as seen in Figure 2 is described as the finishing of the product. 
For printed content, it would include the processes from when the newspaper page is 
ready for print, is transported to the printing plant and printed. 
 
The boundaries of packaging are not as clear for digital media as they are for printed 
media. In 1999, Södergård et al claimed that publishing on the web is mainly a 
translation of traditional media. From the interviews carried out six years later for the 
included papers, this statement still holds true with some alterations, as can be seen in 
Figure 4. The figure illustrates a general workflow for an on-line edition at a 
newspaper company, based on the workflows at the studied newspapers of this thesis.  
 
The flow of materials in Figure 4 starts with the import of content from both the 
printed edition and from external sources, as well as with the creation of unique 
material. This unique material can later be used in the printed edition, but is usually 
followed by more in-depth analysis compared with the content published in the on-line 
edition. 
 
Advertisements can be created by the on-line department, but are largely imported or 
linked to external sources, such as national retailers of advertisements.  
 
Content is stored in the database of the on-line department, edited, administrated and 
published on the web site of the on-line edition.  
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The on-line edition staff members usually moderate interactive services, such as chat 
forums, to prevent the publishing of unwanted statements. Furthermore, in most cases, 
archive and search engines are provided on the website of the on-line edition at the 
studied newspaper companies.  
 
 
       Content from external sources              Content from the on-line department 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4: The generalized flow of materials for the on-line edition at a newspaper 
company where the printed edition is the primary edition.  
 
At the studied newspaper companies, the on-line department is also responsible for 
packaging content for digital publishing channels other than the on-line edition. 
Examples are editions for PDAs, mobile phones or digital TV text services. The 
content in these cases is generally a shortened version of the on-line edition, or as in 
the case of the WAP edition, headlines in combination with a short description of the 
news.  
 
The simplest digital publishing channels are managed more or less automatically using 
meta-tagged content from the database of the on-line department or from external 
sources. Additional resources are needed to handle layout and proof reading of content 
for more complex publishing channels than those consisting of text-based SMS-news 
or news for PDAs before it is published and distributed. 
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3.7 Distribution 
 
In the value chain seen in Figure 2, the third stage represents the distribution of media 
content, which can take place either physically or digitally. Physical distribution of 
newspapers involves the printing process and mailroom activities, as well as the carrier 
districts, truck routes and loading (Rehn, 2001).  
 
Physical distribution of the printed edition to the readers’ homes is costly for the 
newspaper companies. Digital distribution and digital newsprint is faster and more 
cost efficient compared with the physical distribution of the newspaper. 
 
The process of delivering a physical copy of the newspaper to a subscriber is a 
controlled and well-known process (Ifra, 2003). In the digital world, newspaper 
companies have struggled to find quality solutions for electronic payment of the digital 
content. Furthermore, copyright issues imply that newspapers are sometimes forced to 
exclude certain parts from the digital editions that were previously published in the 
printed edition, such as the comic section of the newspaper.  
 
Convergence of networks (European Commission, 1997) has made it possible to 
distribute digital content over many different networks that were previously not used 
to transfer several types of information. The combination of networks increases the 
reach so that the same information can be distributed to as many readers as possible.  
 
 
3.8 Consumption - Target Groups for Media Content Products 

and Technology 
 
The last stage in the value chain as seen in Figure 2 is the consumption of the content. 
The consumers or readers of newspapers have traditionally been considered as those 
reading the printed edition. Today, as newspapers produce editions for a number of 
publishing channels, newspaper readers might not always be readers of the printed 
edition. As suggested by Ihlström (2004b), national newspapers have gained a new 
type of audience, non-readers of the printed edition. Hedman et al (2005), argue that 
there is a segmentation of the audience between different publishing channels and 
media. The audience has, according to these researchers, limited time and money to 
spend on media consumption and neither can nor wants to increase their consumption 
as new media channels emerge.   
 
According to statistics from the Swedish Newspaper Publishers’ Association (2004), 
88% of the Swedish population between the ages of 15 and 79 spend about 25 minutes 
every weekday reading a printed newspaper from the 4,1 million copies a day that 
constitute the Swedish newspaper circulation. Sweden is in first place in Europe in 
Internet usage, with 57% of the population using the Internet (SCB, 2004). There were 
106 Swedish on-line editions of newspapers in 2003. However, only 9% of the part of 
the population that used the Internet in 2003 read an on-line edition of a newspaper 
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every day. 32% of the population that used the Internet in 2003 had never read an on-
line edition of a newspaper (TidningsUtgivarna, 2004).  
 
These statistics can be compared with statistics from 1985, when 84% of the 
population read at least one morning newspaper every day with an average time of 31 
minutes per day. In 1998, the same type of statistics showed that 83% read at least one 
newspaper every day and the average time spent reading the newspaper was 30 
minutes. In 1998, the 41% of the population that used the Internet had read the on-line 
edition of Aftonbladet, the largest Swedish evening newspaper and the largest on-line 
newspaper in Sweden. (Carlsson, 1999)  
 
Comparing the statistics from 1998 and 1985 with the statistics from 2003 would thus 
imply that the consumption of newspapers has decreased regarding the time spent 
reading a newspaper. However, the number of people that read at least one newspaper 
everyday has increased. This change can be due to newspapers with fewer pages 
and/or the introduction of free newspapers, to name only a couple of factors that can 
influence the statistics. Nevertheless, media consumption has changed since 1985. 
 
The terms daily media reach and media market shares are important when considering 
consumption of media. The daily media reach of publishing channels including 
Swedish newspapers in 2003 is summarized in Figure 5 and is based on statistics from 
Nordicom-Sveriges Mediebarometer (2003). Everyday, 87% of the Swedish 
population watches TV compared with the 81% that read a newspaper, including the 
free newspapers.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5: Media reach in Sweden in 2003, population aged 9-79 (Nordicom, 2003). 
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Media reach depends largely on what kind of technology the consumers have in their 
homes and workplace. According to an investigation by the company Intel, 40% of 
European homes have at least five different remote controls (Microsoft, 2005). Such 
studies are used by companies like Microsoft as evidence that there is a need for 
converged solutions in multi-media devices in future digital homes.  
 
Media market shares on an average day in 2003 in terms of time spent consuming 
media can be seen in Figure 6. Radio and television hold the strongest positions in 
Sweden.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6: The media market shares on an average day, based on statistics from 
Nordicom (2003). 
 
Today, as circulation decreases and young target groups, according to the studied 
newspapers, demand new ways to read the news, efforts have been made at the 
newspaper companies to fulfil the needs of their audience in order to keep them as 
readers and subscribers and thereby entice advertisers to stay with their company. This 
is not an easy task, however, as youth in the Nordic countries, according to Kairos 
Future (2004), are professional consumers and will not be easily impressed by the 
range of products and services aimed at them on the market. They know they 
constitute an attractive target group, hence, they are not easy to attract. Young Nordic 
people are said to be individualists, demanding the right and possibility to shape their 
lives as they wish and to make their own decisions. (Kairos Future, 2004) 
 
While attracting young readers is certainly important, it might be among the older 
target groups that there are possibilities to make money. Stafford (2003) argues that 
the target group consisting of early adopters of computer technology tends to be older, 
has higher incomes, is more educated and has higher socio-economic status. Statistics 
from 2004 show that computer usage in households with people over 60 years old has 
increased 6% from 2003 to 2004 (PTS, 2004). 97% of 31-40 year olds use a mobile 
phone, as do 96% of 41-50 year olds. Among people aged 31-40, 26% send between 
two and five SMSs a week, which is the same as the number of persons in the target 
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group aged between 16 and 20 send in a week. 79% of the 31-40 year olds use content 
services such as games, chat functions, ring tones or MMSs in their mobile phones and 
71% of the 41-50 year olds use these same mobile phone content services. (PTS, 2004) 
 
 
3.9 The Newspaper Industry – Technology, Strategies and Hype 
 
The processes of convergence and developments in technology are affecting the value 
chain from creation to consumption of content. Sources of revenues for the newspaper 
companies, the desire to invest in or to buy the product from the newspapers’ 
customers and the competition between the different media content production 
companies all affect the decision-making process when venturing into new media 
channels. Strategies for investment in technology and what convergence processes to 
adopt for future newspaper publishing are among the many factors that rely on a 
number of economic issues. 
 
Newspaper companies have several types of customers contributing to their revenues. 
The two major sources of revenue for media companies are advertising and 
consumer/end-user spending (Blackman, 2004, Stenberg 1994). The consumer/end-
user customers are readers buying the product as subscribers or single-copy buyers 
(Stenberg, 1994). The advertising customers buy space for their advertisements in the 
product (Stenberg, 1994). Other contributors are hardware companies or network 
operators that contribute by financing services offered by the newspaper companies. In 
this manner, they hope to increase usage of their devices by offering their customers 
newspaper content services included in the devices (Ifra, 2002). Moreover, cross 
promotion cooperation with other media companies contributes to income, mainly 
through revenue sharing (Ifra, 2002).  
 
Retailers of information, such as content aggregators repackaging the content for their 
own products, usually do not pay for the content. Nevertheless, they use it and profit 
from it. Google News (news.google.com) relies on editorial judgement of online news 
organizations. Furthermore, RSS-feed based news services such as Swedish 
Nyhetsportalen (www.nyhetsportalen.se) are also collecting news from the 
newspapers’ on-line editions without paying for the content.  
 
Innovations in information and communication technology (ICT) continue, leading to 
new services in areas such as broadband networks, third generation mobile systems, 
peer-to-peer communications, digital compression technologies and content 
management systems. These innovations all have an impact on shaping the media 
sector. (Blackman, 2004) Thus, the challenges for today’s newspaper organisation are 
many. Note, however, that they are referred to as “challenges”, not problems. Jonasson 
(2005:12) takes it one step further, describing these challenges as opportunities, not 
threats. 
 
It has become important on the media market for newspaper companies to attract 
readers and advertisers by, for example, profiling themselves as leading edge or far 



 22 

ahead of others in new technology. Moreover, during the years of the Internet-boom, 
buzzwords were used extensively and not only to promote new technologies and start-
up companies (Uppgård et al, 2003). In this context, it became, and still is, almost 
obligatory to illustrate new ventures with the aid of the concept and, according to 
Uppgård (2003), the buzzword convergence. Hence, convergence in media is a highly 
adopted concept in the future strategies of newspaper companies. The concept often 
appears in literature in same context as other so-called buzzword concepts. Some 
examples of such buzzwords are cross-media publishing, fusion, mediamorphosis, and 
most recently, the Triple Play concept, which refers to the involvement of telephony, 
Internet and television (Zhao, 2003) or, in other words, voice and video mixed with 
data (Jorgenson, 2005). Other related concepts often discussed in the context of 
convergence are confluence, coopetition, integration, diffusion and mergers, to name 
but a few. Furthermore, metaphors have been used to often denote convergence 
processes along the themes of highways and marriage, such as travelling together on 
the same information super-highway (Briggs and Burke, 2002), or a marriage of 
technology and content delivery (Lawson-Borders, 2003). 
 
The term convergence has been used when introducing new features such as elements 
of interactivity, niche content and personalization in digital editions, particularly on 
the on-line editions of the newspaper companies. Hedman (1999) claims that 
newspaper companies have initially failed to develop a comprehensive strategy for 
their ventures into new services in the electronic market. He suggests that newspapers 
have entered the electronic market for the same reasons that they entered the television 
and radio markets: to defend themselves against possible advertising competition.  
 
According to a survey among newspaper companies in Sweden in 1997, the main 
reasons for newspapers to enter digital publishing were to reach a potential future 
market, increase the number of readers and reach young readers. In 1999, several of 
these newspaper companies had, according to Hedman, adopted strategies for their on-
line publishing, such as:  
 
• developing niche-content areas 
• integrating the printed edition with the electronic edition 
• cooperating with several newspaper companies publishing on one common 

website 
• re-using already published material in several media channels  
• creating digital marketplaces or portals for the local market  
 
Since consumers can access news faster with the aid of Internet than journalists can 
publish the content, Quinn (2002) discusses how information overload can encourage 
newspaper specialization. He claims that consumers are demanding more relevance 
and that advertisers are targeting better. Furthermore, media companies have 
previously believed that editorial content was their crown jewel, however according to 
Quinn (2002), they have now found that editorial content is not enough. Services, 
features and e-commerce elements have been added to the editorial content, making 
the media companies function more as guides than gatekeepers. 
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As newspapers under the threat of growing competition are trying to see their 
problems as challenges, drive towards specialization and add new features to their 
existing products, it is probable that the newspaper companies will have to revise or 
develop their strategies to maintain their market positions. 
 
 

4 Summary of the Included Papers 
 
The three included papers are summarized in this chapter, starting with the first paper, 
which gives a view on how the concept of media convergence has been used in the 
literature and applied to processes in newspaper production. The second paper 
discusses digital- and web TV from the perspective of the newspaper companies and 
the third paper maps the field of electronic paper for future newspaper publishing. 
 
 
4.1 Paper I: Convergence and Divergence in Media – Different 

Perspectives 
 
The aim of the paper is to find what general definitions there are on the concept of 
convergence in media and the paper serves as a review of the existing models for 
media convergence from the early 1970’s to 2004. No standard definition of the 
concept existed at the time this paper was written, however, numerous attempts at a 
single definition were found. 
 
The concept of convergence is used in a number of academic fields with the meaning 
varying between the disciplines. One example of a definition of convergence from a 
discipline other than media is the biological definition. For a biologist, convergence 
signifies how similar biological structures have been developing from separate sources 
of origin. These convergence processes are never completed; the organism’s original 
heritage is always preserved in some form. 
 
In media research, MIT researcher, Nicholas Negroponte was one of the early 
introducers of the concept of convergence.  
 
 
 
 
 
 
 
 
 
Figure 7: Negroponte’s circles describing the MIT Media Lab’s construct of 
convergence (Fidler, 1997).  
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He presented a convergence model based on three intersecting circles representing 
three media industries coming together (Figure 7).  
 
Convergence was considered the driving force behind developments in 
telecommunications, media and information technologies in the 1990s. The European 
Union presented their view on convergence in 1997, and in 2001, the Swedish 
Government Commission suggested that convergence consisted of four areas: services, 
electronic appliances, networks and market convergence (SOU 1999:55, 1999).  
 
Newsroom convergence is yet another convergence area. The convergence in the 
newsroom deals with media content production and has been explored at the Newsplex 
facilities in the USA (Quinn, 2002). Convergence in content production involves 
processes taking place within editorial departments, in editorial system technologies 
and for the professional role of the reporters. One example of a model of newsroom 
convergence can be seen in Figure 8 and was published in the summer of 2003.  

 
Figure 8: The convergence continuum (Dailey et al, 2003).  
 
The paper refers to the confusion in defining convergence since the concept is applied 
to several different contexts. In addition to the academic models, several non-academic 
convergence models flourish, usually defining convergence of devices. 
 
Alongside convergence are the processes of divergence. The concept can be seen as 
contradictory to convergence, but can also appear simultaneously depending on the 
reference frame. The paper describes how Enlund and Lindskog (2000) explain how 
the widening range of information created by services containing interactive elements 
or services focusing on niche publishing from a consumer perspective encourages 
divergence. However, from a technology perspective that does not include the content, 
the technology, services and production workflow behind the content are converging. 
 
Technology developers can influence whether a device, service or usage trend will be 
influenced by processes of convergence or by divergence. The paper suggests that the 
electronic newspaper can be one of the devices possible to influence.  
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Media convergence during the 1990s mainly concerned networks and services in data, 
broadcasting and telecom industries. At the beginning of the 21st century, convergence 
was mainly described as several more or less interacting processes occurring in 
different fields. Recently, convergence has mainly been regarded as a niche concept to 
describe developments of new technology with different connotations and meanings 
depending on which niche it is describing.  
 
The paper concludes that media convergence is an ongoing process often appearing 
together with its opposite, divergence. Furthermore, divergence can appear as a result 
of convergence. The effects of convergence are visible, measurable and possible to 
detect, while the actual process might not be. The paper suggests that it might be more 
interesting to study the effects of convergence rather than the process itself. The 
results of the processes of convergence shape the media companies, change their 
products and thus affect our society and us.  
 
 
4.2 Paper II: Evaluating Digital TV as a Publishing Channel for 

Newspapers  
 
Web TV and Digital TV (DTV) are presented in the second paper as two examples of 
convergence of technology, services and content based on a study carried out during 
2002. The aim of the paper is to give a wide perspective of the DTV and web TV 
markets focusing on the advantages moving images could offer to a newspaper 
company. 
 
The paper suggests that the competition for the newspaper companies has become 
tougher not only as newspapers, but now also as other types of media channels 
compete in the same field. For the morning newspapers that compete primarily with 
the evening newspapers, venturing into a service broadcast over the DTV net or over 
the Internet could offer new possibilities. The morning newspapers could combine text 
with moving images, audio and live broadcasts, reach an audience larger than their 
current subscribers and offer the same entertainment value as that published in the 
evening newspapers. Furthermore, DTV and web TV could enable interactive 
possibilities by making two-way communication with the audience possible.  
 
The two main moving image types discussed in the paper are broadcast television and 
web TV. The three major forms of broadcast TV in Sweden discussed in the paper are 
Digital Terrestrial Television, Digital Cable Television and Digital Satellite 
Television. As seen from the consumers’ point of view, the choice of broadcasting 
form is not only a technical issue but also one concerning residential areas and 
availability of TV channels.  
 
In the paper, three TV companies were studied and their strategies regarding DTV are 
discussed as follows:  
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Strategies involve strengthening brands through cross-promotion and cooperation with 
technology providers, which lowers the costs for ventures into new services. 
Additionally, three newspaper companies experienced in working with moving images 
were interviewed. The newspaper companies’ main aim with the moving image 
ventures was to retain their news publishing position in the future with the aid of this 
type of multiple channel publishing. The moving image services offered by the 
newspapers are often regarded as test-projects and it has therefore been necessary to 
keep expenses low. 
 
The return channel for DTV is not always provided through the broadcasting net and 
some of the interviewed TV companies or newspapers have tried to encourage the 
audience to interact with the services via SMS. Different devices were then used in 
combination to create interactivity. Some of the interviewed TV companies and 
newspapers have successfully tried to cooperate with other partners regarding niche 
services such as business news or home furnishing. 
 
A number of operators of digital TV broadcasting nets were also interviewed in the 
study. Their main reason to convert to DTV was to cut distribution costs when 
broadcasting digitally. Many of the operators control the value chain from distribution 
to the customer, thus maintaining contact with the customers. 
 
Since there is no distribution net currently available in Sweden that covers the entire 
country, TV companies are forced to broadcast over several distribution nets. 
Furthermore, the telecommunication and broadcasting companies have developed 
proprietary platforms for interactive services making it necessary for the companies to 
program their interactive DTV services in several formats depending on the 
distributor. The interactive services can be divided into local and central interactivity. 
Local interactivity implies that the entire service is downloaded into the viewer’s set-
top box and no data is returned after the downloading process is completed. Central 
interactivity means that the operator of the distribution net receives information back 
from the viewer. A central interactive service is True Video On Demand. This 
expensive form of interactivity means a unique two-way communication between the 
operator and the viewer and is commonly substituted for Near Video On Demand. 
However, Near Video On Demand implies that programs and services are broadcast to 
all the viewers even though only those who are supposed to get the information can 
decrypt the broadcast data in their set-top-boxes. 
 
This paper concludes that the text format in the TV medium is ideal for newspapers. 
The paper suggests that newspapers could either work with web TV or text-based TV 
services. One way to start is to adapt the existing content to the TV medium and 
establish a relationship with existing TV companies to acquire further knowledge. A 
newspaper company could for example cooperate directly with the operators, creating 
text-based services such as an EPG (Electronic Program Guide) or other portal 
services. Other suggestions are made, however, they are more costly for a newspaper 
company. It could therefore be preferable to cooperate with existing actors on the 
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market when entering the area of moving images in order to gain knowledge for future 
ventures.  
 
 
4.3 Paper III: E-paper Production Workflow – Adapting 

Production Workflow Processes for Digital Newsprint  
 
The third paper describes electronic paper (e-paper) as one example of a publishing 
channel in the paper denoted as digital newsprint. The paper is based on case studies 
of three mid-sized regional Swedish newspapers with previous experience working 
with PDF editions and focuses on e-paper services as extensions of printed editions. 
Based on the case studies, three production workflow scenarios for working with 
electronic paper at newspaper companies were suggested.  
 
The definitions of e-paper and its services introduced in the paper are defined from the 
perspective of the newspaper companies. Digital newsprint is defined as a form of 
digital distribution of content originally based on the content for the printed edition. 
There are e-paper devices or terminals and there are e-paper services. When the term 
e-paper is used without a qualifier, it is defined as the entire field of e-paper, including 
both devices and services. The services for e-paper can be seen as a crossbreed 
between the traditional paper edition and the on-line edition. 
 
E-paper is intended for reading in a similar manner as reading on traditional paper, but 
with the possibility for updates and interactivity. The terminals are designed to be 
portable and to consume a minimum of electrical power. The display of the terminals 
generally consists of a screen with electronic ink wrapped in a covering shell. The 
electronic ink in an e-paper device consists of a grid with tiny cells, forming pixels on 
a display. These cells contain charged particles that are affected by the electric field 
caused by printed plastic electronic circuits in the backplane of the e-paper terminal. 
Depending on the manufacturer or solution, the cells can contain charged coloured 
particles or oil and water in combination with a coloured backplane or filters. 
 
The first prototypes of e-paper devices were small, no larger than an A5 page and with 
few or non-existent interactive possibilities. According to market research made by e-
paper manufacturer Philips and Swedish morning newspaper Sydsvenska Dagbladet in 
2003, users regarded such e-paper terminals as another gadget with nothing new to 
offer. Since the technologies for e-paper were under development, technological 
solutions such as what distribution forms to use were still possible to influence. A 
combination of distribution forms were suggested for updating the terminal, such as IP 
(Internet Protocol), 3G (Third Generation mobile telephone technology), DAB (Digital 
Audio Broadcasting) or DVB (Digital Video Broadcasting). (Liljestrand, 2003) 
 
According to the case studies, newspaper companies working with multiple channel 
publishing aim to produce content for the different publishing channels as automated 
as possible. This is important to cut costs and the three studied newspapers have 
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presented somewhat different strategies concerning how they will work with the e-
paper product. These strategies involve creating an e-paper product identical to the 
printed edition, tailoring the material specifically for the product or using it as an 
extension of the on-line edition.  
 
The three scenarios presented in the paper are based on state-of-the-art editorial 
technology and organizational structure at the newspaper companies. The 
organizational production workflows at the studied companies are somewhere between 
a separated and an integrated workflow, since the electronic edition is partly separated 
from the primary product, the printed edition of the newspaper.  
 
Aspects to consider when modelling an e-paper workflow is that there are two main 
content-producing departments at the newspaper company: the editorial department 
and the advertisement department. Many pages contain elements produced by both 
departments. In general, the layout is decided by the advertisement department, stored 
as one unit and assembled by the editorial department as if the advertisements were 
images.  
 
Since an e-paper edition will require resources from the newspaper company, keeping 
expenses low is first priority; therefore, the first scenario suggests a fully automated 
workflow with no need of editors working specifically with the edition. If the existing 
production workflow at a newspaper company cannot be easily adapted to an 
automated process, the second scenario of depending on dedicated resources working 
full-time with the e-paper edition could be preferable. The third scenario suggests that 
the e-paper edition is created on the fly whenever a user requests the latest available 
news or e-paper edition. This scenario requires a large degree of automation and that 
the material can be stored in standard formats. 
 
The paper concludes that the e-paper edition could be regarded as a crossbreed 
between the online and the printed edition, with the advantages of an electronic edition 
and a workflow similar to traditional newsprint. A future e-paper product could, with 
the right technology, offer such advantages to the newspaper companies as new 
business models, enhanced advertisements formats, moving images, personalization 
and interactive services.  
 
One crucial factor when introducing e-paper on the market is the intended target 
groups. In the first phase of introduction of e-paper, the suggested target groups are: 
 
• emigrants 
• people living in sparsely populated areas 
• roaming readers 
• people preferring to read an on-line edition of a newspaper rather than the printed 

edition.  
 
The main challenges to overcome when starting to work with e-paper editions at 
newspaper companies are: selection of material suitable for the product, automated 
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scaling of editorial and advertisement material, handling of high resolution graphics, 
pagination, copyright issues, editioned pages, layout aspects, human resources, 
distribution and promotion of the e-paper edition. 
 
The findings of the paper are presented as a most likely scenario based on the three 
scenarios presented earlier in the paper. The paper suggests that the most challenging 
problem of those listed above is to solve the conversion and scaling of advertisements 
regardless of their initial format. Furthermore, the paper discusses that the near future 
e-paper product could be a complement to traditional paper rather than a threat to the 
printed edition. 
 
 

5 Discussion and Conclusions 
 
Currently, strategies for newspaper companies to publish in several media channels 
involve processes of convergence. Convergence implies that previously unalike areas 
come together, approaching a common goal. Media convergence is a concept that has 
become common when denoting a range of processes within the production of media 
content, its distribution and consumption. The concept of media convergence has 
achieved buzzword status in many contexts due to its widespread use.  
 
The view on and strategies for publishing in multiple media have changed. Parallel 
publishing was first introduced at newspaper companies when the on-line editions 
were started, but multiple channel publishing has replaced it as other publishing 
channels have been developed, used and accepted by the companies. There are 
indications that convergence processes have steered the development towards multiple 
channel publishing. Examples of the effects of convergence involve the use of a 
central news desk and the introduction of new digital publishing channels and payment 
methods, as well as changed consumption of the media content and channels. How the 
newspaper industry is coping with the effects of convergence is discussed in all of the 
included papers.  
 
It is the author’s opinion that newspaper companies distinguish themselves from other 
media companies by their ongoing willingness to test new technology and services at 
an early stage in their development cycle. This, alongside with convergence processes, 
contributes to the use of multiple publishing.  
 
The publishing industry has always been a technology-driven industry (Enlund, 
1996:2). However, the strategy of newspaper companies when venturing into new 
technologies seems to be somewhat vague as they tend to adopt new trends and 
acknowledge hypes rather than strategically planning for the future. Block and Nilsson 
(1971) claim that every new technology can be said to open a door, but this does not 
necessarily mean that we should enter. And even if the newspaper companies choose 
to enter, do the consumers really want to follow? 
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The multiple channel editions produced by the newspapers constitute one effect of 
convergence.  Because many newspaper companies are today producing content for 
multiple channels, they are handling these effects of convergence by adapting their 
production workflows from producing content primarily for the printed edition to 
including the other editions. Convergence of technology has made it possible to store, 
edit and publish material over many different networks using the same tools and the 
same database system. If the content is stored in a neutral format, it can be packaged 
and used in many different types of publishing channels.  
 
The production workflows at newspaper companies are designed in a certain manner 
due to tradition, organisational issues, technological constraints and economical 
factors. The production workflow of a newspaper involves four main stages: creation, 
packaging, distribution and consumption of content. Editorial and advertisement 
systems manage much of the preparation of the material for the different publishing 
channels and several editorial, advertisement systems and software programs are often 
combined in the workflow of the newspaper companies, making it difficult to adjust 
depending on the system supplier. At present, the studied newspapers largely separate 
the printed content production workflow from the on-line production workflow. 
Furthermore, the advertisement system is separated from the editorial system. Thus, 
the newspaper companies and the manufacturers of editorial and advertisement content 
production systems have to consider these traditional structures when designing the 
new production systems for the workflow of the different editions.  
 
The production and distribution of digital services at newspaper companies can be 
largely automated. However, according to the studied newspapers, a fully automated 
workflow for all publishing channels is undesirable and impossible to achieve with the 
existing technology, standards and organisational structures. It is the author’s opinion 
that storing the material in a neutral format, such as XML or dialects of XML, in a 
central database system for easy access within the company is the key to efficient 
publishing solutions. A solution is not easy to find regarding distribution of the 
content. This is due to a number of outside factors that can be difficult to control, such 
as network connections of the consumers, payment systems of the products, copyright 
laws and network capacity. 
 
Just as there are convergence strategies for the production workflow inside the 
newspaper companies, there are also convergence strategies between newspapers and 
other media companies. Such strategies are briefly discussed in Paper II, where one 
example is cross-promotion between newspapers and television companies. 
Technology development and company mergers have contributed to convergence. 
Alternative publishing channels as well as established new services first brought about 
as test-projects involving processes of convergence have become threatening to the 
traditional publishing channels (newspapers). They compete for their consumers’ time 
and might lead to decreased advertisement income since advertisers tend to go where 
the audience is. 
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New publishing channels compete with the printed edition in terms of advertisements. 
In Sweden however, the inclination to advertise in printed newspapers is high and 
local newspapers often control the advertising market in their specific region. 
Moreover, newspapers have strong relationships with the readers of their printed 
edition, a well-defined target group.  
 
New publishing channels can make use of the workflow of the printed edition. To 
maintain high quality as one of the newspaper company’s many editions, content for a 
new publishing channel can be produced with minor additional investments. The 
development is currently heading towards multiple channel publishing, but whether it 
is desirable to use the same production workflow for all publishing channels needs to 
be taken under careful consideration. Just because it might be possible to use a general 
publishing workflow does not automatically make it the best decision from, for 
example, a journalistic, economic or ethical perspective.  
 
As developments in technology have made it possible for the introduction of new 
publishing channels in media publishing companies, questions about the future of the 
printed edition have been raised. Will printed newspapers eventually be replaced by 
digital ones? Is it only a question of when the printed edition will be abandoned by the 
public and thus cease to exist, or is this just an unfounded fear from the newspaper 
companies? 
 
This year, 2005, is the 400th anniversary of the first printed newspaper. According to 
the World Association of Newspapers, the first published newspaper in print, Relation, 
was printed in Strasbourg in the summer of 1605 (WAN, 2005). The printed 
newspaper has survived for 400 hundred years, but is it now challenged by digital 
newspapers? The question of what will happen with the printed edition as the range of 
publishing channels increases and the technology behind the different channels 
converges is a complex one, depending not only on the possibilities of the new 
technology, but also on several other factors, such as the pattern of behaviour among 
the readers, trends, time and culture. This thesis does not aim to answer the question 
about the survival of the printed edition, but to acknowledge the strive to find an 
answer to the question as a driving force for research in future newspaper production, 
education in journalism and media technology, development of technology and content 
services and planning of strategies and future investments at newspaper companies. 
 
Assume that printed editions will be replaced by digital and converged editions. The 
possibility exists. However, a replacement of printed editions does not solely depend 
on what is technologically possible, but what strategies the newspaper companies 
choose and to the greatest extent, by what the readers such as the man portrayed in the 
introductory scenario of this thesis will adopt, consume and pay for. 
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6 Author’s Contribution to the Papers 
 
The order of writing the papers was as follows, Paper II, Paper III and Paper I. The 
papers are not ordered chronologically in the thesis. The author has contributed to the 
papers in the following manner: 
 
Paper I 
The paper was entirely written by the author.  
 
Paper II 
The case studies in Paper II were initiated by the Swedish Publishers’ Association and 
were carried out together with Katarina Båth. The studies resulted in three reports 
(Appelgren and Båth, 2002a, b, c) in Swedish written by the author and Katarina Båth. 
The three reports and literature studies were the source of material for Paper I. The 
author is the main contributor and writer of Paper II.  
 
Paper III 
The case studies, interviews and literature studies in Paper III were carried out by the 
author. Initial ideas for the paper were discussed and decided on by all authors of the 
paper before the study was initiated. The author is the main contributor and the sole 
writer of the entire paper. 
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