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Agenda

 A new global era

 Digitalization and the new media landscape

 Opportunities for the media industry ... And for corporations

 Theats for the traditional media industry and reactions

 Role and responsibility of the (new) digital multinational companies

 Takeaways and outlook
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Learning objectives

 Understand how globalization is changing because of digitalization

 Understand the impact of digitalized globalization on the media industry

 Discuss the related risks for the media industry and, as a consequence, for the 

development of a democratic and pluralistic society

 Evaluate the role and responsibility of multinational technology companies 

within this context
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A new global era
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New global era
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20th Century 21st Century

Tangible flows of PHYSICAL GOODS Intangible flows of DATA and INFORMATION

Flows mainly between advanced economies Greater participation by emerging economies

CAPITAL and LABOR intensive flows More KNOWLEDGE intensive flows

TRANSPORTATION infrastructure is critical DIGITAL infrastructure equally important

MULTINATIONAL companies drive the flow SMALL FIRMS & INDIVIDUALS can play a role, too

IDEAS DIFFUSE SLOWLY across borders INSTANT global ACCESS to INFORMATION

Innovation from advanced to emerging economies Innovation flows in both directions

1. McKinsey Global Institute, Digital Globalization: The new era of global flows, 2016.



New global era
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Global flows of trade and finance are flattening, data flows are soaring



New global era
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New global era
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Cross-border data flows are 

surging and connecting 

more countries

2021 – More than 900 Tbps



New global era
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HOWEVER

A small group of 

leading countries 

are much more 

connected than the 

rest of the world

DHL Global Connectedness Index 2020



New global era
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Recent, even if 

modest, decline



New global era
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Recent, even if 

modest, decline



New global era
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Many countries started to 

block data flows



New global era
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More expensive and time consuming, if not illegal, to transfer data overseas.

This may reduce economic growth and undercut social value

 Decrease of U.S. GDP by 0.1-0.36 %

 Increase in prices for some cloud services in Brazil and the EU from 10.5 to 54 % 

 Decrease of GDP by 0.7-1.7 %  in Brazil, China, EU, India, Indonesia, Korea, Vietnam 

(they have proposed or enacted data localization policies)



New 

global era
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Digital Services Trade Restriction Index



New global era
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General

Data

Protection

Regulation

(2016)

Source: Digital Europe



New global era
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The Global Data Value Cycle

OECD digital economy papers, n. 297,  August 2020



New global era
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The free flow of data can increase the benefits from digital trade, however

• TRUST is a fundamental factor (risk of consumers’ data being used for reasons beyond their knowledge 

and control) Blockchain

• Implications for MARKET CONCENTRATION, through data-driven economies of scope and the 

presence of strong network effects (over-high entry barriers for small and medium enterprises)

• Online search, dominated by GOOGLE

• Social media, dominated by META and its services + Twitter & Snapchat …

• Digital advertising, dominated by GOOGLE and FACEBOOK

• Mobile application downloads, dominated by APPLE and GOOGLE

• Commerce through online marketplaces, with AMAZON as the dominant platform

(2019 Report of the UK Digital Competition Expert Panel)



New global era
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The free flow of data can increase the benefits from digital trade, however

• TRUST is a fundamental factor (risk of consumers’ data being used for reasons beyond their knowledge 

and control) Blockchain

• Implications for MARKET CONCENTRATION, through data-driven economies of scope and the 

presence of strong network effects (over-high entry barriers for small and medium enterprises)

• Online search, dominated by GOOGLE

• Social media, dominated by META and its services + Twitter & Snapchat …

• Digital advertising, dominated by GOOGLE and FACEBOOK

• Mobile application downloads, dominated by APPLE and GOOGLE

• Commerce through online marketplaces, with AMAZON as the dominant platform

(2019 Report of the UK Digital Competition Expert Panel)

Agreement between Alphabet and Meta that gave 

Facebook an illegal advantage in Google’s ad 

auctions in exchange for Facebook's word that it

would end its own ad service plans



Digitalization

&

The new media landscape
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Digitalization and impact on the media industry
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Digitization

Transformation in how print and audio-visual content is both produced and 

consumed

1. New opportunities for new media actors

2. New threats for traditional media companies

Integration of ICTs to enable users to access, store and transfer 

information



1. New opportunities for the MEDIA INDUSTRY …
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• Non-profit organizations such as Wikileaks, International Consortium of Investigative 

Journalism (ICIJ) …

• Pure players: Huffington Post, Buzzfeed, ProPublica, Mediapart …



Huffington Post
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Founded in 2005, bought by AOL in 2011 for $ 315 million

Bought by Verizon Communications in 2015 for $4.4 billion

Now owned by BuzzFeed (stock deal)



Pro Publica and Mediapart, investigative journalism
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ProPublica

• Non-profit, independent newsroom

• Founded in 2008 by Paul Steiger, 

former managing editor of The Wall 

Street Journal

• >100 journalists + publications in 

collaboration with traditional media

• Various Pulitzer prices

• Funded by philanthropic donations, 

even though they accept advertising 

and consider selling of data



Pro Publica and Mediapart, investigative journalism
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Mediapart

• Independent and participatory online 

newspaper

• Founded in 2008 by Edwy Plenel

among others, ex director of Le 

Monde

• About 139 permanent employees (73 

journalists) + 175 freelancers

• Profitable from 2011, now has Euro 

21.2 ML of revenues and 2,6 ML of 

net profits, +/-210’000 subscriptions



In Switzerland
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Watson.ch

• 2014 founded by Hansi Voigt, 

previous editor in chief at 20 

minutes

• Now Peter Wanner (AZMedien

AG)

• 2018 1.8 ML unique clients

• 2021 expansion in Romandie

Blick did the same



In Switzerland
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2018

• Constantin 

Seibt, ex TA

• 3,5 ML from

investors + 

crowdfunding

• 30.000 

subscribers

• 50 journalists



In Switzerland
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2019

• Serge Michel, ex 

Le Monde

• Investors + 

crowdfunding

• Subscription

based

• Not profitable 

yet, 4000 

subscriptions

• Bought by the 

Aventinus

Foundation in 

2021
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• Beyond corporate publishing, disclosing branded content on their platforms or on 

third party channels

• Creating and sharing their digital content on corporate WebTV,  YouTube channels, 

Facebook Fan pages, Twitter or branded blogs

• They bypass traditional media, directly competing with them for audience 

attention

Corporate brands become media themselves

New opportunities for CORPORATIONS

Other opportunities within and outside the media industry …



29

New opportunities for Corporations 
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New opportunities for Corporations 

Red Bull Media House



Other opportunities within and outside the media industry …
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• Video on Demand: Netflix, Hulu …

• Technology companies : Google, Yahoo, YouTube, Apple TV …

• Social media platforms: Facebook, Twitter, Whatsapp, Instagram …
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Social Media
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The biggest 

online 

platforms 

have user 

data bases 

that far 

exceed the 

population 

of the 

world’s 

biggest 

countries

Social Media
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Use of Social Media for news
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Use of Social Media for news
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Use of Social Media for news
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Use of Social Media for news
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Use of Social Media for news
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Use of Social Media for news in Switzerland
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Falling interest in news 
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Falling interest in news
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Falling interest in news
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Falling trust in the news?
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Falling trust in the news?
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2. New threats for traditional media 
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• Fragmentation of audiences, 

disruption of business models

• New competitors:
• New pure players

• Technology companies

• Multinational corporations

• Fake news sites

• Ad-Blockers

2. New threats for traditional media 

• Cost cutting measures

• Sponsored content, native advertising

• Collaboration with social media 

networks

• Decrease in quality content 

• Loss of credibility / trust 

THREATS EFFECTS
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2. New threats for traditional media 
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2. New threats for traditional media 
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2. New threats for traditional media 



 Newspapers collaborate with social media: FB Instant Articles Program
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Reaction to new threats to traditional media 



 Newspapers collaborate with social media: FB Instant Articles Program
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Reaction to new threats to traditional media 

FB controls algorithm



 Newspapers collaborate with 

social media: Facebook goes 

LOCAL

 Local news, training readers to avoid 

hoaxes, let news firms post their own 

branded content

 Still, risk of cannibalization
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Reaction to new threats to traditional media 



 Newspapers 

collaborate with 

social media: 

Google & 

Newspack

 1.2 ML from Google & 2 

partners

 1 ML from other 

institutions
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Reaction to new threats to traditional media 

To help small newspapers run their sites with wordpress



 Newspapers 

collaborate 

with social 

media

 Google 

supports

LOCAL 

newspapers, 

even in 

Switzerland
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Reaction to new threats to traditional media 



 Newspapers collaborate with 

social media …

 Or maybe not?

 January 22, 2021

 Google threatens

government in Australia
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Reaction to new threats to traditional media 



Role and responsibility of 

multinational technology 

companies

57



58

Role and responsibility of new multinational digital companies

WHAT IS THE PROFIT MARGINS OF MULTINATIONAL TECHNOLOGY 

COMPANIES ?
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Role and responsibility of new multinational digital companies

PROFIT MARGINS OF MULTINATIONAL TECHNOLOGY COMPANIES

• Facebook Profit Margin (Quarterly): 14.5% for Dec. 31, 2022 (was 30% last year)

• Alphabet Profit Margin (Quarterly): 18% for Dec. 31, 2021 (was 27% last year)

• Apple Profit Margin (Quarterly): 25.6% for Dec. 31, 2021(was 27% last year)
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Role and responsibility of new multinational digital companies

WHAT IS THE IMPACT OF MULTINATIONAL TECHNOLOGY COMPANIES ON 

MEDIA COMPANIES / THE MEDIA INDUSTRY?
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Role and responsibility of new multinational digital companies

1. Digital platforms are capturing media through infrastructure

• Big platform companies such as Google and Facebook represent for news 

media an opportunity to reach audiences, as well as infrastructures to 

analyze trends, events, stories, aiming to create new insights. 

• This transformation can be called an "infrastructure capture." Ironic to see 

digital platforms - that are supposed to be scrutinized by news media -

providing the infrastructure on which news media are dependent.

• These may result in decreasing independent journalism and news media 

producing content that could bring even more profit to tech giants.

Source: Nechushtai, E. (2018). Could digital platforms capture the media through infrastructure?. Journalism, 19(8), 1043-1058.
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Role and responsibility of new multinational digital companies

2. Digital platforms are quantifying the qualities 

• The common currency by which platform companies make a considerable 

amount of money is data. To produce tangible, easy-to-use, and understandable 

data, these platforms introduce different metrics that help media companies 

show how good or bad they are operating.

• One of the most apparent results of this trend has been the growing 

importance of the “politics of clicks” to compete over audience attention. 

• Platform companies appear to be the final winners as they benefit from all data. 

Source: Christin, A. (2018). Counting clicks: Quantification and variation in web journalism in the United States and France. American Journal of 

Sociology, 123(5), 1382-1415.
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Role and responsibility of new multinational digital companies

WHAT IS THE IMPACT OF THE so-called POLITICS OF CLICKS in the MEDIA 

INDUSTRY?
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Role and responsibility of new multinational digital companies

This impacts on the evaluation of journalists’ work
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Role and responsibility of new multinational digital companies

3. Digital platforms’ business model favors fake news
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Role and responsibility of new multinational digital companies

3. Digital platforms’ business model favors fake news
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Role and responsibility of new multinational digital companies

3. Digital platforms’ business model favors fake news
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Role and responsibility of new multinational digital companies

3. Digital platforms’ business model favors fake news
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Role and responsibility of new multinational digital companies

4. Digital platforms are eroding media audiences and advertising revenues

• This leads to structural economic difficulties for media companies with 

consequent decreasing quality and influence of professional journalism.

• A sort of semi-public, fragmented and circular communication seems to be 

spreading among exclusive users of social media, deforming their perception

of the political public sphere as such. If this assumption is correct, an important 

subjective prerequisite for the more or less deliberative mode of 

opinion- and will-forming is endangered among a growing part of the 

citizens of the state 

Source: Habermas, J. (2018). Überlegungen und Hypothesen zu einem erneuten Strukturwandel der politischen O ̈ffentlichkeit. Leviathan, 49. Jg., 

Sonderband 37/2021, S. 470–500.
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Takeaways and outlook

• Globalization is being strongly impacted by digitalization

• Digitalization and globalization have an enormous impact on the media 

industry

• New competitors, digital transition difficult for traditional media 

• Social media and multinational technology firms in general are dominating

the scene

• Their role can mine the pluralistic media system as we know it, and are hardly 

taking responsibility.

• On the contrary they threaten governments that are trying to take measures 

that limit their power (see the Australian case)
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Thank you for your attention !


