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Abstract

With the spread of the Internet in the Arab world, many Arab publishers and governments'
media bodies have begun to utilise websites in their outreach programmes. This thesis
examines the subject of Arab e-newspapers on the Internet. Specifically, it focuses on
readers of these publications and explores their use of this new news medium and their
overall satisfaction with it. To supplement this analysis, data were also collected from
e-newspaper publishers about their practices and about the content of their Internet news
services. The methodology included online surveys of readers and publishers, content and
format analysis of newspapers’ websites, and face-to-face interviews with some Arab
journalists. The research was restricted to Internet daily publications published by Arab
publishers in Arabic and English, though its results may have wider implications. It was
also restricted temporally to a specific time period, meaning that events in this rapidly
changing new technology environment may quickly overtake the situation as elucidated in
this work. In this respect, the findings do not reflect the impact of the new browsers that
were introduced in late 1999, such as Microsoft's multi-language browser (Internet
Explorer version 5), which will revolutionise the way people, read Internet content. The
most important trend that has been identified is the major move of existing Arab printed
newspapers towards online publishing in most Arab countries. Some of them just present
part of their printed product (a selection of the daily content), others offer all of their
content but, in most cases they appear in the same optical format as in the printed version.
Yet, despite the urgency to get on the Internet, the findings reveal that most publishers did
not have clear online publishing strategies and most of them were unaware of the
seriousness of the Internet to their traditional business. This study revealed that the
demographic profile of Arab e-newspapers' readers was similar, in many ways, to
readership profiles found for Internet users in the non-Arab World, in terms of age,
occupation and level of education. The keys to reader loyalty and satisfaction are found in

the ease with which online news can be accessed and explored, and the extent to which it

1S updated.
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Abbreviations and acronyms used in the study

ACROBAT

Arab(s)

ARAB WORLD

ARAB COUNTRIES

ARAB LEAGUE

The type of program needed for viewing PDF files.

The term 'Arab' refers to the (Semitic) people living,
nowadays, in the vast area extending from the Arab Gulf

to the Atlantic Ocean who are linked by a common
(Arabic) language and historical ties to the Arabian

Peninsula. However, Arabs are not a homogeneous group;

they consist of people from different nationalities,
religions, customs, cultural interests and socio-economic
backgrounds. They constitute most of the population of
the Arab World (see Arab World). Arab communities are
also found elsewhere in the world. Estimates of the total
Arab population range from 220 to 250 million. The great

majority of Arabs are Muslims.

Includes members of the Arab League which is a pan-

Arab regional organization set up on 22 March 1945 in
response to Arab aspiration for unity and independence.

Its seven founder members are Egypt, Iraq, Lebanon,
Saudi Arabia, Syria, Jordan and Yemen, the only

independent Arab states at that time. Over the years the

League's membership expanded and now includes 22
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BANNER

BROWSER

CGlI

CYBERSPACE

DOMAIN NAME

DOWNLOADS

E-MAIL

E-COMMERCE:

members, including; Algeria, Bahrain, Comoros, Djibouti,
Kuwait, Libya, Mauritania, Morocco, Oman, Palestine,

Qatar, Somalia, Sudan, Tunisia, and United Arab

Emirates.

The graphic that appears at the top of a Web Page
A Client program (software) that is used to look at various

kinds of Internet resources.
Common Gateway Interface - A set of rules that describe

how a Web Server communicates with another piece of

software on the same machine, and how the other piece of
software (the “CGI program”) talks to the web server.
Currently used to describe the vast range of information
resources available through computer networks. The term
was coined by Willlam Gibson in his 1984 novel,
Neuromancer.

The unique name that identifies an Internet site.

Typically sound, 1image, or video files that are

downloaded from a page and transferred to a user's

computer from the server.

(Electronic Mail) -- Messages, usually text, sent from one

person to another via computer. E-mail can also be sent

automatically to a large number of addresses (Mailing

List).

(EC) Electronic commerce; the use of computers and
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ELECTRONIC
NEWSPAPER,

E-NEWSPAPER,
INTERNET NEWSPAPER

ONLINE NEWSPAPER

GIF

HIT

HOMEPAGE - HOME PAGE

HOST

HTML

HTTP

electronic goods and communications 1n business

transactions.

All these terms have been used interchangeably
throughout the study but give in general the same meaning
which means (broadly) any (daily) newspaper containing
public news on current events, or reports of general
interest, published periodically on the Internet.

Graphic Interchange Format - A common format for
image files, especially suitable for images containing
large areas of the same colour.

A single user request for a document on a web server. Hits
are used as rough estimates of the traffic on a server.

The main web page of a set of pages, which then lead you
to any others set up by that person, directly or indirectly.

A computer connected to a network that provides data and

services to other computers. Services may include data

storage, file transfer, data processing, email, bulletin

board services, World Wide Web, etc.
(Hypertext Mark-up Language) -- The coding language
used to create Hypertext documents for use on the World

Wide Web.

(Hypertext Transfer Protocol) The "command" used by a

browser to get HTML documents. All URLs begin with

this abbreviation.
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:
d.

INTERNET, NET, WEB, All these terms have been wused interchangeably

WWW

ISP

LEXIS®-NEXIS®

MODEM

MULTIMEDIA

NEWSGROUPS

PLUG-IN

throughout the study but give in general the same
meaning, which is, the global network of the Internet

unless otherwise stated.

Internet Service Provider -- that provides access to the
Internet in some form, usually for money.

An American online database that stores and makes
available literally millions of records, from newspaper and

magazine articles to legal and medical documents, data

countries and businesses, etc.
Modulator, Demodulator. A device that you connect to
your computer and to a phone line, that allows the

computer to talk to other computers through the phone

system.

Multimedia is communication that uses any combination
of different media, and may or may not involve
computers. Multimedia may include text, spoken audio,
music, images, animation and video..

Discussion groups on everything. People with direct and
indirect links to the Internet read and post their opinions

on topics that range any subject.

A (usually small) piece of software that adds features to a
larger piece of software. Common examples are plug-ins

for the Netscape® browser and web server. Adobe
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Photoshop® also uses plug-ins.

PUSH Internet services that automatically update info on your
computer when you log onto the Internet.

SERVER A computer, or a software package, that provides a
specific kind of service to client software running on other
computers. The term can refer to a particular piece of
software, such as a WWW server, or to the machine on
which the software 1s running.

SGML Standard General Mark-up Language - a standard for
mark-up languages. HTML is one version of ML

URL Universal or Uniform Resource Locator. The address of a
website, such as http://www.cnn.com

WINDOWS The more advanced pc programs (graphic WWW
browsers, video & audio files, etc.) require windows or a
version of UNIX if run on a pc. "Windows NT" and

"Windows 95/98/2000" have Internet software built-in.

Main Sources

Dr. T's Internet Glossary (http://www.digits.com/)

Glossary of Internet Terms (http://www.matisse.net/)
Computer Currents High-Tech Dictionary
http://www.currents.net/resources/dictionary/dictionary.phtml
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Preface

The research presented in this thesis represents an examination of the role of the
Internet as a news service, with special reference to the Arab world. It principal focus
is on the use that Arab readers make of e-newspapers and their satisfaction with these

new news services. In addition, further data have been collected from publishers,

editors and journalists associated with electronic news publishing. Finally, some
assessment was made of the content and format features of Arab newspapers on the

Internet.

Chapter One provides a general overview of the Internet and the possibilities 1t offers
for electronic news delivery. It examines the history of electronic delivery of news
and information and plots the first experiments in electronic news delivery which pre-
date the arrival of the Net. Internet news services experienced a dramatic growth in
the 1990s and are expected to increase their role as news providers even further in the
near future. With an increasingly computer-literate populace and the emergence of

Internet access via mobile telephony, the numbers of potential users of online news

sites can be expected to grow as well.

This opening chapter will examine the nature of online news output, the implications
for news services of the transference of their businesses to the Internet, and what is
known about the readerships of e-newspapers. Several important differences between
e-newspapers and printed newspapers have been discussed, such as the way they

format the news, the depth of content provision, ease of access, immediacy and

facility for updating news, and implications for the way news businesses are run.
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There are also important considerations for the profession of journalism. Some

journalists have expressed concerns about their practices becoming dominated by
technology, and about the new blend of skills needed to be part of the electronic
publishing realm. Issues related to readers of electronic news are important because
without these news consumers, an Internet news service has no future. But what

should entice readers away from hard-copy to screen-based news? In the absence of

consistent market research on the Internet, the chapter concludes by exploring crucial

questions about the potential of e-newspapers and what the future may hold for

journalism in this electronic age.

Chapter Two provides a brief background about the Arab press which extends back
to the 19th century and follows the major trends and developments that influenced the

news industry in the region within its historical and political context. Furthermore, the

relatively small newspaper market in the Arab World has to be considered within the
context of the high rate of illiteracy, and other cultural and economic barriers. The
small number of Internet subscribers in the Arab World represents one significant
difficulty facing Arab publishers who choose to invest in Internet publishing. It is
important therefore to consider the spread of Internet technology in the Arab World
and the obstacles facing Internet usage in the region. This chapter finishes by

providing a summary of the position of Arab online newspaper publishing and its

potential.

Chapters Three describes the research methodology used for this study with an
overview of the rationale and the objectives behind the study as well as the

formulation of the research questions. This chapter details the research design, data
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collection mechanisms, and issues surrounding the use of the Internet as a research
tool. In this respect, an overview 1s provided of the way the online surveys were coded
and tested with various operating systems and Internet browsers and the methods

employed to attract readers and publishers to the online surveys are explained.

Chapter Four presents the conceptual framework of this study by analysing
background literature relating to the emergence of new technology and its relation to
existing communication theory. There is theoretical argument surrounding the
Internet, concerning whether or not it can be considered as a ‘mass’ medium. Some
scholars have called for fresh theoretical perspectives to analyse the use and impact of
the Internet, arguing that the old models built upon traditional print and broadcast
media do not fit this new electronic medium very comfortably. An effective analysis
of the communicative nature of the Internet requires new theoretical
conceptualisations. In addition, this chapter reviews studies that have addressed
e-newspaper-related publishing issues, which is the main concern of the study.
Among the key issues are (1) the growth of the e-newspaper market; (2) the
economics of e-news publishing; (3) the views of the producers and publishers; (4) the

content of e-newspapers; and (5) readership surveys.

Chapter Five presents an analysis of all Arab online newspapers' websites in order to
shed some light on the determining factors behind the views expressed by readers.
This includes an analysis of the distribution of these newspapers’ publishing
locations, their languages and the format and methods used by publishers to present
their Arabic content on the Internet. This part of the investigation revealed that arrays

of online news services are offered to Arab readers such as archiving and interactive
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communication channels. As well as e-newspapers on the net, a range of other sources
of news information can be located. These services include web-based news sites,
national Arab news agencies and Arabic online TV and radio stations. Hence, this

chapter deals with all news sources available to Arab users.

Chapter Six presents the views of e-newspaper publishers in an attempt to draw a

wider picture of issues surrounding Arab publishing on the Internet. Publishers were
surveyed for information on a variety of important questions. When did particular
Arab newspapers first appear on the Internet? What were newspaper publishers’ views
about the impact of the Internet edition upon the hard copy version? What methods
were used to track readership of the electronic publication? What subscription fee
policies did they have? And were any additional services offered by their
e-newspapers? Practical insights about Arab online newspapers and Internet-based
publishing were obtained from journalists involved in the online publishing arena

through face-to-face interviews.

Chapter Seven presents the initial, descriptive results from the readers' survey
discussing characteristics of Internet users. This includes demographic profile,
computer and Internet usage behaviour, software used and types of ISPs adopted by
respondents as well as how long they have been using the Internet. In this chapter
also, readers' responses about their main use of the Internet are investigated. Findings
related to the principal research questions are also presented, about the characteristics

of users, the general use they make of the Internet, and how respondents evaluated

Internet as a source of news and information.
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Chapter Eight narrows the focus of the research to caste the spotlight on
consumption of e-newspapers on the Internet and turns attention to the users of these
news services in a more analytical appraisal of the data, drawing comparisons where
appropriate between the opinions of readers, between the problems of readers and the
nature of electronic news output on the Internet, and relationships between readers’
personal characteristics, Internet usage patterns, opinions about specific elements of

e-newspapers and their overall satisfaction with these news services.

Finally, Chapter Nine discusses the main issues of online newspaper publishing
relating to readers (receivers), the online newspaper and its additional services
(channel), and content and design attributes (message). The chapter considers also the
implications of this research for Arab e-newspaper publishers (sender). In this vein, it
compares what news publishers and professionals believe they know about their
readers with what direct research with readers has revealed. It also considers the
nature of online newspapers against the benefits and problems experienced by readers
who use them. In addition, the limitations of the study are discussed, with suggestions

for improvement and directions for further investigation.

24



Chapter One: The Internet and News Delivery

1.1  Introduction

The Internet’ is on track to become the world’s premier communications medium. In
less than ten years it has progressively become an almost indispensable feature in the
lives of private citizens, businesses and governments. Not a day goes by without a
reference to the Internet in newspaper articles, radio or TV programmes (see Figure
1). By March 2000, world-wide Internet users approached 300 million (NUA, 2000).
There are over one billion web pages on five million unique servers, though it is
estimated that 70 per cent of traffic goes to less than 5,000 sites (Savage, 2000). The
prevalence of the Internet is not just a result of its open and dynamic nature; its rapid
spread has been facilitated by its increased user-friendliness to non-computer-literate
people. The advent of the World Wide Web (WWW) and the freely distributed smart
point-and-click browsers, such as Netscape and Explorer, have made surfing the Net,
as a source of knowledge and entertainment, more attractive. Despite concerns about
issues such as privacy, copyright, cultural identity and pornography, the Internet
continues its expansion rendering it a medium that is impossible to ignore. As a result,
publishing industries have begun to explore new, Internet-related markets, services
and products in response to the recent advances in information and communication

technologies (Scupola, 1999).

' The Internet is frequently described as a network of networks, a
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Today, news and information from any part of the world can be read with just a click
of a button. A new breed of media businesses has emerged in association with the
Internet that have become the 'information world's obsession' (Nicholas ef al., 2000).

Even the newspaper industry, never one traditionally quick to embrace technological
change, has looked seriously at new ways of adapting its business to this new
technology (Katz, 1994). Most major newspapers today have a Web presence,

allowing access to their newspapers and archives through cyberspace.

1.2 New Medium, New Businesses

As the rate of technological change continues, the media perhaps more than any other
industries have been significantly affected by computerisation. Furthermore, perhaps
no other professional practice has been as 'completely reshaped' as has journalism in
response to the evolution of the Internet (Trench, 1997). New electronic applications

are transforming the way publishers do business. Publishers have found themselves at

the heart of a technology vortex. Racing to keep up with technological changes,
established publishers are experimenting with many new methods of news delivery
and are anxiously trying to keep pace with newer players competing to get their share
of this young market. There is a 'very legitimate fear' among newspaper companies
that new electronic publishers will emerge and take away their franchise (Carlson,

1996).

While newspapers have traditionally had to compete for readership markets, the new
competition 1s of a different kind. Equipped with the latest technology, electronic

news publishers are targeting new markets of younger consumers, not customarily

renowned for their interest in serious news or reading of serious newspapers. The
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younger generation, however, is interested in the Internet and may therefore be more

inclined to consume news from a screen than from the page.

Figure 1: The Internet - the cover story of World's most prestigious magazines.
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Remarks made by D. Colin Phillips, publisher of the Editor & Publisher, at the

opening session of the Interactive Newspapers '98 Conference (February 1998) show
how serious the threat of these new competitors is perceived to be. Phillips observed
that 1n just one short year, "we have seen a storm surge of new competitors roll over
the media landscape to compete for ever thinner slices of what had been our business"
(Phillips, 1998, pl).

On this evidence, it seems that traditional newspaper publishing houses have little
option than to jump on the Internet bandwagon. As Microsoft founder and chairman
Bill Gates observed in his book, the Road Ahead the future lies with digital,
electronic communications that provide interactive capacity, allowing media
consumers to exert greater control over the content they receive. The years ahead will
witness a fundamental shift from mass publishing and broadcasting with media
content being transmitted from one to many, to an interactive media environment in
which content (i.e., information and entertainment) will be selected by individuals
according to their idiosyncratic needs and tastes (Gates, 1996; Dusseldorp, 1998). In
parallel with this shift, there has been a move away from a product-based marketing
approach to a more service-based approach in the publishing industry as a whole
(Hayward, 1995). This move reflects what some web gurus have trumpeted as a need

for organisations to fundamentally re-think the way they conduct their business once

they have entered the world of the Internet (Siegel, 1999).

With electronic news publishing, new rules and standards will be set to inform the
way ‘news’ should be provided in a world where consumers have much more control

over the process of consumption and different assumptions and expectations of news

services. New 'cyber-publishers', driven by technology advancements, are seemingly
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leading the way. The old culture of a newspaper that presents news once every 24
hours 1s no longer tenable. On the Internet, it is now possible for content providers to
offer immediate, timely and sudden scoops of news stories around the clock.
Furthermore, Internet users, today, are able to experience a much expanded range of
choices of news delivery, that enable them to customize their news diet to meet their
personal tastes and interests. Moreover, the Internet is offering all these services 24

hours a day, for free in most cases.

Online newspapers have been observed to have a number of important advantages
over their hard copy ancestry. They are not constrained by space limitations in the
same way as are printed newspapers. With hard copy newspapers, the news copy has
to be edited to fit the available page space. In the latter case, readers are restricted to
the news that is immediate and presented on the page. With e-newspapers, online
stories can be linked to archived news story databases, enabling readers to go beyond
the current copy and explore the background to the story (Henderson & Fernback,
1998). Online newspapers can offer other kinds of flexibility to readers when
searching for the news they want to read about. Key words can be entered to find
stories of interest, both from the current news menu and from archived news (Geier,
1995). These searches are not tied to the present, but could retrieve stories going back
many years; the electronic news archives exist for this purpose (Mannes, 1995).
Furthermore, Internet technology allows readers some control over the information

(content) received from the website whereby users can customise the news to their

preferred topics (Williams & Nicholas, 1999).

29



Online newspapers have an interactive quality that goes beyond the physical turning

of the pages of a newspaper. Letter writers can get their correspondence to the editor
instantly and see their words published almost immediately. Feedback from readers

can be communicated to editors and journalists much more swiftly than with hard

copy newspapers. Readers may even communicate with each other, by responding to

other readers’ comments on news coverage (Henderson & Fernback, 1998).

The immediacy of this electronic publishing medium may add to its credibility. In
future, some writers have envisaged a key role for e-newspapers as reliable local news

sources. Sources of stories could also have direct access to the e-newspaper page.

Local government and other institutions could place notices and releases about their

activities directly onto e-newspaper sites (Henderson & Fernback, 1998).

Technically, reliable and (relatively) user-friendly software enable content providers
to include multimedia files in their website. Also, an important feature that can be to
the advantage of newspapers is "the ability to jump seamlessly from one electronic
file to another, be it on the same computer, the same LAN or on the other side of the

world, {which] is the outstanding (siren) feature of the world Wide Web" (Williams

and Nicholas, 1999, p.126).

Although the privilege of the printing press as a dominant medium for mass

communication has been challenged many times this century as newspapers have
yielded various functions to radio "and television services (Dusseldorp, 1998), the
press have nevertheless remained a major source of information and news.

Newspapers have even successfully managed, to some extent, to take advantage of the

30



broadcast media to promote themselves to their target markets. Newspapers feed off
television, for example, and among the tabloids in particular, much of their copy is
devoted to entertainment news concerned with television programmes and
personalities. The Internet, however, poses a whole new set of challenges for
newspapers (Medsger, 1996; Irish 1997; Orrr 1997). To utilise this new
communication technology effectively, newspaper publishers and their editors must

devise a strategy for taking maximum advantage of an electronic, digital environment
that offers new possibilities for the packaging, presentation and consumption of news
utilising multi-media formats. This new medium is virtually unlimited in space and
can be updated or modified instanteously. Lapham (1995) states that:

"As we approach the end of the twentieth century, two powerful

forces have emerged to change the mass communication model. The

first is the use of computers as a means of processing, analysing, and
disseminating information. The second is the constantly accelerating

capacity of that technology to enhance communication so it is almost
unbounded by time and space'(p: 7).

This 'digital revolution', according to Katz (1994), has pushed publishers still closer
to the wall, unleashing a vigorous flow of news, commentary, and commerce to
millions of people. Thus, the Internet is reality and its services are widely used,
accessible and acceptable. This new environment will create its own traditions and

values. The fresh thinking required must begin with its concept of the readership

market, which will become more fragmented than ever before.

Indeed, the only attributes one could confidently expect consumers of this electronic

publishing environment to have in common are that they possess an Internet

connection and as such have signed up to what one might call "the culture of

freeness”" associated with the Net. This culture depends mainly on the openness of
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hundreds of Internet services together with tens of well-established news sites, as well

as hundreds of daily newspapers that can be read online for free.

Unlike earlier competitors from broadcasting, the World Wide Web has grown into an
alternative news medium almost overnight. It poses a challenge to all news producers
— whether working in the established print or broadcasting media (Lindoo, 1998). For
publishers to maintain some sort of control over their production they have to acquire

new equipment and a range of new skills necessary to utilise it. It is no longer the
case, as in traditional publishing, that newspaper operators will have all the

production skills they need “in-house” (McDermott & Fay, 1997).

1.3 Electronic Delivery of News and Information

The phrase ‘electronic delivery of news and information’ refers to a broad concept of
presenting news and information in an electronic form. This includes publishing on
CD-ROMs as well as making information available through online services such as
the World Wide Web. One definition of an electronic publication considers itto be " a
publication which requires the user to employ an electronic device at some stage for
its reception and/or its reading" (Vickers & Martyn, 1994, p.4). Thus, with electronic
publishing, information is distributed and/or stored electronically so that any one can
access 1t, via some form of electronic delivery system. Electronic publishing has also
been envisaged as electronic commerce in 'digital goods' and services that are

intended for consumption by the human senses (Clarke, 1999).
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According to Salem (1996) no one gave any attention to the 'new' term 'electronic
publishing' when it first appeared in the mid-1970s. By the early 1980s, however, it
started to attain a more serious prominence as a topic of discussion and enquiry. This

change of emphasis occurred as some press organisations started to look to it as a vital

tool for their operations and activities as part of a drive to establish upgraded

computer software to facilitate their daily work.

In terms of the publishing tools available currently, electronic publishing can be
divided into four main categories: (1) desktop publishing applications, that provide
tools for document creation; (2) portable document software that enables document
conversion to a format that can be distributed to various platforms such as PDF; (3)
hypertext publishing that allow structure free-form information collection from
multiple sources for the creation of master documents; and finally (4) mark-up
languages such as HTML and SGML that provide a set standard to describe the

structure and content of an electronic document (Shay 1995; Grenier 1998).

Another fourfold classification system was presented by Lancaster (1995) who
outlined four basic and co-existent steps in the evolution of electronic publishing: 1)
Using computers to generate conventional print-on-paper publications allowing
printing on demand or producing customized publications personalized to individual
needs; 2) Distributing text electronically which is the exact equivalent of the paper
version; this includes full-text articles available through commercial vendors such as
DIALOG:; 3) Distribution 1n electronic form of print publications providing "value-

added" features such as search capabilities and data manipulation; 4) Generating
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publications that take advantage of such electronic capabilities as hypertext,

hypermedia, sound and motion.

In sum, the information delivery world is undergoing profound changes as a result of
the widespread usage of personal computers and the rapid growth of the Internet. A
consequence of these rapid technological developments is that the electronic delivery
of news to significant and expanding readership markets has not only become
feasible, but has also become sufficiently accessible that a demand for this form of
news publishing has emerged with some force. Hence, "in an attempt to stem the tide,
newspapers everywhere, are embracing the new media, attracted by the ever
increasing Internet population, seen as a new and potentially profitable market
segment” (Nicholas af el. 1997,p.30). Although the publishing industry has a long
history in adapting new technology, the new electronic media may represent the most

significant new direction for newsmakers to date (Ackerman 1993; Bender 1993;

Christopher 1994).

1.3.1 Early History of E-News

The first serious attempt to use electronic means to deliver news (to a screen) was in
the early 1970s and involved videotext technology. The idea of videotext is to deliver
printed information electronically via hard wire (a telephone line or TV cable) either
to a TV set or to a personal computer. Britain's Prestel service, which was launched in
the early 1970s, was one of the first videotext systems in the world (Beckett, 1994;
Bains, 1996; Carlson, 1996). However, in 1993 the service had to be abandoned due

to the high cost and weak usage that ended up in only 30,000 users at the time of the
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closure (Williams & Nicholas, 1999) . A similar service called Minitel was launched

by the French in the mid-1970s. Minitel terminals contained the contents of the local
telephone directories and were given free to telephone subscribers. The Minitel

service continued to attract a market for many years. At the end of 1986, more than
2.2 million “Minitels” had been installed, a fourfold increase on just two years earlier
(Pailliart, 1989). By the early 1990s, one third of French population above 15 years
old used Minitel. The success of the French version was really exceptional for
services of this kind. One reason for its success was that Minitel provided a significant
amount of locally relevant content and services. Having said that, other statistics put
the significance of Minitel as a news service into perspective. Although it was firmly
established in many households, only a small percentage of users made a significant
proportion of calls on the system. Furthermore, from the mid-1980s, games and

personal messaging surpassed news and information as the major uses of Minitel

(Charon, 1987; Pailliart, 1989).

Videotext (VIEWDATA in its early name) systems were introduced in a number of
other parts of the world. A Japanese videotext service, Captain, was introduced in
1979. The same year witnessed the launch of the Canadian videotext service - Telidon
-a two-way version of the British Prestel system (see European Commission, 1995;
Ryan, 1995; Dusseldorp, 1998; Jones, 1991). In the USA, a number of experiments
were done at about the same time (Carlson, 1996). The Americans tried to develop the
first system (Startext) to deliver news and information to computers in 1981. Then
came Key Calm, an experiment of the Chicago Sun Times between 1982 and 1986.
This was an idea similar to videotext, designed to deliver information services to

television sets via a dedicated terminal that the user had to buy. The whole project
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closed in 1986 after losing an estimated $30 million. Knight Ridder Newspapers, who

own a number of large newspapers in the USA, came up with another experiment
called Viewtron using cable and telephone linked to TV sets to deliver the service.

This ambitious project failed to survive after losing $60 million which forced the

company to close it in 1986 (Carlson, 1996, Johnston & Carlson, 1999).

Although most videotext ventures failed, the modified idea of ‘teletext,” that delivers

textual content via a broadcast signal instead of videotext hard wires, 1s still in use.

Teletext services became firmly established across Europe, and especially in the

United Kingdom, during the 1980s (see Greenberg & Lin, 1988). All the major
broadcasters in the UK — terrestrial and satellite alike — provide teletext services
offering news and information on a wide range of subjects. In a sense, teletext is part

news service and part entertainment magazine.

The failure of videotext was due mainly to the slow response to consumer enquiries,
low-resolution texts and the non-interactive nature of the system (McAdams, 1995a).
According to Mueller and Kamerer (1995), of all the videotext experiments, only
computer applications have provided an electronic method of delivery that bears a
sufficient resemblance to printed newspapers to significantly augment or perhaps,

eventually to replace, them.

It 1s significant that the newspaper industry was involved in most of these (dead
media) experiments, especially in the USA. Newspapers were driven to explore new

methods of content delivery in response to declining circulation figures and increasing

costs of production in the early 1980s (Strauss & Schoder, 1994). Early online news
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publishing ventures represented remarkable efforts at the time. Despite being at the

cutting edge of the available technology, there was little market demand.

A radical shift in market potential had occurred by the 1990s, opening up the
possibility of launching financially viable electronic publishing services. It 1s worth
mentioning that before the expansion of the Internet in the USA, companies that were
providing more general online services, that paved the way for the mass market
potential of the Internet, such as America Online (AOL), and CompuServe, offered

electronic editions of national newspapers on an experimental basis.

By the middle of the last decade in the 20" century, newspaper publishers were
caused to observe that the Internet, once established among the general population,

would become a force to be reckoned with. Newspapers would either need to take

advantage of this new medium, or be left behind by it. Phillips (1998) noted that:

" The online news and information business is exploding at a pace never seen
before in the development of a new media industry. Current estimates are that
the Internet will reach critical mass for general acceptance in around five
years. It is already accepted enough to begin draining serious audience
attention from our traditional media” (p. 1).

1.3.2 Internet News Services

Internet technology, in the way 1t accesses and presents information, is changing the
rules of publishing and news distribution in many ways. The challenge posed by the
Internet for the publishing industry is unprecedented. In some ways, Internet
applications could provide a fresh impetus to the industry. News publishers are faced

with an ageing readership, declining revenues, sinking circulation figures and a
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fragmented sense of mission (Orr, 1997). Hard copy newspapers risk losing a large

segment of their readership that exhibits a particular preference for electronic

information and entertainment sources, namely, the younger generation who form the

majority of Internet users. According to Nicolas ef al. (1997):

"What is even more worrying in the long run is that the young, for whom
newspapers never played a big role in the first place -not being considered a
sufficiently 'hip' medium (and regarded as something associated with their
parents generation) - have deserted the press"(pp. 29,30)

Similarly, with a different approach, The Financial Times (December 12, 1995) noted
that newspaper readers, who are enviably affluent, educated and middle-class, are
getting old and are not being replaced in sufficient numbers. The FT urged

newspapers not to just stand back and watch the Internet, but to be part of it (FT,

1995).

At the same time as having to consider the best ways of attracting younger readers,
publishers are still wrestling with many broader questions about online publishing,
such as how this new medium can be most effectively utilised (Powers, 1997). What
is the ideal format for an online news site? What should it contain? What are the best
way(s) to present online news to attract readers, regardless of their age, and eventually
advertisers who wish to gain access to specific markets? What are the best pricing
mechanisms? Lapham (1995) states that the only certainty now is that there is no one
right way to do things. Each newspaper must discover its 'miche' and provide
insightful and original content in a format its readers want. Much remains to be

learned about the potential of the Internet, and what it could do for publishers and

their customers. So far, though, little is known about publishers' visions and readers’

expectations towards this new communication phenomenon.
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In terms of user retention, no Internet-based news service can claim that it has yet
achieved a satisfactory degree of customer loyalty or advertiser confidence to be sure
of long-term market buoyancy. Schudson (1996) attributed [online] subscriber’s low
loyalty to new services to the fact that on-line services have not become "a habitual
part of a user's routine". Consequently, on the advertiser side "it is difficult to get

advertisers online before we have a good number of users for them to sell to"

according to McAdams (1995b). Mesing (1998) also found in her study that “because
[online] audience figures are so difficult to define, many advertisers are leery of
paying substantial sums on an unproven technology” (p.3).

The market for electronic publishing is made no easier to handle by the fact that new
software systems for handling online content are being developed all the time.
Problems are created by the introduction of new devices to the market virtually ‘every

other day’ and this means that only a few people can make sense of what 1s happening

(Elderkin, 1996).

A study of the multimedia marketplace in ten European countries revealed that a big
part of the problem faced by the electronic publishing industry is the lack of a clearly
defined business model (McDermott & Fay, 1997). The study stated that this fact acts
as a damper on the industry’s growth as companies operating in the industry are
unsure of their place in the value chain and the best way to profit from their activities.
The study emphasised the importance of a well-detined business model that would
help companies to understand how the industry operates and where its clients fit into

the electronic publishing value chain. In addressing 'participants and potential entrants

in the area of electronic publishing', the study also asserted that the Internet is quickly
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becoming the most significant electronic publishing medium, and that by the year

2000 1t will be bigger than all other publishing media.

For users, numerous websites and free software packages are currently available
providing online news and information in different formats. For instance, Netscape,
the Web's first browser site, has a service that allows users to create a customised
page on the Web, which displays personalised information whenever the user accesses
it. Yahoo, the Web’s most accessed search engine, has Reuters’ headlines and offers
customised free news services for Yahoo subscribers. Infoseek, Excite, and other
search engines provide similar services. Some of these services are offered in a
package with software that forms an essential part of the content delivery mechanism,

making real-time delivery possible.

One of the major imperfections of some of these packages i1s that they consume a
large amount of computer screen and memory. The subscriber may therefore miss
important news items because of the software’s demands upon computer capacity. In
addition, news and information can be found also In newsgroups, news discussion
sites and instant chat-rooms (see Figure 2). While these groups tend to discuss and
spread special news about a certain field or industry, they remain a vital news source

to Internet users.

In addition, there are websites maintained by radio and television stations, which form
another important set of news sources that attract more and more users based on the
reputations of their providers. Good examples of this kind of Internet-based news

service are the websites provided by the news services of the BBC in Britain, and the

Americanltelevision networks, NBC and CBS.
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Figure 2: Internet News Services
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control over his or her daily menu of news and information. The trend has been
referred to as ‘news personalisation’ (or customisation). According to one writer,
Michael Cunningham, research/project co-ordinator of The Guardian and The
Observer, this development "is shifting power to the people, and threatens the
dominance of traditional mass media forms. The 'digital consumer' will be able to pull
out the information and entertainment they want, when they want it, in a format they

want - whether images, audio, text or graphics, or a mixture of all four" (cited by

Kwan, 1996).

Boutin (1997) has asserted that there are some serious hurdles to be cleared before the
new ‘'webcasting' model will eclipse established news sources. Web content providers,

sponsors, and investors all hope ‘push technology’ will provide the medium to carry

their messages to audiences broad enough to finally turn these new media into ‘mass’
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media. However, it is important to understand and clarify the differences between
each news service in order to assess the validity of this conclusion about the future of
online news services. These services can be divided into two main categories; push
technology (news tickers, email news delivery) and news websites (pull technology)

(Rademann, 1997). The following sections will examine each online news and

information service 1in more detail.

1.3.2.1 Push Technology

Despite the many names Push Technology has been given, there is not much
argument about its definition or its function. This service is also known as
Webcasting, Personalized News, Netcasting, Personal Broadcast Applications,
Channel Technology and Internet News Broadcasting. All these names refer to one
type of online news application. With this service, instead of readers looking for

news themselves, it comes to them at times convenient for them and with the content

of their choice, thus obviating the need to go looking for it on the Web.

Users can get all pre-selected types of news and information 'pushed' to their desktops

via e-mail updates, screen savers, tickers and, with the new 4.0 or 5.0 browsers, users
can sign up to have specific news delivered direct to their computer screens.
Individuals no longer have to surf for news and information; instead, news will find
them (Lasica, 1997). This 'Third Wave of Net News' refers to the concept of
delivering [pushing] content to Internet consumers rather than expecting them to seek
out a website as in the 'pull' model. The First Wave was when newspapers launched

'‘primitive’ sites with 'cumbersome' search tools hosted by commercial online services
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like CompuServe, Prodigy or America Online. The Second Wave started in the early
1995 when the public and mainstream media discovered the World Wide Web and
started to put up their own websites. The impetus behind the Third Wave (Push

Technology) has been conceived as a confluence of three factors: technology, money

and a receptive public (Lasica, 1997).

In one analogy, the 'pushing' model versus the 'pulling' model of news delivery has
been envisaged as similar to the difference between getting home delivery of the
newspaper and going down to the corner news stand to get the paper (Lindoo, 1998).
Although there are news 'push' services experiments to mobile phones and pagers, the
main applications under the umbrella of Push Technology can be divided broadly into

(1) news tickers and (2) e-mail news delivery.

» News tickers is an online form of news delivery mechanism whereby the subscriber
to this service needs first to register to download special software (client program)

that will enable him or her to select from a “channels” menu, the topics of most

interest. News in those areas is forwarded to the user's computer automatically.

There are number of companies offering this kind of service. The best-known
example is PointCast' which has five software editions, three of which are in English
(US, UK, and Canadian editions), one in German, and the other in Japanese that

enable users to download and use the service for free. Although information in this

' On May 1999 - Launchpad Technologies acquired PointCast and now is called EntryPoint offering
the same service.
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service 1s retrieved in some sort of "pull" mode because the user initiates access, the

'push’ mechanism delivers the data stored in the Web (server) to the user desktop.

» News summaries by E-mail. Subscribers to these services can receive a daily
message (the server initiates distribution) of news briefing in standard (plain text)
e-mail message or in HTML format that enables those who want more in-depth
information to follow links to more extensive reports and news archives. News
providers send news via e-mail to subscribers who have chosen their news preferences
while signing up for the service (Sands, 1999).

An example of such services is InfoBea (InfoBea.com) which claims to have 3.5
million subscriptions to their e-mail news services. Subscribers can personalise the

services by choosing only the information they want to receive via text or graphically

rich HTML e-mail provided by its 100 staff members.

1.3.2.2 News Websites (Pull Technology)

With Pull Technology, the consumer is required to go to the news source rather than
wait to be sought out by that source. Even with these news sources, however, a degree
of personalisation of services can occur. With Customisable News Websites,
a service is offered to users to set up tailor-made news profiles that contain keywords
and similar queries identifying the fields of interests of individual subscribers. Several
websites offer such news customisations for free. CNN Interactive is one example of
this type of service. It has one of the most popular free news websites on the Net
(cnn.com). CNN’s decision to offer news for free was taken in the light of the amount

of free information circulating on the Internet anyway, according to Clare O’Brien,
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account executive of Turner Interactive Broadcast (Liu, 1996). CNN’s slogan 'the
world's news leader' has meant that besides its successful TV news station and the
news websites on the Net, CNN has been forced to lead the way in offering
customised news services via e-mail, pagers screens, mobile phones (CNN Mobile
launched on February 1999), and via small obtrusive frame (ticker) at the bottom of
Internet Explorer 5 browser. The latter service which has some 'push’ features (also
known as Explorer Bar) is a Web accessory for Microsoft Internet Explorer 5 that
provides interactive information directly from the sources while the user browses the

Internet.

Traditional newspapers are trying to join this race by experimenting with news
customisation services and Explorer Bar on their own in the Internet. For instance The
Times (London) and The Wall Street Journal Interactive allow their readers to set up

such (personalised) services on their online editions. The New York Times Explorer

Bar offers the day's top stories, breaking news updates every ten minutes, market

information and access to stock quotes.

A similar free service to these is a Web-based news site called CRAYON (cryon.net -
CReAte Your Own Newspaper) that describes itself as " a tool for managing news
sources on the Internet and the World Wide Web." CRAYON uses a simple analogy
that lets the user create customised news pages with daily information from a

collection of links to mainstream news sites such as the Associated Press, Time, and

PC Week.
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1.3.2.3 Electronic Newspapers

The decline of print newspapers and the accompanying rise of Web-based news
services have been the subject of much discussion among academics and news
professionals who have explored the potential impact of these new technologies upon
the public and publishing industry. Newspaper publishers have been encouraged by

market pressures to adopt the new medium and to conduct experiments in online news

provision, despite uncertainty about how profitable such ventures are likely to be in

the future.

The long-established business model for print newspapers, in which revenues are
generated mainly from subscribers, newsstands and advertisers, 1s no longer
applicable in the new online marketplace. While there may be a market (readers and
advertisers) for Internet news, the big question is whether this market will pay off and
how. According to a survey conducted by a leading American market researcher in
1997 (NPD Group), sixty per cent of consumers who use the World Wide Web
frequently read newspapers and/or magazines online. The survey also showed that
newspapers are the most popular type of publication on the Internet with nearly 40%
of those polled saying that they frequently read a newspaper online (NPD Group,
1997). Among the factors that make e-news a good (alternative) news delivery
channel is its ability to employ technology to deliver the same content as traditional
newspapers to a larger readership with less cost and in real-time distribution. Elderkin
(1996) forecasts that " as we will seen, the newspaper industry is no more dead now

than the buggy and carriage industry was when the world shifted to cars and trucks"

(p: 4).
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Today, e-newspapers are a reality and one that is growing rapidly and can be read all
over the world. The recent rate of growth and penetration of e-newspapers signifies

that they are a phenomenon that is here to stay. Literally hundreds of newspapers

have entered the online publishing arena. This trend or 'migration of news to the Web'

already marks a major shift of news delivery from conventional formats (Williams &

Nicholas 1999).

In terms of access practices, e-newspapers can be separated into three categories: (1)
completely free access to the information, (i1) free access with prior registration and
(1i1) access for a charge (Angevine et al. 1996). An overwhelming majority of
e-newspapers, however, offer unrestricted free access. This concession reflects the
high degree of uncertainty among conventional newspaper publishers about the

robustness of the market for subscription e-newspapers and their lack of experience in

this new commercial market.

While it is true that, in theory, anyone can set up a website and call it an e-newspaper
(Akinte, 1997), producing a news site that 1s likely to attract readers in large numbers

and over time requires more than simply putting up a standard website with the name

of a newspaper on the top.

1.3.2.4 Growth of Electronic Newspapers

Newspapers' websites are growing at a rapid pace, but the rate of change in the online
world 1s accelerating even faster. There were just a half dozen Internet-newspapers in

the early 1990s (Riley et al., 1998), 100 at the beginning of 1995 (Outing, 1996), with

the number expanding rapidly to 5,400 worldwide by April 2000 according to
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NewsLink's online Database (ajr.org). Clearly, it is the global growth of Internet use
(see Table 1) that has pushed a similar growth of online newspapers world-wide (see

Figure 3)!, which indicates that it is no longer true that Internet publishing is primarily

an American phenomenon.

Meyer (1998) warned that in spite of the trend toward online publishing, which began

among larger U.S. dailies, and has since extended its spread to smaller U.S.
newspapers and to newspapers abroad, hard questions remain about long-term

viability in a market in which less than one-third of all online newspapers expect to be

profitable.

Table 1: Internet users growth by region
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' The statistics differ from one source to another due to different calculation methods adopted by
Newslink (ajr.org) and Editor & Publisher (mediainfo.com) the two most cited sources. The latter did

not catalogue campus newspaper services till late 1996 while Newslink ignored some newspapers that
can be read via BBS.
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Meyer quotes a 'plaintive note' on the front page of a still-active online edition of a
small newspaper from Georgia that 'summed up' the problem: "unless advertisers

begin supporting newspaper websites, publishers will have to start cutting their

losses".

Figure 3: Growth of online newspapers worldwide
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Likewise, Chyi and Sylvie (1998) discussed the hard questions that accompany the
growth of e-newspapers, most of which focus on profitability, as publishers wonder
whether sufficient advertising revenue exists to support the new medium and whether
online newspapers can adequately distinguish themselves from other online services.

Although these points are important, the political and technological orientations are
towards a digital future in which (perhaps) only digital goods will survive. In the case
of newspapers, Eldrekin (1996) noted that within 20 years the newspaper business
will be in the middle of the greatest change in its history. Thus, it is just a matter of

time before newspapers are transformed because of two 'basic' reasons 1) they cannot

continue to make revenues on paper, and 2) they can make a killing when they go
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digital (p. 6). In an attempt to turn this media evolution into an opportunity, Randy
Bennett, NAA's (Newspapers Association of America) New Media director, advised
publishers to establish an electronic presence early, and to start an electronic
relationship with readers and advertisers as soon as possible (Bennett,1996).Yet

Rodgers et al. (1999) observed that most e-newspapers are using a trial-by-error

approach to address the question of advertising effectiveness.

Putting aside the economic 1ssues associated with setting up a publishing venture

online, e-newspapers are enjoying an increased presence in many parts of the world.
According to Eric K. Meyer of AJR NewsLink, in the UK, for instance, by March
1999 there were 294 online newspapers (national and local) and other regular news
resources (Meyer, 1999). In Germany, there were 81 daily newspapers by May 1997
(Neuberger et al, 1998). Europe was the second most wired continent for newspapers
in the world after North America, with 728 online newspaper sites. After the United
Kingdom, Norway has the next most online newspapers (53). Asia (led by India) has
223 online newspapers, South America (led by Bolivia) has 161 and Africa (led by

South Africa) has 53. Australia and Oceania have 64 online newspapers (Meyer,

1998),(similar statistics from Editor & Publishers, see Table 2). Thus, Internet
newspapers have achieved a significant world-wide presence and penetration. Yet the

main question is whether the new ‘e-newspaper’ will replace the conventional ‘hard

copy’ one, and how the outcome will affect journalism.

Some researchers and critics argue that e-newspapers will not replace traditional, hard

copy publications, at least in the foreseeable future (Boulter, 1995; Bains, 1996;

Kwan, 1996; Lindoo, 1998; Nicholas ef al. 2000). Many publishers treat their
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e-newspapers as additions, not replacements, to their print versions (Orr, 1997).
Indeed, some commentators have observed that e-newspapers are supplemental

services with little in common with print newspapers and that they could not replace

print (McDermott and Fay 1995; Trench, 1997; Thiel, 1998).

Table 2: Online newspapers by region as of February 18, 2000
Magazines

Region | Newspapers
. 2,547
746
268 0

164
187

ek 4 1 ON ~J

Caribbean | 28

Source: Editor & Publisher Interactive database (Mediainfo.com)

The local technology presents further restrictions on the use of e-newspapers and
therefore upon the growth of the e-newspaper market. It has already been noted that
limited computing capacity, coupled with the screen and memory demands of
e-newspapers, mean that the provision and formatting of electronic news is not as
flexible or user-friendly as it could be. E-newspapers are not readily transportable
onto laptop computers either (Kwan, 1996). These limitations will delay the time
when e-newspapers totally replace their hard copy ancestors. In contrast, Nielsen
(1998) observed that this is just about the end of legacy media (Newspapers,
Magazines, Books, TV Networks) and predicted that most current media formats will

die and be replaced by an integrated Web medium in five to ten years.
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1.3.2.5 Differences Between Printed and Electronic Newspaper

The simple fact is that printed and e-newspapers cover the same areas of interest and
will gratify many of the same needs of their readers and advertisers. Even though
there are differences between them, electronic and hard copy newspapers still perform
the basic function of informing their readers and selling advertising space. Since the

Internet is getting bigger both in the size of its subscriber or user markets and in the
volume of its content and applications, this is bound to have a spin-off benefit for
embryonic e-newspapers. Electronic and hard copy news provision places different
financial requirements on producers and consumers (Elderkin, 1996). The traditional
hard-copy newspaper requires expensive equipment on the production side and no
equipment on the reader's side. Conversely, the e-newspaper requires less expensive
equipment on the production side and sophisticated reception equipment on the
consumer side, which requires more investment on the part of the consumer upfront.
In other words, because of the dynamic nature of technology which is the backbone of
the e-newspaper production and distribution system, and the different formats in
which they appear, several important differences can be identified between

e-newspapers and printed newspapers.

1.3.2.5.1 Format and Design

In terms of reading, e-newspapers can be read on a small screen 1n a horizontal

scrolling format, whereas traditional newspaper information is organised vertically in
large pages. With the latter, 1t 1s easy to scan an entire page in seconds, while that is

difficult when reading on screen despite the fact that online newspapers usually have
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an index facilitating links to other pages and related stories. Electronic newspapers
have the advantage of being able to employ multimedia files to support stories, while

with traditional newspapers, the reader is restricted to the information on the page

(Hutton, 1997).

1.3.2.5.2 Content

One of the best things about online publications is their ability to publish a larger
amount of content that provide greater depth of news coverage unlimited by space or
time restrictions, as well as enabling readers to refer to back issues and instant online
archives. According to Williams and Nicholas (1999)"The sheer 'space' afforded by
the electronic environment is a major factor in the design and content of online
newspapers'(p.124). In the traditional newspaper, the reporter is bound by the
available page space and may experience cuts to stories to accommodate the space
available. With a traditional, hard copy newspaper, updating the content can only be
achieved by bringing out fresh editions. With e-newspapers, updating text is much

easier and can be done almost as a continuous process.

1.3.2.5.3 Ease of Access

With a computer and Internet connection, online newspapers are accessible any time,
anywhere, while a printed newspaper has certain times for circulation and the reader
must go to specific places to get it. However, a printed newspaper does not require the

reader to purchase special devices before it can be read. A hard copy newspaper can

also be carried out by the individual, whereas its online counterpart can only be read

53

i alinhd i PR PR T TIL W - LR




where a computer 1s available and plugged into the Internet (Orr, 1997). Most readers
are accustomed to reading news from a page rather than a screen. Furthermore,

computers bring their own idiosyncratic problems. The machine may go wrong or

crash. It needs to be free from viruses that may require the user to reinstall the whole

operating system (nearly 45,000 known virus and Trojan files move from one

computer to another nowadays).

1.3.2.5.4 Immediacy

"Immediacy is the key defining element of what constitutes news" (Willlams &
Nicholas 1999, p.127). Thus, one major advantage of e-newspapers lies in their high
news update frequency that can take place any time around the clock. The editor or
reporter of a certain section of the e-newspaper can provide timely updated content

throughout the day, by uploading updated stories to the e-newspaper site from their
PC or laptop. Immediacy, however, is limited by the constraints on labour to update

news and stories as they unfold (Strauss & Schoder, 1994).

1.3.2.5.5 Interactivity

There are several ways offered by Internet applications in which readers and
e-newspaper staff can interact in an exchange of opinions. One approach is by sending
e-mail messages to the news organization, or exchange messages in online discussion
forums. Another form of interactivity is (text-based and audio) chat which allows

exchange of messages between two or more users in real time (Quintana, 1997).
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According to McAdams (1995b), readers "are eager to let their opinions be known -
not just in public discussions, but in personal e-mail to specific individuals (p.78)".
"This aspect of the Internet has led users to demand a degree of interactivity from the
web that simply would not be possible elsewhere" (Williams & Nicholas 1999,
p.130). Riely (1998) noted, however, that unlike other types of online news
providers, newspapers have been slow in recognizing that a fundamental condition of
effective Web communication is inferactivity. Riely further noted that most of the
news reporters he interviewed were horrified at the idea that readers would send them

e-mails about a story they had written and might even expect an answer.

1.3.2.5.6 Cost

In an early phase of the Internet, Rawlins (1992) noted in his report about
Technology's Impact on the Publishing Industry Over the Next Decade, that over the
past two decades the cost of the basic elements in traditional (newspaper) publishing
such as printing, paper, and transportation rose "while their electronic counterparts--
computing, electronic storage, and communication costs--halved roughly every four
years" (p.5). Rawlins foresaw that both trends 'are expected to continue for at least
two more decades. In less than a decade from Rawlins estimate, new technology has
significantly decreased cost and increased flexibility of electronic publishing maybe
beyond what he has to expect. Yet, as noted earlier, the absence of a reliable business
model to accommodate online newspapers has hindered publishers' plans for future

investments. However, online newspapers generally cost less than the hard copy.

There 1s no paper or ink and no need for large warehouses for paper storage and
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trucks to make the daily journeys to distribute the paper to subscribers or news stands.
The relatively low cost of publishing and distributing e-newspapers means even small
publishers can afford to take a chance and compete on the online world. Thus, in
many ways, e-newspapers are more economical than their printed counterparts and

more and more publishers are expected to recognize the cost-saving service-provision

benefits of online publishing.

1.4 Journalists in the Electronic Era

The development of online publishing has led some observers to question whether the
traditional form of journalist and journalism will be needed any more. McAdams
(1995b) asked this question when she started a sixteen months mission to build an
online version of The Washington Post. To pose such a question indicates the degree
to which online news publishing is causing a re-think of journalism practice and may
explain, in part, why some journalists ‘have so little faith in the future of journalism’
according to Schults & Voakes (1999). Their survey revealed ‘signs of pessimism’
among newspaper journalists that has increased since the 1980s, even among those
who are basically contented with their own jobs. The researchers found that fifty five

per cent of newspaper journalists believe newspapers will be a 'less important part of

American life' in the next 10 years.

Yet signs of optimism are still strong. Hoagland (1997) envisaged that for any young

journalist looking ahead to a career in reporting over the decades to come, the new

technologies of cyberspace are bound to have an impact; and for those journalists who

are willing to learn new methods, professional opportunities will grow rather than

56



T Tl T, T O RO ) W e T R R

diminish. In a different approach, Williams and Nicholas (1998) argue that newly
qualified graduates (journalists) do not have "the same information seeking skills as
their older colleagues who acquired them at the local face on the tide of the IT
revolution” (pp. 146-147). These researchers concluded that despite the arrival of the

Internet to the newsroom " we still await the charge of the young brigade" (p.147).

In the journalism profession, whether electronic or traditional, the human factor is the
cornerstone of any success. However, fears of the technology domination caused by

the unbalanced advancement, the non-stop publishing technology, and modified

journalistic skills is apparent.

Trench (1997) noted that journalists have accumulated enough experience of what he
calls false promises. One of the promises held out in the earlier phase of the adoption
of IT 1n the print media, was that journalists would acquire greater control over the
editorial process and product. Yet that promise is far from having been realised.
According to Trench, journalists missed the opportunities to influence the agenda in
earlier phases of technological change. However, strategies for online news in the

future are now developing and lessons are to be learnt from experiences in the past

decade.

If the agenda is missed, journalists' rights can be guaranteed even if it takes industrial

action. On the 14" of June, 1996, the Associated Press spread a news story from
Norway about a planned strike by journalists demanding their electronic publishing

rights. However, they reached an agreement before the strike started having obtained
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guarantees that they would be paid extra when their articles or photos were

reproduced online.

In their investigation of how the Internet is impacting the information environment in
the newsroom, Williams and Nicholas (1997) stated that journalists 'cannot 1gnore the
Internet' simply because they are in the 'information front line' where 'information 1s
the commodity with which they work' (p.217). Thus, to be part of the electronic

publishing realm, journalists have to master a new set of tools to be able to make use
of the online medium in the most relevant way (Dusseldrop, 1998). Yet, the question
remains, how is journalism education preparing future journalists to enter online
journalism? The skilful journalist can benefit from many electronic services like the
newswires and the public databases that can send daily feeds directly to a journalist's
computer. The Internet itself can provide a rich source of news stories. The Net can

provide thousands of research and marketing opportunities for freelancers (Gach,

1994).

Journalists can do more than simply access these databases; they can be part of the
daily production by maintaining their own news sections, interacting with readers, and
even conducting video conferencing with guests from different parts of the world.
While the effective deployment of this new technology, by itself, poses challenges to
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