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[bookmark: _Toc502055495]Introduction 
In this report the impact of e-publishing in the print media has been studied. The threats that are provided by the e-publishing have been evaluated in the light of recent event. Various facts and figures are being used to understand the level of threat that is faced by the organisation. The history of the business of print media has been studies to develop the context of the article. The conditions that are in present are a result of the past events of the organisation. This has been studied in detail. The decline of the print media is a slow result of historic changes on several external factors. A pestle analysis has been conducted in the report to gauge the impact of the several external factors and their influence in the downfall of the print media. The chief benefits and challenges that are faced by the industry have been covered in the work. Strategies that can be used by the online news websites has been provided in the work. The chief recommendations that should be followed by the newspaper are also discussed at the end of the article. 
[bookmark: _Toc502055496]History of E-print media and its decline 
Print media is a sect of media journalism this involves print publishing of news in newspapers, magazines and other similar circulatory media. These items are spread across which becomes a source of news to the people reading them. There are two types of people who work in this sector the one that collects the news and the other that edits and publishes. The revenue cycle of a newspaper or a magazine is that there are subscriptions that are paid by the customers who reads them and when a newspaper has a large circulation, businesses are interested to provide their advertisement in that paper, against the advertisement the newspaper pays a certain amount of money in return (Stavnes 2010). The advertisement is the chief source of income for the newspaper. 
Newspaper is a periodical publication containing information of current news events. The newspaper consists of various news pieces regarding political scenario of the country, information regarding the business operation within the country, sports events, scientific discoveries etc. They also might contain paid personal information’s or government tenders. Similarly magazines are also similar publications but often with a more specified topic of interest like a lifestyle magazine, children’s magazine business magazine etc. The newspapers however is more like a synonym to the word print media and the performance of businesses under this category can be judged by the performance of the newspaper. 
The newspapers developed in the 17th century in Europe and eventually spread across different parts of the globe. Before that there are references of printed information’s is passed which held information regarding the government as early as the ancient roman civilisation. There are hint of such publications in the 713 and 734 AD in China (Schroeder et al. 2011). But the formation of the concept of newspaper that exists today can be cited only in the early 17th century in Europe. The 19th century saw the rise of this media in its zenith which continued for a certain time period. There is still large number of circulation of newspapers.
The decline of the newspaper has been an issue of controversy, it has been observed that the newspaper prices has been declined significantly across organisations, there is a certain reduction in the sale of the newspapers, the chief source of income for the newspaper that is the advertisements has also been significantly declining if a trend analysis can be done of the last decade. Since 2001 most of the print media has been going through a frenzied of firing of employees from the organisation. In the overall industry 1/5th of the total number of employees has been relieved of their jobs and many newspapers are facing bankruptcy (Nord et al. 2009). 
The chief question that instigates the debate in this case is the chief reason for the decline of this industry. As it is well known fact that many industries goes through tough times and recover their graphs again after a certain period of time which can be the case with the newspaper business or it can be the redundancy of the entire sector. There is a lifecycle of every industry it has an introduction which is followed by a period of growth, comes to a stage of maturity and eventually decline. After the stage of decline there are two options that are either stopping the business permanently or diversifying the entire business. It is an observation that the chief reasons for the decline of the business can be used as an effective means of diversification of the business. 
The hit of decline in performance of the newspaper is not limited to any particular geographic location, it is a global change. The impact on the performance of the newspaper in the UK can be taken up to make an illustration. One of the leading newspapers ‘The independent’ had relieved many workers since the year 2008. The DMG Media announced a cut in the income from advertisement by 28 per cent and decided to sell a controlling stake to save itself (DRAKE and MIAH 2010). The DMG media included various newspapers like the Leicester Mercury, the Bristol Evening post and the Derby Telegraph. The new stake owner of the DMG media made large amount of job cuts in each of these newspapers to run its operation. It is predicted that 1 out of 10 print publications in UK is increasing the gap of publications (Aronson 2010). The dailies are going to change to weeklies and the weeklies to monthlies. Thus each of the publications is trying to save its operation in the competitive market. 
The scenario is same throughout the world. The newspapers in most of the English speaking countries have seen a sharp decline. It has been observed that newspapers in these countries have lost half of its classified advertisement. 
The chief causes of the decline of the newspapers can be traced from the introduction of the televisions. The televisions also show news which is faster and more visual in nature. The introduction of the news channels has partly served the functions of newspapers.
The introduction of the internet however can be considered as the cause of the start of the massive downfall of the newspapers. All the functions of the newspaper can be done in a better way online. The type of news, the selection of news item that are of interest of the viewer can be seen in a more advanced manner. The other functions of the newspaper that are giving information regarding job vacancy or other such functions which was lacking in the television was also served online. 
Another contributory factor in this is the raising environment awareness all across the world. The newspaper is made of paper which is made from trees as a result the newspaper is consuming a large number of trees contributing to pollution (Petersen et al. 2012). The use of online methodology is not only easier and better but is more environment friendly than newspaper.  

[bookmark: _Toc502055497]Analysis of current trend (PESTEL)
The current trend of the organisation can be understood by understanding the influence of the various external environmental factors on the operation of the business that is print media in this case. The PESTLE analysis is used to understand the impact of the political, economic, social, technological and environmental factors on an organisation. The existence of the newspaper is dependent on these factors.
Political factors: there are several political influences on the functioning of the print media. This media has been used for political purposes. There are several newspapers that are used by electoral candidates for their advertisement. There has been several accusations done against newspapers which are believed to supporting particular newspaper, but the association of politics is not with newspaper but with medium of communication with the people (Haniff 2012). There has been an increasing trend of politicians using social media. This shift is only natural because it is easily observable that the people are more reachable through these Medias and thus they shifted their interest towards these channels. The interest of the people are the interest of the politicians and thus if there is a public lack of interest in this media the political support is also going to be withdrawn from it. 
Economic factors: the economic factors that impacts the business is the fact that the newspapers all over the world are lacking in sales and advertisement income as most of these incomes are taken up by the online Medias. It is the scenario with newspaper in most of the countries and in UK as well. Most of the organisations are closing or selling up its shares. The newspapers are facing a bankrupt situation. The newspaper agencies that are still surviving are using a large amount job cuts aiming to save some money to run the organisation. They are also diversifying into taking up online versions of their operation. The reduction in the money generated from sales subscription and advertisement income has dried up the organisation to a huge extent. One of the largest economic incidences that is the recession in the year 2008 has also left the print media dried up. There are various services that are developed which have declined 70 per cent of their ad income in the classified section (Kotei 2016). The newspaper industry has been financially hit by almost a margin of 5.4 billion dollar between the years 2000 to 2007. 
Social factors: the social impact is also considerably large in the increasing decline of the print media. The people were first interested when the television set in. The presence of television became a matter of pride among the people as a result most of the people earned the privilege of it. The reading of newspaper in the stipulated leisure hours has been exchanged by television apart from the fact that the newspaper still remained the companion of the people who are working and doesn’t have the leisure to be at home and watch television (De Four-Babb 2012). But after the start of the use of mobile phone and the level of its penetration the social acceptance of this technology was enormous. Not only did it become a social status to own a mobile phone but it also became the greatest pastime to most of the people. The advantage that the mobile phone have over newspaper is that it can also carried while travelling and the information that are relevant can be searched out or the regular method of reading newspaper can be used. 
Technological factors: as mentioned before the social factors are influenced by the technological invention that has been taken up at the beginning of the 20th century. The introduction of television which is a converting machine that changes the electrical systems and convert them to images and sounds in a screen. The television was introduced in the later part of the 19th century. The next technological concern is the introduction of internet. 
The internet is a standard communication method that was is used to transfer information fast and effectively. All kind of information could be passed by using the internet and connecting it with the global computer network. The origin of the internet can be traced in the 1990s but the year 2000 this has spread in the most rapid manner covering most aspects of everyday life of the people (Rodgers 2016). The internet has contributed significantly but changing most of the aspects of the method by which information has been searched by the customer across the globe. 
These are the technological factors that impacted the newspaper industry. 
Legal factors: there are several legal bindings that are put on a newspaper for its operation. The chief legal factors that influence the functioning of the newspaper are copyrights, defamation lawsuits; right to privacy etc. these are some of the regulations that are to be abided by the newspaper during its functioning. The internet however has more freedom than the newspaper as claimed by many. It is a popular belief that the internet is a symbol of promotion of freedom of information (Dominick 2010). As of now it is a fact that the internet tends to be more careless in reporting images, videos and information in comparison to the newspaper and the television even though there are several restrictions that are drawn upon them. 
Environmental factors: the environmental factors have serious influence on this sector of business. There is an increasing awareness regarding the environment in the global scenario. The production of the newspaper has a environmental impact. As papers are made from trees the production of the newspaper is associated with the cutting of trees which causes several other environmental hazards. Reducing the use of paper has become a matter of concern across the globe as a result the using of technology instead of paper is preferred by the customers globally (Biagi 2012). This has been considered as an influencing factor in the performance of the newspaper.  
[bookmark: _Toc502055498]The benefit and challenges of a news website 
Impact of technology on market development 
The last two decades is marked by the increasing involvement of digital technology. The trends suggest that there is a general decrease in the number of subscribers of the newspapers and the involvement of the people with the television has been stable but the use of online method of receiving news has been increasing. The television viewership even though is stable currently but there is a lack of new joiners in this category. The population of the television viewers are chiefly the aging population. 50 per cent of total time spend by each individual with various methods of media are spend with digital media in the advanced countries. This is done by mobiles and tablets and other such devices. The developing countries are also showing a trend towards this change. There is more number of people who are taking up internet connection for the purpose (Mitchell and Page 2015). In UK the television has been a stable media of information which is showing a gradual downward trend, the print media has been losing its interest eventually in the market and the digital modes are increasing in popularity. The change that the desktop based internet has introduced in the world of media has been enhanced significantly by the introduction of mobile phones and tablets. 
The year 2010 is a significant landmark in this regard. This marked the introduction of the Iphone which created a trend in the market towards the use of mobile media. In most of the countries including the UK has shown an increasing trend for the use of mobile phone. 
The mobile phone users have been equipped with the mobile phone apps which have contributed to the involvement with the social media even more. There has been several mobile applications like the face book, YouTube, whatsapp, snap chat etc which has contributed in being a source of news to a number of people the pioneer being the Google (Hobbs 2010). The Google is a platform which is used by the people to gather all sorts of information including news. The social media as these are called has also contributed significantly in the generation of news. The extent of these services can be judged by the fact that there are 1.7 billion active users of face book spread across 26 countries across the world. The trust factor of people in these media has also increased over the period of time. But the countries which have a strong presence of media originally tend to be more hesitant in taking up these social Medias as reliable source of information. One such example is UK, it traditionally had a strong presence of media and surveys have found that people do not use social media as a chief source of information in UK (Graber and Dunaway 2017). But this trend of the development of trust on these sources of information has also been increasing. Those countries where there has not been a strong infrastructure of media the acceptance of these news sources are more. 
The media has become more distributed in nature because of the influence of the social media. The production of news has remained the same as it was before but the distribution of the news are no more dependent on the only source that is the news channels it is distributed by the various social media platforms. The dependency on the print media and the televisions for telecasting the news has been reduced to a large extent. The social media has actively taken up its space. The news are delivered to the people via alerts at the very moment when the news is generated and is received by the viewers or subscribers they can immediately gather all the information from them or they can check the news at the time of their convenience (Protess and McCombs 2016). The acceptance of search engines as a source of media has not been equal in most of the countries but the amount of acceptance has been growing positively. 
The online platform has also been able to create a stir among the viewers by engaging in news. The online method of news helps the viewers to engage with the news by reacting to the news through comments or sharing the news through the social media platform etc. there are three types of consumers in the digital platform like the passive consumers of the news, the reactive participators in the news and the proactive participators. 48 per cent of all the consumers of the news are passive listeners of the news who do not engage with the news in the social platform, 21 per cent of the listeners are active participators who share their emotion along with the news and also share the news itself with many others (Kovarik 2015). The proactive consumers of the news however are those who take active participation and also gets involves in campaigns or develops opinion about news contents and actively participate. The political scenario of the country is a contributory factor in this regard. It has often been observed that those countries with high level of political tension tend to have more proactive participators in the news.    
Among the users of social media there is diverse category in terms of using it as a source of news. There are 3 categories among the people accessing the news. There are news lovers who would use the digital media exclusively for the procurement of news, there are daily briefers who at least use the digital media to gather news once a day and there are casual users who do not use social media for receiving news but receive news from this source at some points of time. The casual users are more in number than the news lover on a ratio of 2 to 1 among the 26 countries (Howard and Hussain 2011). This gives out information regarding the use of social media as a source of news for the users. 
The scope of the digital media can be judged by the fact that most of the people develop their habit of listening to news during their youth and retain that habit throughout life. Those who are in their youth during the generation of television tend to stick to television for their fulfilment of information needs. Thus it can only be expected that the millennial are more likely to stick to the digital media even when they are advanced in age as this has been habit during the youth. 
Reaction of the media
The involvement of the advertising agencies has also shifted as mentioned before from the traditional sources of news like the newspaper towards the television and then to the digital news media. The circulation of print media in context of Europe shows that there is a steady decline by 21 per cent from the year 2010 to 2015. The advertisement in this sector fell in a more rapid rate by around 23 per cent (Boczkowski and De Santos 2007). The television viewership involved the section which included the youth and their earlier generation which has changed considerably after the introduction of the digital media. It is expected that there is going to be significant pressure in the advertisement of the television market as well. The reaction of the traditional news mediums has been to start a digital investment opportunity, reduction in the expenses that are incurred in the business and continuous pressure to consolidate the market. These methods that are used like the reduction of jobs or costs is temporary measures in the long run these are not feasible. The newspaper print advertisements have reduced by 33 per cent in UK from the year 2010 to 2015. The television advertisement has increased by 8 per cent from the year 2010 to 2015 which is lesser than the rate of increase in the previous years. The digital advertisement rate has increased by 70 per cent from the year 2010 to 2015 in UK (Tufekci and Wilson 2012). 
The chief opportunities and challenges of news media can be understood from the activities that are undertaken by the news organisations. Most of the Medias have made provision for operation in the digital market so that they are able to reach their audience. The studies show that the online newspapers of the popular brands tend to have more trust among the viewers in comparison to the news sites that are developed online. The positive news is the number of audience has increased when the popular newspapers have adapted the digital opening. It is a clear indication that the role of the newspapers as trustable distributor of news in the eyes of its viewers even though various search engines has been introduced in the digital market. People tend to access news from newspaper brands significantly more than the broadcast brands or digital brands. One statistics shows that newspaper brand has 69 per cent viewership for collecting news in a week period whereas the broadcast brands have 62 per cent viewership and digital brands have 45 per cent which is much less in comparison to the others. This data doesn’t however promise a large number of advertisements. The digital marketing platform is mostly own by few large players which is able to attract the maximum number of advertisement. It has been observed that the time that people spend on the digital media is monopolistic in nature as BBC is able to attract 33 per cent of the attention of the audience in terms of website and app and it also takes up 55 per cent of the share of audience in radio. As much as it is true the options are generating everyday in the digital media keeping the market dynamic in nature (Lundby 2008). Up until 2000 there has been a lack of options both for the viewers and the advertisers in terms of options but the digital market has opened up the market in which there is an opportunity for any player to attract the attention of the public and the advertisers. The chief sources of income of the digital media are the advertising and the revenue from the consumers of the organisation. The existent news media and the digital born agencies are fighting for developing alternative methods of revenue generation.
[bookmark: _Toc502055499]Strategy for online websites 
It is established that it is important for the online websites for the development of their business. In order to achieve this aim there are certain strategies that are to be adopted by the organisation. To increase their sale in the digital platform a newspaper need more than developing a new website or an improvement in the page view, with the increase in the opportunity there is more interaction that is expected by the customers to follow that website (Truong et al. 2010). The task of attracting customers is a challenge in the market but there are certain strategies that can help the organisation to be able to reach its goal. 
First strategy is the personalisation of the supply of news to the viewers. Each customer has a certain set of choices regarding the news and thus it is important that they are provided with the news that they are interested in and in a much personalised way. The personal newsletters are clicked rate three times than a standard newsletter. Thus it is highly important for an organisation to use this method to deliver the news to the customers. It is also important that there is a common platform from where the viewers can search the news that interests them and depending on that search results each of the customers are going to be able to be provided with the kind of newsfeed that they are interested in. The reading history of the readers are considered in most of the cases to understand their choice of news and either newsletters or pop ups can be used by the news media organisation to provide the news to their customers (Howard and Hussain 2011). The other factors like the location of the customers are also going to be considered in providing the news to the customers. this is a efficient technique to make the reader to read the posts that are send by the media organisation along with the advertisement that is in that post. The open and click rate can be increased by the newspapers by using this method. The success of this method on mobile apps has been already been observed. 
Second important strategy that is to be adopted by the websites is to change the focus from the satisfaction of the advertisers to the satisfaction of the customers. The customer satisfaction is invariably going to attract the advertisement but the reverse doesn’t work. It has been observed that the newspapers that focus more on the advertisers tend to degrade the quality of the content of the news in order to satiate the advertisers (Squire 2011). As it is a fact that there are several free channels of information that can be used by the people the standard of the content of a page is the only thing that keeps the websites interesting for the customers and in case an the content is devalued the chances are less that the website will be able to attract customers and as soon as they are unable to attract customers their value is going to be reduced among the advertisers as well. The advertisement is not the only method of generating revenue the organisation can have huge number of subscription from the viewers which can be used by them to earn more access to the news content like photo galleries and directories. Thus they can rethink their revenue model and focus more on the purpose of their existence that is to generate quality information. They can obviously have advertisements without impacting the quality of their content (Couldry 2012). The customer satisfaction is proportionately related to the attraction of advertisement and thus it is important that the user experience is enriched with more focus by the news websites. 
Third strategy is to develop a specialised website for a particular genre of news. It is often observed that there is certain section of information that needs special attention from the news providers. There are certain needs of the area where the news is to be published. For example there are certain places where there is particular news that becomes high in demand. The real estate market has been in high demand in London as a result a business news media developed a website to cover the information regarding real estate in its web page. The ability to provide specialised information in particular sectors is of high importance in particular places. Media houses that are able to generate specialised information are subscribed by viewers with interest in that area. 
Fourth strategy that should be adopted by the website is to take help from search engines and websites like facebook, Amazon or Google instead of considering them as a competition (Hayles 2012). There is a reason that these sites are considered as a competition by the media websites because they also end up generating news content and spreading them. But it is important for the websites to associate with them instead of competing with them. The app called the Amazon echo is developed by Amazon to read aloud the information this can be availed by the news websites. The Google also provides methods of tagging the local news producing sites and directs the leaders to the website which produces the local news. This can be used by the media organisations to promote their websites. The facebook has introduced the concept of facebook live which has been used by several prominent newspapers to generate news which exceeds 100 million views. These social media helps the media organisations to reach their goals of generating more public interaction if used judiciously. Thus it is pointless in the 21st century fight against the digital giants like the facebook, Google or YouTube (Fan et al. 2007). It is much more feasible to utilise them to reach the desired goal. 
The fifth strategy that should be adopted by the websites is to have regular digital fact checks. The checking of the facts has been of highest importance even when there was no digital media but with the advancement of digital media the need for checking the fact has become more important. The standards of the verification of the information have been increased by the prominent newspapers. The local news agencies with budget constraints are highly concerned about the ability to check the information that are provided to them and thus they can set up a department just for the sake of verification of the information’s which is going to give a strong signal (Bennett and Segerberg 2012). Many local dailies have developed such teams within their organisation. 
The sixth and final strategy that is to be adopted by the online websites is to explore the capabilities of the chat bots. The chat bots are basically a technological leap of the digital journalism. Even though they have not taken a full shape but it is important for the websites to embrace the future by accepting the chat bots. The chat bots has been successfully used by several news organisations during the Olympics news coverage. The chat bots gave information’s regarding the count of medals and other such information’s when the keys were used. The second successful information was during the US election (Gabrielsson and Pelkonen 2008). There are several studies that are conducted for the advanced functioning of these bots. It is important for the new organisation to adopt it because it is going to important for the future of journalism. 
These are the strategies that can be used by the media organisations for the successful outcome of the organisation. These six strategies can unfailingly update any newspaper websites to increase their level of customer interaction. 
[bookmark: _Toc502055500]Recommendation for online websites 
The chief recommendations that can be provided to the online news websites can be summed up as follows
· The online websites should make sure that each of the consumers of the organisations is being taken care of by providing personalised newsletter to them. 
· The websites should always aim to provide news for the customers of the website and not the advertisers as the increase in the number of customers is going to increase the advertisers but the increase in advertisers while compromising with the content of the news is not going to increase customers rather it can work adversely. 
· The news websites should try to develop certain specialisations as it is a vital part of the success of a website if they can specialise in a particular newsfeed and provide it’s specifically to the customers of that news. 
· The news websites should utilise the powerful organisations like Amazon, Google or facebook for their advantage. As there are several benefits that are provided by these digital inventions which can be used by an organisation to generate profit. 
· The news websites should make sure that the information that is flashed in their sites is authentic and should develop facilities to check and recheck the data (Howard and Hussain 2013). 
· The news websites should always be open to accepting new technologies instead of sticking to a particular situation. 
[bookmark: _Toc502055501]Conclusion 
In conclusion it can be said that there is an increased demand of the digital media as the several studies suggests. It is only deductable from the trends that it is obsolete to hold on to the older versions of providing news because they are bound to come to an end sooner or later. The chief reasons for the newspaper of becoming obsolete is because of technological advances and the adverse effect on the environment. There are several challenges that are faced by the website as there are some online channels that have monopolistic hold over the organisation. There are certain strategies that are to be followed by the media organisations to develop the functioning of the organisation. 
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