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Van: 
Verzonden: 
Aan: 
Onderwerp: 

.•1.2 i;. ;••....,— 
dinsdaq 31 nnaart 2020 
5:1:2._ 
RE Axios Media Tren• s: Suppressing press reedoms — Paywall returns — Complex's new 
business 

Dank! A betrek ookW12'3even vanuit mensenrechten online invalshoek. Call opzetten lijkt mij goed idee. 

From: 6. 1 .2 
Sent: dinsdag 31 maart 2020 16:12 
To: 
Subject: RE: Axios Media Trends: Suppressing press freedoms — Paywall returns — Complex's new 
business 

Yes ik krijg deze ook. 
Zoals ik zei tijdens de IWG lijkt het me goed om interdepartementaal een videocall te doen met de socials. 
Zou een van de vragen kannen zijn of men deze grants ook in NL (IEU) gaat geven. 
En ook hoe men aankijkt tegen vrijheid van meningsuiting in de COVID context (hoe bepalen zij wat ze 
weghalen, kunnen mensen bezwaar maken etc.). 

Stuur jullie morgen wel een voorstel. 

Van: 5. .,2' a minocw.nl> 
Verzonden: dinsdag 31 maart 2020 15 -56 
Aan. á.1.2.e nír nunbzk.nl>; .2. •rt7ininbuza.nl 
Onderwerp: FW Axios Media "Trends Suppressing press eedons — Paywall returns — Complex's new 
business 

Ter info. Weet niet of jullie deze krijgen. Zie over inperking VvM en grants door FB. 

Van:, .2.eá tt axios.com] 
Verzonden: dinsdag 31 maart 2020 14:56 
Aan: x`172 é 
Onderwerp: Axios Media Trends: Suppressing press freedoms — Paywall returns — Complex's new 
business 

View in browser 

Axios Media Trends 
By •5. • War 31, 2020 

Today's Media Trends is 1,952 words, a 7.5 minute read. Simi up here. 
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*Snapchat said this morning thatdevelopers can now integrate its "Stories" into 
their own apps. Go deeper.  

Situational awareness: Facebook and Twitter each took down posts from Brazilian 
President Jair Bolsonaro with coronavir tis, misinformation yesterday. 

1 big thing: Coronavirus used to suppress. 
global pressz freedoms 

0 

Illustration; . Fauola Ode  

Thé:coronavirus: is providing cover to. autocrats;dictators; -and even some 
demogoa g y, -elected leadérs,who wère already looking for reasons. to undermine the 
independenf_media: 

Driving the ;news: Recent y .,.exánïp es s ow a press is eing •.i, ut out , e 
government undér the.-guise of'stopping misinformation from spreading,about,the 
pandemic. 

• In Hungary, the government passed a,law Mondav granting sweeping 
emergency powers that Prune Minister Viktor Orbán claims will help battle the 
coronavirtis. Tlie law,, includes the: power to punish those who spread "false 
information about the. pandemic with up to fiveyears in prison, per NPR. 

• in Egypt, authorities forced a Guardian journalist to leave the country_ .after ,she 
reported on a scientific study from infectious disease specialists from the 
University of Toronto..that said that the countrywAs likely to have many more 
coronavuus cases than have been officially cdnfirïned, per The :Guardian. 

• In the Philippines, journalists may face jail sentences of up to two months for 
"spreading false information" about the virus and a fine of ' to $20;000,_ per 
CNN. 

• In Iran, where coronavirus cases have soared, authorities have moved to. 
aggressively contain independent reporting about the virus by,harassing and 
detaining journalists, per VOA. Officials have also ordered that the media only 
use official-statistics when covering COVID=19: 

• In Brazil, President Jair Bolsonaro has downplayed the virus as a media trick. 
His efforts to blame the media for overstating the pandemic, some fear, could 
be a.'playboók for other world leaders to use to downplay the crisis. 

The big picture; .Around the world, ,press freedoms have already been beam to erode  
as leaders try to crack down on independent media as a way to consolidate power. 

• Such interventions have become more prevalent around the world, even in 
democracies. 

Share this story.  
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2. News industry braces for major layoffs, pay 
cuts 

Illustration: Sarah,d iug%Àxios; 

Tlie coronavirus is forcing majór xnediá,giants.to.leveragë layoffs.and 0,ay: cuts _ in.ordér 
to survive `the. impact that the coronavirus pandemic * having on'their businesses, 
Axios' Ursula' Përanó And I,write. 

Why it matters: In the first f̀éw weeks of the outbreak in the. U.S., local outlets were 

sounding. the alarm over lost adverfising;revenue:from shuttered'local businesses. As 
the crisis cónhnues, big national media companiessay théy are becing;for'thé worst: 

Driving the news: Gannett, Maven ;Media, Ihsney, B1177Feed, Vice Media, 
GróupNute iHeartMéd a and óthers háve annonncéd rounds`of layoffs cuts to sald ies 
and benefits;, or that top executives are forgóing pay An the coming weeks. 

Other major outlets;like.the'Ios Angeles Times, The New York. Times and 
The Tampa BAY Times, have warned .of heavy advertising losses. Some have . 

cut distribution. 

The big picture: While the recently=passed t2 trillion stimulus bill will provide relief. 
to some news businessés,s many in then • industry argue that it's not. enough. 

Some arizue that the joiuiïali§m sector should have its own "stimulis package" 
that would :offeudirect support for newsrooms;which are now deemed. by the. 
federal fzovernment and many state noveinments as "essential services." 

For now, relief for the news :industry has largely come from the private sector. 

• Facebook said Monday that it is spending $140 million to support news outlets' 
around the world that have been impacted by the coronavirus. Twitter said 
Tuesday that. it's donating $ 1 million to journalism non-profits. 

The bottom line: The coronavirus is upending the news industry at a time when 
consumers need Access to verified news and information more than ever before. 

Read thefrdl piece.  
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3. McClatchy puts coronavirus paywalls back 
UP 
McClatchy will put its paywall back up around some coronavirus news as it aims .to 
balance its. duty keep, people informed with its need to bolster subscriptions,executives. 
tell Axiós. 

Why it matters: The company is trying to be strategic about how much they allow,to 
be free: While it's importantthat.some information remains free; like breàking news 
that could impact the health ànd safety:6f their readers; they don't want that free 
information to cannibalize a`surge in subscription `mtere. 

"With a lower pp ayywall w were missing opportuni '' ties to convert drive- . y readers 
into,subsciibers,"isays McClatchy's Vice,President of News Kristin Roberts. 

As the story begins its slow shift from breaking news and utility iournalism, . . 
Roberts says McClatchy's paywall stràtegyVill change. 

• Decisions over w hich articles *to put in front of the paywáll will, be made 
locally by editors .at each of its 30. local ubticahons nationwide. 

By the numbers: Ina memo to staff; Roberts says that while`subscriptions are° using, 
"the money we get every ti m someone reads,,or watches an individual story, 
("programmatic"revenue) is-declining; rapidly'--. that,për-view rate of rëvenué has 
dropped,more than 15%m a single week:" 

In total, the company has gained 10;200 new subscriptions in March, even with 
the paywall down. And subscriber pageviéws afire up 46%ó in March. 

• "Since our coronavirus cóveràge began, l3%0 of views were by people who 
would have been, stopped by the paywall if it had been up, ff we converted 
even a tiny fraction of those pèople, we would have generated more in 
subscription ,revenue than we are .eaM.no on the per-pageview 
C-'programniátic') revenue." 

Be smart: McClatchys-news division bas experienced consolidation over Ithe past few 
years; and has been very 'disciplined about ;operating expenses: For now, the news 
division seems stable despite the cases unfolding around it within the news industry 
and despite the company's recenthistóry'filing for bankruptcy. 

• "$o' much has been done up to= this point to set ourselves up to be in a place to 
not topple over when the first windblows," says Roberts. 

• Roberts argues that the company's focus on balancing its income between 
audience -(subscriptions) and advertising has been critical in preparing for this 
moment 

o-1o,l••1 a . 
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4. Kids' da-ily screen time surges over 50% 

Data:; SuperAwesome Chart: Axios Visuals 

With almost all U.S. states closing schools until at least the end of the month;most 
children ages 6-12 say they, are spending at least $0% more time in front of screens 
daily, according to new,dáta from ''$upérAwesome, a kids technology company. 

Why it ,matters: Parents were alreadv stnwaling to limit screen time for kids when 
they were-in school; 

Driving the news: In the U S'.,. a majority of°6 f2;-year-olds say they use screen •:.  
devices either a lot m6b.6 at lëast 30°ló.more),. .. twicë as muc 
"most of ilie day" during-the coronavmis pandemic: 

or:fór•What feëls'like 

O "Óverall, kids are efféctiyëly gomg;to be spending 2 5-3x more hours of day in 
front of à"digital screen than tl ey historically would have," says-Dylan Collinq, 
C90 óf SuperÀwesome. 

"What.we were seeing is.that 0.4 kids had"a,dightly-higher tendency to-do 
more family based stuff; as in physical family achvrty l̀íkè board Baines ánd 
table top games;.'than i S. kids who spend more time with screens;" says; 
Collins. 

Details: Traffic to kids. apps, and digital services'has increased by nearly Vl% in the 
U.&, per the report. 

"Yon're`seeing a slight increase in desktop, largely because"ofschool 
demands;" says Collins. 

Gender split data shows that girls over the past few weeks have typically used 
chat apps and TikTok more than boys and have read more. Boys on the other 
hand, have weighted much more heavily'towards gaming 

Be smart: It's easy for parents to blame'phones and tablets for an'imrease in digital 
engagement; but most kids say they,áe spending more time watching TV than 
anything else. 

Go deeper.  
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5. Ad market expected to take a big hit in 2020 
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Reproduced from MAGNA; Table: Axios Visuals 

Analysts expect overall global ad revenue to be down roughly 4.4% for 2020 because 
of coronavirus, excluding cyclical events like the election. 

Why it matters: Global advertising revenue tends to grow at roughly the same rate as 
GDP, so any global economic slowdown is likely to depress the advertising market. 
Big tech giants are expected to take the brunt of that loss, as they are the biggest 
entities in the global ad economy. 

By the numbers: Analysts at Cowen & Co., an investment management and banking 
company, predict the following losses: 

• Facebook: roughly $ 15.7 billion, 18.8% down from its original estimate. 

• Google: roughly $28.6 billion, 18.3°ío below estimate. 

• Twitter: roughly $701 million, I7.9010 below estimate. 

• Snapchat: rougfly $977 mullion, 31.8% below estimate. 

The big picture: Traditional media advertising, like TV and print, on a full year basis 
will go down by about 15% if you exclude cyclical events. But digital media 
advertising will grow slightly, by about 3.5%. 

Be smart: Advertising on social media and search, which is how the dominant tech 
platforms make their money, is expected to take a big hit in the short term for two 
reasons: 

1. It is self-serve, meaning anyone can buy those ads through an automated 
platform at any time without a prepared contract. As a result, unlike with TV 
ad contracts, there are no cancellation policies that brands have to adhere to 
when pulling the plug. 

2. Those ads are mostly purchased by small businesses that are shut down. 
"Hundreds of thousands of small businesses who probably count for 70% of 
social and search, they will stop advertising for weeks as they are closed," says 
Letang. 'Tor some of them, it will be hard to come back, as many won't have 
liquidity to start marketing." 

What's next: Growth in the ad market, and particularly in the digital ad market 
dominated by companies like Facebook, Google, Twitter and Snapchat, is expected to 
come back strong in 2021. 

0 0 

6. Everyone's a creator during the coronavirus 

0 
Reproduced from Patreon; Chart: Axios Visuals 
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From barbers to pastors to fitness instructors, any person that used to make money via 
brick and mortar services, is now turning to online platforms to make money for their 
expertise. 

• Why it matters: A slew of old-line industries that once hesitated to embrace 
digital technologies are now being forced to do so for the sake of survival. 

Driving the news: Patreon says that 30,000+ creators signed up for its service in the 
first three weeks of March. That's paired with a surge in people willing to pay. 

o The average growth of new people sig »ng tip to pay people for content 
across the U.S., UK, Canada, Germany, Australia, and Italy is up 36.2% 
in March compared to February. 

The big picture: Other creative platforms are seeing a major uptick in sign-ups. 
TikTok has reportedly seen a surge in U.S. downloads in response to the crisis. 

• Be smart: Adam Mosseri, the head of Instagram, told NBC News' Dylan 
Byers last week that he's seeing an increased interest in "moments," like live 
music performances via Instagram or churches that "go live on Facebook." 

What's next: Once consumers get used to accessing services digitally, these services 
may find it hard to go back to completely go back traditional operations. 

Go deeper: Coronavirus pushes traditional businesses into the digital age 

7. Exclusive: Complex launches ad services 
business 

Complex Networks, a lifestyle and entertainment media company, is creating an end-
to-end digital advertising consultancy that provides publishing clients with a suite of 
services to make more digital revenue, executives tell Axios. 

Why it matters: Catalyst, as it will be called, is the company's second in-house 
consultancy. It launched a product development services business last year called 
Climate. 

How it works: Catalyst will work with publishers to improve how they manage and 
monetize their ad inventory, which includes leveraging Complex Networks' S0+ 
partnerships with select ad vendors, products and and agencies. 

• Complex Networks is essentially combining services that it already provides 
and formalizing them under a new brand and structure. 
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The offering includes ad'operations, programmatic monetization, product 
implementàtion, measurement; guaranteed brand safety and compliance 
.optimization, yield management, andptherad=related services-. 

By the. numbers: Executives say the company currently works with more than 45 
publishers and 56 ad vendors,, ranging from,product developers, ad agencies, tech 
platforms;demand partners,=ad exchanges 'and verification vendors dataproviders.— 
each with their own negotiated terms at the benefit of the publishers it services: Pricing 
varies  6sed on each publisher's needs. 

Vendor partners include companies. like Permutive,, publisher data platform 
and: Confiànt;:aadveitising cybersecurity'firm. 

Publisher partners include music reviews platform A11Music, internet news 
site Daily. Dot;meïme encyclopedia Knów Your Meme, and hip hop news site 
MpHopDX, 
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8 1 fun thing: How to survive a pandemic 

Illustration, Aïda Amer/AÀxios 

Here are the top trending "how to_:: searche"s on Google in the past week in the U.S., 
via Google .Trends: 

1. How to cut men's hair at home 
2. How to make face mask from fabric 
3.1. How to make sanitizer wipes at home 
4. How to make Rïce Krispie treats 
5: How to solve Rubik's cube 

In case you were wondering ..: "How tb make toilet paper sviked +1;300% in the 
past week intheltJ.S. 

2-1E1-12 IE, 

Axios thanks our partners for supporting our newsletters. 
Sponsorship has no influence on editoriàl content. 

Aidos. 3100 Gián#ndon Blvd, Suite 1300, Arlington VA 22201 
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You recelved.this emaii`because you: signed up for nëwslêtteis.fróm Axios: . 

:.Chanue,yourpreferënces or unsubsc•ibe :tieïe.. 

Was :tfils'ériiail fórdvaidéd''toyo "u? 
Sían up now to get Axios in;your•inboxr 

Follow Axios ;on soclal media: 

Dit bericht kan informatie'tbevattén die niet v~ u is besteimd. Indien u niët ;de geádresteerde bent of dit 
beriéht abusievelijk aan u is: toegezonden, wordt u verzocht dat aan de afzender te. melden en, het bericht te 
verwijderen: DO'Staat aanvaardt,geen aansprakelijkheid voorschade; van welke aard ook; diepverband houdt 
met risico's verbonden aan het elektronisch verzenden vanberichten. 
This message may contain information that is not •intended:fbr you..Ifyou are not,the addressee:or if;this, 
mésságe was sent to yóu by mistake, you aze requested to inform thé sender and delete the messágè. The 
'State accepts.no`l abiliiy for damage ofany kind resulting from the risks inherent in the electronic 
tránsmissión óf messages. 

14eip save'paperl Dq you'really need'toprintthrs •email? 

Dit bericht kan informatie bevatten.die niet.voor u is bestemd Indien u Wiegde geadresseerde 'bent of;dit bericht 

abusievelijk aan u iS toegezonden, wordt u verzocht dat aan de afzender te; melden en het ;be"ritht te'Verwijderen. De 
Staat aanvaardt geen aansprakehikheid'vooï,schade;• van welke aard ook, die verband h_ oudt_met,risico s̀werbor den 
aan het elektronisch verzenden, van berichten. 

This message may contain information that is."not intended foryou..lf.you are not the addressee or if this message 
wansentto you by mistake, you are requested to inform the sender and delete the message. The"State accepts no 
Iiabilitji'foe darnagê of 'any kind resulting f d tl the risks inherent in the eiectronictransmission of Miiisages•. 
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