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Communication Forum

The Impact of Digitization on the U.S.
Newspaper Industry: Reality and Irrationality

Hsiang Iris CHYI

Abstract

Twenty years into newspapers’ digital experiment, it is time to evaluate
what has been done and where the industry is going. This study first
synthesizes empirical research on U.S. newspapers’ multiplatform readership,
which explains their long-time difficulties in monetizing online content. Also
taking into consideration the market power of other players in the media
landscape, the researcher concludes that there is no such thing as an all-digital
future for the vast majority of U.S. newspapers. However, as U.S. newspapers
have collectively acted upon the assumption that their print product will die and
they must transform themselves digitally to survive, such a conclusion triggered
a heated debate about the state of the newspaper industry among media
observers and digital enthusiasts—some responded strongly and emotionally,
rejecting research findings accumulated over the years. Such narratives are of
interest because they reflect how deeply rooted the “digital mentality” is, which
may have shaped the industry’s technology-driven strategy with irrationality.
Newspaper publishers are advised to acknowledge the reality, drop the death
narrative, value audience research, and deliver quality content through preferred
platforms.

Hsiang Iris CHYI (Associate Professor). School of Journalism, Moody College
of Communication, The University of Texas at Austin. Research interests: media
economics and management, digital journalism.
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F B A5 KERARR A4 IR b 8RS 45 B 204F » FEia W] - A BR BT gt
A TARKEE AL - (B8 B 100 B0 A b i R A A0 ) i A AR SRR B TR o B
WGIRTIRE - 35 TR AN AT AF AR T2 B AR A T 1 A D DA B B A5 A 1Y
Wk 2 — R (SR - S A EEN T EER T
T BB 1E AE B T AU RE SR (Chyi, Lewis, & Zheng, 2012) o

7 — Mgk R o i 3 L DA TR B M ¢ A A R PR
VEBETE AR I A= FE BR BEAR LA™ 1 B F L (Chyi, 2013) o AAHT » £
AW & (Newspaper Association of America) £ E MW 4% - #% [ AL | —5d
e 24 A8 2 B o BT BT M I A 0 B (News Media Alliance) o I = 445
(598 > B AR EEEE T RN ERTC S
] (Mullin, 2016a) °

BE BV IR > sl A AN B B AR BRI RRATS
SRBEMAZ O & o R HRCEA R HE —FEH > HMREAE
BRIl 0 2 AR IR AL B 2 B B L R B AR S I
LA R 2 [ 2 o A 4R 31 A 4% v 2L Y IE R AR FINZE Wik
T REAFAEN) > B & H B (Chyi, 2013) o 2 F.0 RES A W ZE ) AR B 2
FHAFIR o EHER R > QSRR B LR AR
SRR ER AN o AE MRS BN E S E S > W FHERIT - [RES
N3 T 1] (Picard 3| H Lieberman, 2009) » A J& %% 47 B J& 2 it ARG i —
AR IR AN AR o T T S AR SOOI [ 208 B P R S BT R R RIS
ToRYREHE o [ARIEAE | g — R AR - SR T 78 Ak 09 R BR B AR 7] fig
AT IR R © 18 — B 9 BB e RPAS 3 B -
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Bt > A 55 1 5 20 A i SE R BT A i AR b 7E B R O T B AR TR
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YA HER 20 F 1 REMEBAVERR

K 22 B3 B0 i AR AL T P A A4 il o A7 S P ) 9 R P I AS R AR
oo BUMER 1991 4F BT > T 56 — ZX L K 51 & B9 R AR (Palo Alro
Weekly) ¥£ 1994 4F 1 H IE X F 47 » 19954F5 H » 7EM#E A A 511% 1) % 5
KB VAT BB A 0 Rl > O A 24 150 X 5B H iR 4 4% Ips
(Carlson, 2003) © &%} Iip ¥ ) 4 4% RUAE 1996 4F L 4R « 2| 119994 > &
£ 2,600 K L 1 14 5 B R AK 2 4L 48 4% A %5 (Editor & Publisher Interactive,
1999) - #K1M > F T 2003 4F » #7826 O A5 BUABAE A7 L7 A
82 K J7 BGE (Carlson, 2003) o 4235 (1B 58 A8 46 37 [H] e 5 E Bk = 7
M BRIk B8 T 48 A7 TE (Kawamoto, 2003) © £ FILE
BROAT AR > 4 e DL s IR TR 2 i E S B E B A -

SRR T S L B TE B B A B B s AT LR A R - AR
T > 587 00 20 9 428 36 Za M e 48 B0 = 5 ar RO AR MR RGNS 5 (R e T
B BTEMTPACELR) - BAEH2.0 (%) > 2 F U 04152 48
& 7 ST A N (A5 A 3 B R AR B R AR B AF AR B o
B — TE BT 2 9 ARG AR T LA FE DAEE B n] AR A I — AR KA A o iR
B MG ERL T — R B A 27 & B M A 0 B B Y A - (A
Kindle | B85 1% A2 B4 IR 4 -+~ 1) 2 0 aF K B IR S 8 A0 9 A BRI T 35 1Y
AT EE - 762U TR ) 49 4% i b 2 BELA B RS2 B I 35
EURERRE g 1) 2 i i JR A B O i A A ) 1Y J A5 B D o 1k 4 Picard
(2009) T » [ 26T 1% A7 WP SE B 46 i AN 2 0 BT B A T 75 K

2 5 G Rl fE AR B > JRUAS S A 48 Bk ) AR B AT R T VR AR R
[ AR AT | R EE B R b o % AHER Y BRI B M6 > il - [5%
AN EAN U RARIEAE PR TS P | (Lieberman, 2009) > [ 4 4a] & R /R 1) i 4K |
(Isaacson, 2009) » [+ K PHAE Y 3 B AR ] (McIntyre, 2009) > [FER T #
4K ? | (The Economist, 2006) > DA R [ A2 &&= A R4 ? | (Hodiere,
2009) o — TERBH A 5% B R AR N 254 BT T 3R W - 75 BH S A B TR B
RS > mEN 2 —MRAESEHA T IR I ER - B R
SRR M > BT T AR s Sl LS T R T 4 SRR R 7
% (Chyi et al., 2012)
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75— {8 SRR S BRI E SRR BRI ¢ AR A A A A K T TR R
F4 > A" 48 36 AN € B U IRE 4 BV SRR AR o FRIIEL - [ ¥R ARG 22 4R 2 1
% LS| RS Ak | (51 8 Graybeal, 2011, p. 95) ©

E 2 S R 4 T O A R R A B R 5 5 | 9 T R 204E B
FREH R ——TEE AR — R B AR 0 PO R B R R Y R
PR > 2R B R - 2 A E R R ETEAL (Chyi, 2013) -

BFIRFHTE - T RERN KRS

S AR A S i ) WS AR A 2080 A B A A B g ) FEL K o ELBE AR
> I B AR P B R R R 5 AF I 4 7 2007-2014 4F [H] H 4228 36 T 1 7%
F 164 L0 - 1A — R > R AR BT R A A g 8 e 3248 32 T
FrE 35T (AR —) - HRIE LR T an b g R > BNl p3AE
HEAEAL LY 82% B J#E 45 it A (Pew Research Center, 2015) o #8522 > Sk
[REA ] H RTHIR AN I 2 SE R HE 8848 - NAA (BN 419 NMA) 7£ 2014
AR Z BTN e SRR AR O - (A I BB - R BT R
A I = R AR R T B B UL A 19 T B ——20154F > Tribune
Publishing T #§ T 6% > Gannett | J#& 5% > A. H. Belo | i 1% (Barthel,
2016)

i 5 A 22 (paywall) 2T 4F 76 £ K R ACAE b b B 46 AT (Williams,
2016) > KZ O IR A ER2 A AA i 5 1T B R BOE A » #85% » K
2 8 7 IRARA i R T RT R B2 AR o filhn > # %2013
6 H > M4 65,000 4 5 7 %1 B T Gannett i T 19 81 5 H # 1) 48 4% i
(Mutter, 2013) -

AR AE B i ) WA BEUSR R A T » EPRE T 3% R SE BT R Y
AR T TR R4 E T %] (5] A Dick, 2009) o 75k 3K I #E B
H B E AL M AE UL R > BT R A RN T RT B AT SR L BE A A ikt BE 3 T SR
MBI > A NI AN B B R AR 1 B b Bl R —— R Ay 2 0 119 32 AR
S S A A A IR 1 R A AR T B R o
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Bl — SRR AR & BN ¢ R o SR

Newspaper Ad Revenue from Digital and Print
Annual revenue in billions of U.S. dollars

60 -
50 -
40 -
30 -
20 -

10 4

oA

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014

Source: Newspaper Asscciation of America (through 2013), BlA/Kelsey (2014)
PEW RESEARCH CENTER

e © State of the News Media 2015 (Pew Research Center, 2015)

REBER: BENERE

KL B A T 8555 % N8 (unique visitors) 1E & fif & 4% L%
RARERYE o T8 — R IR H EHE - T ELEA 2 UG R T R TR
ST (] G IR S 2 2 45 2R 5 145 ~ 37 P 15 A ol i A 5 e 3 o
W F) Al gy o da et 5 Skl 7 3R AR E a8 2 R
J % W 5 | JRE 45 P Y — K 2§ 2 (Chyi & Tenenboim, 2017) e

A2 A H T B2 | (readership) A o 35 EIVMI R A%
5o B SR A8 T R A A (9] G — 2wl — ) B R R AR Y
AR o &3 1 B 5 2 HI) 8 R o IRr 309 7 338 B S A 49 il 19 N B (Newspaper
Association of America, 2015) o B R — M EE T EIE > B —F
VA TP A R A 6 ] ) ) T 85 v R AT ) R 3D 5 A AR ) R ) R
FUHL

BT AR 21 & B REUR A £ A TTRE PR 1990 4R 48 « ZAEAR -
B8] T80 0 2R 1) ‘B W T 9 AR A S [R) L DR AT > 78 SO AF 50 35 R A T 2 o
[F] — R AR R B B RAR T A SRR OR A5 TR 57 A M [ Y 5 R
(Chyi, 2006; Chyi & Huang, 2011; Chyi & Lasorsa, 1999, 2002; Hargrove,
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Miller, & Stempel, 2011) : ¥ %% » K 2 BORAR A 4RAS 2 & 78 A% H 7T 355
78 25 R B A AR B R o MRS - BRI Y W LA
ﬁ%ﬁﬁﬂﬁ;ﬁ%ﬁz HK s B8 IGB A AR A RO B R TR — AR
(¥ E1 I ERERE > HIHE AR A b AL 2 A A
/J\ﬁ%\

—IHA B A T A B R WF % (Chyi & Tenenboim, 2017)
Hﬁd%bi PR TSR o 4SO AT SR R S AT R R Y
BN T 51425 B R R AR 257 KA 47 b e AR BB (i
Scarborough Research i 2007 ~ 2011 12015 47 %5 48 # 4L A9 DMA 11 5
Wﬁé%) s AR & A
1) $E— BN > %8 51 ZEARIY EN IR RRFE A 71T 35 N A LB R
EAL zm HE (28.8% L 10%) - 5 2 » &l 204E M B FIL B - [
PLE AR H L (W ARAS B i LR N3 TR A48 b iR B AT - (R—
@Jtljﬁ%%%ﬁﬁ?@ﬁgﬂﬁzl%%ﬂiﬁﬁii&%ﬁﬁﬁ%ﬂﬁﬂﬁﬁ&%ﬁﬁ%ﬁﬁ%ﬁ%
(2 )Lﬂ%ﬁfﬁﬁﬁﬁﬁiﬁﬂﬁmx%ﬁﬁﬂ BT o RV AE S AR S Y i B
(R A AE 182458 2 [H]) 1 » WA 19.9% 1) 3Z 35 & 76 7 KA B & £
Tl R AR > AT 7.8% 1 32 5 8 B R BT AR IR AR © B — S BIBSE T
HRAR (14 B 9l Bl Bl 5 W Y AR A B B AR s 2 — o BIVEE (R 2 AR R] A I R
N ARG B FECR R SR B R - FE > 20 E B K
HEE AR R AT 5 o [T | A ENRI AT 98 2 b A9 s i
WIEMEL
fﬁﬁﬂfiﬁ%zw.ﬁwmﬁﬁ S L BT o ) ﬂFi’%EZIK
ﬂﬁﬁiiﬁj\uﬂﬁzm% i R B B R R ) A AR Ay > O RE B
ol 2 i~ B R B A s (AR N A9 5.5%) Eﬂﬁﬁm/\ﬁﬁ
B S E AR O 194.5%) o 5 2 > HARAY BUE R,
%IH‘J%%?%@?%%BE o
Eﬂﬁu}ﬂiﬂﬁlﬁ%mﬁ%ﬂ%%&ﬁ m2007$E’J424%F“§2011
EE’J 35.9% > i AE 2015 4[5 55 28.8% o fa —HIF 5T 55 B B 7 ) s b i
PR RARARBE TR EMEE -
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Fe— SR T HRAR LA T 5 2 B R AR B 48 A% R B 2 R B R (2015)

I RIRE Bl il b A A% KR0S
WA B BER W BER

California / Los Angeles Times 3,328,388 24% 1,502,302 11%
New York / New York Daily News 3,293,146 20% 853,669 5%
Tllinois / Chicago Tribune 2,411,373 33% 883,485 12%
Washington DC / The Washington Post 2,131,608 41% 1,075,807 21%
California / San Jose Mercury News 1,828,706 32% 633,977 11%
New York / Newsday 1,727,648 10% 583,108 4%
Illinois / Chicago Sun-Times 1,693,644 23% 451,538 6%
Texas / Houston Chronicle 1,587,093 32% 500,424 10%
Minnesota / Star Tribune 1,481,656 42% 466,800 13%
Pennsylvania / The Philadelphia Inquirer 1,394,400 22% 458,441 7%
Texas / The Dallas Morning News 1,361,341 25% 416,763 8%
Michigan / Detroit Free Press 1,337,559 36% 512,932 14%
Massachusetts / The Boston Globe 1,292,997 25% 842,798 16%
Arizona / The Arizona Republic 1,282,828 33% 641,452 16%
Georgia / Atlanta Journal-Constitution 1,261,091 25% 748,534 15%
New Jersey / The Star-Ledger 1,203,064 7% 940,220 6%
Washington / The Seattle Times 1,201,321 31% 522,633 13%
California / San Francisco Chronicle 1,098,968 19% 725,017 13%
Florida / Tampa Bay Times 1,097,400 30% 175,152 5%
California / The Orange County Register 1,096,503 8% 415,414 3%
Colorado / The Denver Post 1,016,547 31% 322,225 10%

AU Scarborough 20154 55 = = A< 4 117 85 & H VR AR K 48 4% M #Rk 4K 58 & R (Chyi &
Tenenboim, 2017)

5) Socf » W I 1T 5 B LR A 2007 45 4% 4 T AT HE R © 2007
EE%KLFFEJ 8% 59.8% > 2011 4F 14 10.7% » 2015 4F £ 10.0% o WF 5%
ﬁé@ﬂé%&ﬂ@i&nﬁfzon —2015 4F 2 [H]FL 25 AR JRE T O MR B 00 T 1

72 ot I 25 B SR SEAE A T 35 T 1 4% B2 RS ST IR = -

M T 2 48 L BT 3 AR 2 T LA 0 A A I T A
U TR B A A MR RRE |E ARARE o B2 T 5
P S S8 R T KR G % - {4 A SR FLAT O L T 0
7> AR ek B HTH T -
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FTE AR > BT P Al (58 5 A% 55 1B ELME A ) F LA Bk
MY B2 IE o 292 Pew Research Center BY) #5412 > 2006 47 51 & B i
#5515 1 7 M 4 3 /& MSNBC (31%) ~ Yahoo (23%) ~ CNN.com (23%)
DL B Google (9%) » &AM Bl iz 4% B M BH W o 1% b A 45 09 AR A ol A
NYTimes.com A1 USAToday.com > 43 [l R 5% B %2 5l & 2= i 2 e
T 48 5B [#] 49 33l (Pew Research Center for the People & the Press, 2006) °
£ 72008 4 > Yahoo ¥ /% 3 [H B4 o 09 SE B o H 2 20124F > Yahoo
AT w7 P 2 e v ) R A 3 (26%) > 2% Bl AR 11 J2& Google Fl Google
[#] (17%) ~ CNN (14%) ~ #7758 A5 (13%) FIMSN (11%) © 4 5%
W) 57 3 & 35 7 B B 35 Bl New York Times > 2% W P 5 % %% 55 The Wall
Street Journal ~ USA Today 5%, The Washington Post B 48 3l (Pew Research
Center for the People & the Press, 2012)

7 P 5 Al A [V T o SR B %€ o R4 comScore Media
Metrix ) B > 2006 4F- > Yahoo News 7E 3% 8] 53 {f fif {1 K 17 85 o & & 3
FH] 2 5 o0 14T R4 o L2 MSNBC (20) ~ AOL News (14) %uzl:iﬂzi&
ARA S (11)  TEAFEHT 67 44 (¥AT 8 /% 100,000 DL £ ) Y36k 7 A8 -
{8 A 13 2 T8 A A B 78 09 17 355 v 4 2 8 2 00 58 [ 48 0 (Chyi & Lewis,
2009)

T AF 28 > DL Facebook Fll Twitter /% 18 3 (1) 41 22 48 ol B T F B2
A & o M $8 Pew Research Center Y #{#5 > 7F 2012 4F » 22 41 2 #{
(49%) 1Y 3% BLSAF N i AL < R HE OB ) © 21| 72016 4F > %8 — Lt
CIE 2 62% - BB F - 44% ) 32 B 1] 7 1 Facebook 2 UHT H] > 9% 1
FH P RIJJ2 48 48 Twitter (Gottfried & Shearer, 2016) o 1E 24 £ LA e B A5y
B AR BN 2 80 T &5 > Facebook B 9% $5 #4 Fy [ 75 W A 2 | 11 3F %
a1 (Bell, 2016) ©

AR R T B R KA S - B P 2 BRI AR AS AT B o
HRPE NAA B BUIE > 48 4% WRGETE 19 Uk 31 0 810 B 1) 7 2 IRF ] 2 4.4 53 5%
iE AR R AL P T B B39 53 4 - 5 K B BE 78 7 (Newspaper
Association of America, 2012) °

ot ) N\ S BEL S8 B ey ] — R 5 0 8 T 3 R AR A o SAL B R e i AR
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(1 2R B R F 3 B A N DL EAS 19 P57 © 98 Langeveld {7 > K4
97% 1) ] $fz I [] Bl FE) 7 R G AI R - 17 A 3% 1 Iy (] P 7% ) i 7B W
(Langeveld, 2009, 2010) o E:ffy i 7 h A5 BB A H o HEA 2011 4F
12 52 9 B g AR F2 (A (9 B9 > Neil Thurman 38 5 3 ARG 1 96.7% 1Y)
Fod] i PR (5] P 7% B 3 B R (Thurman, 2014) © 2] 7 2015-20164F > it —
EL 451 47 751 % 88.5% (Thurman, 2017) - McKinsey i [ 23 & #) 0F 7% 3 7
WEUR > AP 92% 1) 8 A 1 2 e T N (R 4R80T BT & - A 35% Hi
AR A RS - A 4% FA B > 2% 20 BRI T30~ A 5 A
(Edmonds, 2013) o

Gr B RTER > A AR AE i 3E TE R Y R BLUE R ¢ e S ) AR — &
5 [0 AR AR % AR BT R o T A AR B 2 T A HE TR A AR ) (1 5T B
s > BRI AR S A R (7 B A8 BT ) 5] 2
AR ERF o B > B IE B GE R0 R AT S i e > A5 R 5B B T G
FHEM BT AR A R — 0 A L5

WK E  HEFRNRE - HERRNRER

BEERS NKE > HIEE S EA S EENME - FEHE
B > Bl AR AR AT 2 H AT RO o T LR A T Y 2 B AR A (]
— WAL TE T B E S o (HERGEREA R EE —BUE > —RE
L fmpy i B (ARG R > mikmE ) -

FHEL 2R > B R AR A 3B B 0 R BN R A5 B A B > H
BEAT AR5 AR 00 T M A AR A R AMOCSCE AN c (AR 35 Pew
Research Center HY $(#5 > 40 ACHY & 45 Uk 5 76 2005 4251 2014 4E A 2
PEAT04E 3£ 0 E 1601830 - I H 2 R MEJE | (Kennedy, 2016) » #74%
1S o Ak > N2 2[5 — 1 #) 5 (Pew Research Center, 2015) ( 7 [&]
—) WEBUR T AR BT R A 0 RS A T A R AT R R A (R
2007 £ 3248360 [ 1 2 1 2014 4F /9 3518 3£0T) -

B M AR o AV ED R R AN I 2R o SRR IR ZE R R A
F BRI BT AR AUV E R B o
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2016 4F 10 H » EIRFCE AL FE S Jack Shafer 7E Politico Magazine
88 % = XA 43 Chyi #l Tenenboim () 8 5¢ (2017) © Shafer (2016) %= &
REL T AN SRR EAL T — (W B ST R S We | A SCEE ST RS 88 T A B E
RAHI BT o A DHEEBI G H BT 2 0 T s W R > =
o —3&R 43 N ¥} Shafer i) SCFE AN Chyi [ Tenenboim A 5% it A AH & #4210 A0
1548 B o A/ 2t 77 22 SRR BOA AL s B - 3 Sl B 2 I A
R SR R 2 AT B T R LA A A O B R AR AL B R A AR o DU
T i BRI A B

HA R AR A AR o BLHHE K Megan McArdle (2016) £ Bloomberg
View 8§ R SCEFH )« [504F 248 » AN K Re#EA £ 0 N Bl e
ot EN R AR R AR ] > [RIAZRE - ENRIAR AT I #5 (revenue) 2 MG SE ] 1
HERE A | o BRI [ AR SE I RO — 4K - a8 S T A AT RE
B > EE R E R H S AR AR U T o

SFHR AR A E B AL R i L B o — U B E Y
FALEARUEREEME— I > B[ HE IR EE > B2 ARAR W
MDA o 4D > — % #% R 7F Poynter [ CFEE /& ¢ [ BIAE & 2016 4F >
T FAM T2 SR AT AE S i ol A2 7 ME % 8 S A8 3k | (Mullin, 2016b) o 78 {8 1%
REFE o WL T 3 — O BUF AL 10 RO BB EE - B4 B B8] AT R & Kevin
Anderson 7E € F[JJill 351 B8 AL - R FERYIE A 2K K] (meme) ) H Y3 R
TSRV R B T AR R L

B ERGEY AR LIRS EFIREZSH a4 R
BlagiEd— 4 RIMEAEBHRARETRRGEANRE  SHEBAFE
Mg A 0 R B 2 BRI R AT M B R KR RE
&k s e ¥ EKRE o (Anderson, 2016)

il EL 2 T 8 Shafer A 78 35 MARALIE 35 A 0 B 1) Bk

15 A FIF 56 384 L Shafer 49 3% 7 vl 2 1B G+ M ¥T AE & & BL— 18
ERFELETOCEMETHLINER  ROBRETHALT HERREE
B AR R AR R A b W AT 0 B AE S L E X o (Anderson, 2016)
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BEERH H WAL AR BRI o S A A LR R e T T B A
FELRE RIS ARVERE [ DA 2 i SO AL A AR 1 — TR B B A i — T 2
AT AT A PR BRI R o I R E I B AL R — DA AR R 2 R
RN — B 1% B A0 R85 BT 24 (Chyi, 2013) > (A H- 585 YRBEEIE > )
Kevin Anderson 4 A\ B &E L - A FL A 2 [ 7 728 S5 8 B B R JRE 7 I — Bh B
Bh#¥R A | (Anderson, 2016) -

WEBRRY > NEREARRIEERBFRE B — 7%
# (4 Mathew Ingram ~ Peter Goodman ~ Kurt Greenbaum) 452 /44 #( 7
BT T 0 SRR A B AR AR AR R > SR IRSE - AE K
Jifs 8187 o 2 Bl Newspaper Next TH H HA [ 5 £ [ 48 4% 100 18 #H 3 4 51 & |
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