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168 Problemy konwergencji medidw

Soldan M.K., Wolne Media. Zmiany w systemie medidw w Polsce po roku 1989 jako element
gospodarki wolnorynkowej w ujeciu liberalnym, Warszawa 2010. i

paulina Olechowska'

Stachyra G., Gatunki audycji w radiu sformatowanym, Lublin 2008. A chanee in the fo of content pro duction

and distribution among the publishers
of Polish daily newspapers and magazines
of opinion as a result of media convergence

Zimnak M., Informowanie w Internecie, www.wiedzainfo.pl/wyklady/ 109/informowanie_w._ 7
internecie.html.

. Zmiana formy produkgji i dystrybucji
tresci polskich wydawcow dziennikow i czasopism opinii
jako skutek konwergencji mediow

Summary:

Media convergence is a multidimensional process that has been the subject of inte-
r media researchers since the beginning of 1980s, when the digital processing of si-
i1s started. This article concentrates mainly on media message distribution (technological
gence) by selected Polish publishers of the press (divided into two segments: daily
apers and magazines of opinion). One of the results of industry convergence is the
or of editorial teams (mainly newsrooms) of the print edition and the website, by which
? rmer linear editorial staffs are transformed into one organized information-generating
m. The article winds up with considerations of the extent to which Polish print media pu-
shers depend on modern technologies, as well as the optionality offered by digital forms
ntent distribution as compared to the traditional (print) forms.

Streszczenie:

Konwergencja mediéw jest procesem wieloptaszczyznowym, stanowi szczegllny
dmiot zainteresowania medioznawcéw od poczatku lat 80. XX wieku, czyli od mo-
entu cyfrowego przetwarzania sygnatéw. Zawarte w artykule rozwazania koncentruja sie
giéwnie wokét dystrybucji przekazéw medialnych (konwergencja technologiczna) wybra-
ch polskich wydawcéw prasy (z podziatem na dwa segmenty: dzienniki oraz czasopi-
na opinii). Jednym ze skutkéw konwergencji przemystowej jest faczenie redakeji (giéwnie
ewsrooméw) wydania drukowanego i strony www; tym samym dotychczas funkcjonujace
akcje linearne przeksztalcaja si¢ w zorganizowane zespoly generowania informacji. Ar-
zamykaja rozmy$lania na temat zaleznosci pomiedzy polskimi wydawcami mediow
ukowanych a nowymi technologiami oraz alternatywnoscia cyfrowych form dystrybucji
ci wzgledemn tych tradycyjaych/drukowanych.

Keywords: convergence, Polish press, daily newspapers, magazines of opinion, the Internet, e-editions,
e-distribution, multimedia
© Stowa lduczowe: konwergencia, polska prasa, dzienniki, czasopisma opinii, Internet, e-wydania, e-Tozpo-
wszechnianie, multimedia

h.D.; University of Szczecin.
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A change in the form of content production and distribution among the publishers ...

171

The content is the :
but it is distribution that offers the Key to his king

Introduction

Media convergence is 2 multidimensional phenomenon, and the same process g
in the social, cultural, technological and industrial domains of the mass media®. It ap

computer industries®, constitutes a particular challenge for print media publishers w
now forced to engage in an ever fiercer competition, especially with the Internet. Acco;
to Izba Wydawcéw Prasy (the Chamber of Press Publishers), the moment that outlays
by this industry on the new forms of selling press accelerated was when the first table
the Polish market in 20105. The publishers began to look for new content distribution ch
nels as a result of the rising popularity of mobile devices (netbooks, smartphones, e-re.
and mobile telephony providing access to the web. :

It could be perversely assumed that media convergence - which is at the same tim
of the reasons for a systematic drop in press sales and readership in Poland and elsewh
the world - should also be seen as offering hope for the regaining of the lost market, th
the press publishers’ use of multi- and hypermedia as additional content distribution to
And this seems inevitable because, as Henry Jenkins emphasizes, media convergence | s
a consumer-driven effects, and although the number of Poles reading particular titles
creasing, still a thoroughly edited newspaper is the best source of information and opin
for most Polish people.

srox. 75% of the single daily newspaper circulation.

54%.

ites; Agora S.A. — which owns the ,,Gazeta Wyborcza” and ,,Metro” dailies, 3 free regio-

cekly newspapers, 14 national glossy magazines, and has 107 websites in its portfolio,
.o the third most popular general news website “gazeta.pl”; moreover, the company
9 radio broadcasting stations and a network of 26 cinemas - Helios S.A.; regional da-
ewspaper publisher Grupa Wydawnicza Polskapresse, which publishes 9 regional daily
wepapers, the free “Echo Miasta” daily newspaper released in 9 Polish cities, 3 advertising
“idies and 3 TV supplements, and has 17 websites; and Grupa Media Regionalne, which
that convergence, which is a result of the development of both the telecommunication ‘ blishes 10 paid regional dailies and 10 free urban dailies, and has 42 websites plus a radio
1 ¢hat broadcasts in 4 cities. It is estimated that the above-mentioned publishers sell

ong the remaining daily press publishers, the more noteworthy are: Murator —
ssues the tabloid “Super Express” daily newspaper, 13 specialist monthlies (mainly
nstruction and interior design industries), over 17 how-to websites and 7 e-commerce
ites; Presspublica — which publishes the opinion-forming “Rzeczpospolita” and the
ornic “Parkiet Gazeta Gieldy” newspapers, as well as two opinion-forming “Przekréj”
‘Uwazam Rze. Pisane inaczej” weeklies, plus “Sukces” and “Bloomberg Businessweek
2”; Inform Biznes, which publishes the national “Dziennik Gazeta Prawna” daily and
parkiet Gazeta Gietdy” newspaper and 16 specialist accountancy and administration
dicals, and which runs 23 websites, including professional ones?®.
Traditionally, national daily newspapers have the largest circulations. Their share in the
2l press circulation accounts for 57%, and in the number of generally distributed copies

NEWSPAPER TITLE

READERSHIP RATE

Polish daily newspaper publishers versus media digitization

12.18%

Oy
In Poland, technological innovations are only used by some of the press = az:,?&i?rcza ;133;’6
lishers, nowadays mainly those of thematic (predominantly economic) newsp == =
and various trade and thematic magazines. The specific skepticism the Polish : P agrens =02 f
publishers have about the development of the Internet can be inferred from th § 70 Sportowy 2400
that the websites for well-known and widely-read Polish press titles were set up oSl 218%
atively late (e.g. the websites for the “Gazeta Wyborcza™ and the “Rzeczpospo 0 Miasta” (free) 1.84%
newspapers opened in 1995, and for the “Super Express” —in 1996). The reasor " [Dziennik Gazeta Prawna” 1.81%
these websites opening so late was that in 1990s electronic editions of the press Lisport” 0.56%
merely seen as one form of its promotion’. ‘ ¥ eta Podatkowa” 0.56%
There are four large publishers in the daily newspaper market: Ringier Axe] Sp s Biznesu” 0.26%
ger Polska — which owns the ,,Fakt’, »Przeglad Sportowy” and »Sport” dailies, publish;? arkiet Gazeta Gieldy” 0.16%

journals and magazines, including the weekly of opinion ,Newsweek Polska’, and P A raing of the most popular national dallics in the Hrst half of 2013
? K. Jakubowicz, Nowa ekologia medidw. Konwergencja a metamorfoza, Warszawa 2001, p. 11.
*  More about convergence [in:] K. Kopecka-Piech, Koncepeje konwergencji medidw, ,Studia Medioz
2011, no. 3, p. 11-26; J. Krefta, Problemy z konwergencja, Tamze, p. 27-37. :
4 M. Drozdz, Kenwergencja medidw — tendencje, modele i konsekwencje, ,,Studia Medioznaweze” 200
3, p. 86. !
5 Information on the main problems faced by radio and television in 2011, Warszawa: the National Bro:
sting Council, March 2012, p. 23,

& Y, Jenkins, Kultura konwergencji. Zderzenic starych i nowych mediow, transl. M. Bernatowicz, M. B
Warsaw 2007, p. 23.

7 T. Mielczarek, Raport o §mierci polskich gazet, Warszawa 2012, p. 190.

d copies®.

pozakontrolg ZKDP - szacunki Press-Service Monitoring Mediéw.
T. Mielczarek, Raport..., p. 197.

rce: Author’s own study based on the Polish Readership Research data, www.pbezyt.pl dated\31.12.2012

" The data concerning the Polish press distribution via the Internet reaches as far back as
03, while until mid-2007 the average single daily newspaper sale did not exceed 1 thou-

uthor’s own study based on: Dane Polskiej Izby Wydawcéw Prasy 2010 ZKDP, dla dziennikéw pozostajg-



e e T

Problemy konwergencji mediéw

A change in the form of content production and distribution among the publishers ... 173

In January 2012, Zwiazek Kontroli Dystrybucji Prasy [Press Distribution Con
sociation] (ZKDP') introduced a new category: ‘e-edition distribution’", thanks tg
the electronic portable reader editions of the press titles can be included in the sales stat;

news dailies (with the “Gazeta Wyborcza” as the typical example of the category) owe

igh ranking chiefly to two thematic supplements. The ,,Dziennik Gazeta Prawna” has
Gazeta Prawna” (the so-called yellow supplement). The ,Rzeczpospolita” includes the
nomia&rynek” (printed on salmon-pink-colored paper) and the ,,Prawo co dnia” (the
ed yellow pages) supplements.

s table no. 2 suggests, the ratio of e-edition sales to total sales did not exceed 7.5%

Daily newspaper title Online copies sold | Print copies sold Online copics ionzl daily newspapers, which is a small proportion of their print edition sales. The
(monthly) (monthly) print copies s ; e Sl sk ;

e h} . ceptions are the “Dziennik Gazeta Prawna’, with the e-edition sales accounting for
,Dziennik Gazeia Prawna 5658 53 831 10.51 10% of the print edition sales, and the “Parkiet Gazeta Gieldy”, with the e-edition sales
»Rzeczpospolita 4009 81036 4.94 eding 14% of the print edition sales. The success of the “Dziennik Gazeta Prawnas”
,Gazeta Wyborcza® 2015 244217 0.82 ition sales was certainly contributed to by the fact that the edition available from new-
,Gazeta Podatkowa” 1165 29 665 3.92 s is much more limited when compared to the version available under, say, electronic
,Puls Biznesu” 1610 11 061 14.55 ption, whereas each of the newspaper’s parts (the supplements) has its paid-for coun-
~Parkiet Gazeta Gieldy” 399 3992 9.99 rt on the Internet.

Table 2. Polish national dailies with the largest numbers of online copies sold in the first half 0f 2012
Source: Author’s own study based on the ZKDP data, www.teleskop.org.pl/zkdp dated 31.12.2012

A comparative analysis of the aforementioned data leads to the conclusion th
readership success of print editions does not always translate into the number of reader
e-editions. The most popular Polish national daily newspaper — the “Fakt” —is not ing
in table 2, because in the first half of 2012 it only sold 412 copies of its e-editio
accounts for 0.01% of the total sales. The same is true for the “Super Express” daily.
has only been reporting e-edition sales since April 2012, with the average number o
sold in the second quarter as 163, accounting for little more than 0.09% of the to
Few more copies are sold by two national sports dailies: the “Przeglad Sportowy™
sells an average of 113 online copies monthly, accounting for 0.25% of the total sale:
the “Sport” daily, which sells 13 copies of the digital edition, accounting for 0.16% ¢

total sales.

The largest distributors of the digital editions of national daily newspapers ar
Biznes sp. z 0.0., Presspublica, Agora SA, Wydawnictwo Podatkowe GOFIN sp. z.0
mentioned before) (,Gazeta Podatkowa”) and Bonnier Business (Polska) sp. z .0.0
Biznesu”). Thus, the largest e-edition sales are enjoyed by the economic and legal pres
“Dziennik Gazeta Prawna’, as well as the “Rzeczpospolita’, which are still considered

10 Zwiazek Kontroli Dystrybucji Prasy (ZDKP) —an organization of publishers, advertising agenci
vertizers, involved in collecting and verifying data concerning press distribution and sales.

' E_editions are Internet versions of newspapers, identical to the paper versions in terms of content. |
12 A similar analogy can be found in the case of the readers of other press titles popular on the Internet.
take the tabloid “Eakt” daily as an example, which in the first half of 2012 sold ar average of over 380 th
copies monthly and, at the same time, had 1,600 million users of its website www.fakt.pl. In turn, the p
daily newspaper “Gazeta Wyborcza set up its website wyborcza.pl in 1995.
lished on that website, the Internet portal Gazeta.pl was established, which
general news portals in Poland for a number of years now (third most popul
approach was taken by the editorial team of the "Gazeta Pomorska” (a regional daily newspaper pub
Media Regionalne), which enjoys seven time more users of its
has been achieved by expanding the daily’s domain, where apart from the press content, also mul
made specifically for the Web is published. Source: G. Kopacz, Z druku do sieci, wPress” 2011, no.

In 2001, based on the mat
has been one of the most PO
ar in 2012). A completely diff

website than readers of its traditional edi

The quotient of e-edition distribution versus total paid-for distribution looks somewhat
As an example — zlthough the monthly e-edition sales of the “Gazeta Wyborcza” did
exceed 2,015 in the first half of 2012 - the newspaper sold an average of 11,357 copies
s title every month. The cause of this was that some of the publishers, when launching
plications for their e-editions, made them available free-of-charge in the first period
me (for instance, the “Gazeta Wyborcza', when introducing the daily to Kindle, gave its
s a two-week free-of-charge option to download the edition to their smartphones and
blets, as well). Short-term free digital distribution of the press is mainly treated as a form of
romotion. Generally speaking, more and more press publishers are deciding to shut down
wailability of free-of-charge content viewing.

e sales of online daily newspapers in Poland accounts for a mere 1.5% of the total
s of all titles in this sector — although it is still growing systematically. This is proved by
reasing popularity of subscriptions for the above-listed daily newspapers’ e-editions.
d example of that could be the “Gazeta Prawna” daily, which sold 5 e-edition copies
rough subscription in January 2010, and 1,168 copies in December 2012".

~ 'Those titles which were first to allow readers access to their paid-for e-editions are now
g better in the online newspaper market. Charging for press content was pioneered by
mpany Infor, the publisher of the “Gazeta Prawna™', which already in 2003 was made
gilable as PDF files. In the same year, Infor offered its users free access to the Infor. Bank.
ebsite. Today, the readers of this publisher’s media opt for paid-for content at business
es'S more often than at other thematic websites.

Another factor promoting better online newspaper sales is a very clear indication of the
content. Therefore, the determination of the target group is of essential importance for the
ategic planning of a2 media enterprise, particularly as the Internet is not only a platform
ed by young people, but is the main channel for obtaining information by certain profes-
al groups - in this case lawyers, accountants, managers and business people.

Among the main distributors of the digital editions of the press are e-Kiosk, eGazety, Nexto and others.
| September 2009, the ,Gazeta Prawna” daily, published by Infor SA, and the ,Dziennik. Polska - Europa -
daily, sold by Axel Springer Polska — merged to form one press title the ,,Dziennik. Gazeta Prawna” daily.

timediat !
P Zielinski, Nadrobione opéznienie, ,,Internet 2012, Press Magazyn Extra”, p. 14.
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(Platforma Mediowa Point Group}, ,Uw

The publishers of magazines of opinion

vis-i-vis new forms of content distribution

The sector of the magazines of opinion is one of the more interesting in the
press market'. The popularity in Poland of weeklies of opinion results from the dj
of themes offered and the “strong” journalism of a pluralist nature. The Polish read
structure reveals that more weeklies are read than dailies. It might appear that the pr
of magazines of opinion on mobile devices with web access is evidence as to the exist
a directly proportional relationship between the number of online copies sold and the.
in the form of text quality. ‘
There are ten weeklies of opinion published in Poland"”: sociopolitical magazines -
» Spotdzielnia Pracy), »Newsweek Polska” (Ringier Axcel Springer), ,Wp
azam Rze. Pisane Inaczej” and ,,Przekré]” (P
blica), ,Gazeta Polska” (Niezalezne Wydawnictwo Polskie Sp. z 0.0.), »Przeglad” (Tow ven: I
stwo Wydawnicze i Literackie Sp. z 0.0); weeklies with Catholic subjects prevailing — | fesionalnych, Grupa Polskapresse, Ringier Axel Springer, Muratora S.A. and Edytor, which own
Niedzielny” (Wydawnictwo Kurii Metropolitalnej), .Tygodnik Powszechny” (Tygo
wszechny spotka z 0.0.), ,Przewodnik Katolicki” (Drukarnia i Ksiggarnia $w. Wojciecha),
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According to the data contained in Table 3, the remaining titles had much lower sales
pect of their e-editions. The “Gazeta Polska” and “Przeglad” did not report digital
n sales.

;(;t turns out that although the publishers of weekly magazines of opinion guarantee
quality texts, this does not translate directly into digital edition sales, which only ac-
s for 2 scarce percentage of their total sale figures. Generally speaking, ZKDP's data
s that out of 260 titles managed by this organization (daily newspapers, journals and
ines), only 10 reach sales of approx. one thousand copies'.

Piano Media - a Polish system of payment for press content

" As mentioned above, the first ones to charge for content were economic and general infor-
newspapers, such as the ,Rzeczpospolita” or the ,,Dziennik Gazeta Prawna”. Everything
ed in September 2012, when seven main press publishers in Poland: Agora, Grupa Mediéw

websites, decided to adopt a platform allowing them to charge fees for selected content.
1 Piano Media users pay a single subscription fee for access to competing publishers.

" Poland was the third country, after Slovakia and Slovenia, where publishers chose to irnple-
t this system. The project was well-received in Slovakia; however, the "SME” daily newspaper’s

ite there is one of the largest in the country, while in Poland more traffic is generated by gene-
ws websites, such as Onet.pl or WPpl, which are not linked to press corporations.
The publishers have seen the project as an opportunity to obtain profit from the sale of con-

This constitutes a particular challenge to the regional and local press publishers who have so

en offering free-of-charge content to their readers, as these readers - after they entered the

ect — have begun to expect better value of the content paid for through subscription. That is

rthe publishers — being free to choose which types of content should be paid-for — have decid-

hat the highest monetization potential is to be found in content that meets the following three
a: quality, uniqueness and practicality™.

' The Pijano Media project in Poland started less than a year ago, therefore it is difficult to

its effectiveness. The first opinions voiced concerning the functioning of the system proved

the publishers were divided into those who were positive about it, mainly due to the fact that

bsite hit rates have not dropped, and those who were forced to remove some of their content

Title Online copies sold Print copies sold online copies:
(monthly) (monthly) print copies s

~Vprost 1525 77 186 1.97
,Polityka” 1382 123 835 1.11
,Newsweek Polska” 1099 110 936 0.99

oodnik Powszechny” | 288 16 435 1.75
SUwazam Rze. 229 132 510 0.17
Pisane Inaczej”
,Go$é Niedzielny” 178 145 144 0.12
,Przekrdi” 106 21221 0.49
~Przewodnik Katolicki” 1] 3 057 0.35
,Gazeta Polska” “ 64 696 -
,Przeglad” - 20737 -

m their websites (this pertains to, first of all, regional daily newspapers)™.

the previous year,
which sold 1,382 copies.
copies monthly.

Table 3. Magazines with best-selling e-editions in the first half of 2012:

Source: Author’s own study based on the ZKDP data, www.teleskop.org.pl/zkdp dated 31.12.2012

Of all e-editions, in the first half of 2012 the largest sales were enjoyed by the
magazine ,;Wprost” (AWR ,Wprost”), averaging 1,525 copies,
and which was the largest growth in the list. The runner-
The third position was held by “Newsweek Polska’, which sold ]

which was over 50% mor
up was “Pol

16 B Dobek-Ostrowska, Polski system medialny na rozdrozu. Media w polityce, polityka w mediach, Wi
2011, p. 141-150.
17 Weeklies of opinion also include the weekly digests ,Forum™ (reprintin
ra” (reprinting Polish press articles).

¢ foreign press articles) and AR

It is hard to make unambiguous forecasts of the project’s effectiveness in Poland. The latest
of the social reception of payment for online content is not very promising. Three months
the platform was launched, one out of four web users (23%) heard of the possibility to access
s content via this system, while only 6% of the respondents who were familiar with Piano Me-
re interested in purchasing subscription in the future, which accounts for 1.4% of the total
umber of web users contemplating using paid-for online content™. Moreover, the study revealed
24% of the respondents possessing mobile devices used them to read the press™.

Kucharski, Poprawianie wynikéw, ,Press” 2012, no. 5, p. 43.
More in: J. Przybylski, Cel: jeden procent, ,JPress” 2012, no. 9, p. 22.
Piano Media: wydawey sq zadowoleni ze wspéipracy, powstanie agregat tresci, www.wirtualnemedia.pl
fccess date: 24,10.2012].
no zha co czwarty internauta, niewiellie zainteresowanie, www.wirtualnemedia.pl z dn. 6.11.2012.
fatne tresci w Internecie. Potrzeby. Do§wiadczenia. Postawy, PBI Report (Polskie Badania Czytelnictwa),
.pbi.org.pl [access date: 31.12.2012].
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Selected Polish press publishers

) g up now and merely accounts for a few percent of the total sales of particular titles.
vis-a-vis industry convergence — merger of newsrooms

ers are more willing to reach out for their print editions, despite their higher prices.
In spite of the fact that out of the 260 ZKDP-controlled press titles published in Poland,
10 achieve e-edition sales of approx. 1 thousand copies® — the most read digital editions
se of weeklies of opinion, while the second most popular is the daily economic and
press, as well as specizlist journals. This suggests that the sale of e-editions is strictly
[ated with the reader’s profile.
The poor popularity of the e-editions of Polish press titles has certainly been contribu-
o by the two largest press distributors: Ruch 8.A. and Kolporter, who did not have a sales
ork for digital editions. As a result, smaller distributors emerged (e.g. the above-men-
d eKiosk.pl, eGazety.pl), who failed to succeed in the market. Also, the press publishers
selves do not run wide promotional campaigns for the digital editions of their titles.
at is more, the Polish market is still short of spectacular success stories showing that
‘model for charging for press content can bring notable benefits to the publishers. The
cess of the so-called paywalls is first of all dependent on content specialization, which in
o brings further consequences, one of which is the shrinking group of advertisers. This
5 publishers to seelc methods for improving their financial results by optimizing busi-
ness processes and simplifying the management of the given segment of their media, which
ected through editorial teams’ mergers. The idea behind integrating editorial teams is
of this is Agora S.A., which already in 2007 created its ,Jnultimedia newsroom” tha it it does not only bring cost reductions, but also helps to fully utilize the synergy between
the result of cooperation between the journalists of the Tok FM, Roxy FM and Rad he print edition and the online one. However, it must be remembered that adopting this
Przeboje radio stations with those of the Gazeta.pl®, while in 2010 it started a proce " §tegy leads to the homogenization of both the media and the journalistic forms.
extending the scope of collaboration between all of the corporation’s media?’. : : Thus, the questions are raised: what will be the press readers’ expectations? Will e-e-
Moreover, more and more press publishers are becoming multimedia publishe sons become an alternative to the traditional press in Poland?* It is difficult to provide
they develop web-based projects that are unrelated to their publishing businesses. ambiguous answers, because the media are not an easy subject to forecast. Nevertheless,
launch various types of e-comumerce projects; e.g. Agora S.A. invested in HappyDay.p eems that the digital editions of the Polish press will continue to be a sort of added value
group buying website) and GoldenLine, a social networking website for professionals, d that the classic format (the paper) will merely be cooperating with the new technologies.
Ringier Axel Springer runs the KlubOkazji.pl shopping website. ever, in the long run the provision of press content to all the possible communication
“latforms will become a necessity for publishers. All the more that, according to the Ame-
can consulting company L.E.K. Consulting, possessing a mobile device with web access
creases their owner’s interest in the press, which also affects the rate of press content con-
mption®. The competition among media market players will grow;, too, in respect of using
' ihe opportunities provided by the new media. Such opportunities will become a challenge
*particularly to those press publishers whose profiles are defined by geographical boundaries,
ely the regional and local media, as locality will vanish and be replaced by the globality
ormation, where information quality will be the most important competitive factor.

The merger of editorial teams by press publishers is one of the elements of cony
strategies resulting from changes in technology and management, as well as in the cre
and distribution of media content.

One of the first publishers that decided to merge their print and online editoria]
was the German corporation Axel Springer, which in 2008 integrated the editorial tes
the “Dziennik. Polska-Europa-Swiat” daily newspaper it ran at that time with that g
dziennik.pl website. Another example is the merger between the youth magazines “Popcg
and “Dziewczyna’, or the thematic “Auto $wiat” and “Komputer Swiat” magazines.

A similar merger of the economic and business editorial teams has been carrie
by Bonnier Business (Polska) sp. z 0.0., where the journalists now combine their effo,
prepare material for the “Puls Biznesu” daily newspaper and the Pb.pl website®. Pres
lika integrated its economic editorial teams, too, where over 60 staff prepare materia
the ,Rzeczpospolita” and ,,Parkietu Gazety Gieldy” daily newspapers, the Ekonomia?4
website and the ,,Bloomberg Businessweek Polska” fortnightly magazine®. il

At present, the Polish media market is dominated by vertical integration®, takin
form of the merging of enterprises operating in different segments of the media. An e

Summary

On the basis of the data gathered within this article concerning the position of dig
editions as compared to traditional editions, it can be concluded that the Polish press m
is currently going through its “pre-digital” phase, as a considerable majority of Poles obtain
information and knowledge from television or the Internet. The e-edition market

% 1 Fusiecki, A. Todorczuk, Siedem trenddw gléwnych, ,Press” 2012, no. 12, p. 54.
2 More in: J. Fusiecki, Ekonomiczne combo, .Press” 2012, no. 11, p. 10.

35 According to Michael Kunczik and Astrid Zipfel, media consolidation can take three ways: horizo
tegration - of enterprises operating in the same market (merging of press publishers), vertical integratior
diagonal/conglomerate integration (merging of enterprises operating in completely different markets). Mo
J. Zatubski, Media i medioznawstwo. Studia i szkice, Torun 2006, p. 161-162.
% www.press.pl/newsy/radio/pokaz/ 10694, Multimedialny-newsroom-Agory [access date: 19.12.2012].
¥ . Campos, ]. Ramircz Bafares, Marketing and Ad Sales in @ Multimedia World, [in] Innovation inNe
papers 2010 Worid Report, (edit.) C.E. Erbsen, L.A. Giner, I. Senor, M. Torres, (INNOVATION Intern ti0n
Media Consulting Group, partner: Polskie Badania Czytelnictwa), p. 17. h
8 The group buying website HappyDay.pl is promoted in all media owned by Agora: the Gazeta.pl port
Gazeta Wyborcza” daily, local mutations of the free ,Metro” daily, and in radio broadcasting stations:
Zlote Przeboje, Roxy FM and Tok FM.

- 8. Kucharski, Poprawianie..., p. 48.

Opinicns on prospects for press publishers are revied by Ryszard Filas. More in: R. Filas, Gazeta papierowa ~

1'?(112 internetowa — e-gazety w Polsce. Dokad zmierza nasza prasa?, [in:] Konwergencja mediéw masowych i jej
1 dla wspélczesnego dziennikarstwa, vol. 2, (edit.) M. Gierula, P. Szostok, Katowice 2012, p. 82-83.

Where Consumers are Logging On and Tuning Out: Hidden Opportunities for the Media & Entertainment

ustry, “L.E.K. Consulting / Executive Insights" Vol. X111, Issue 7, www.lek.com/sites/default/files/l.e.k._hid-

+ &0 opps_media_survey_ei_2011.pdf. -
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