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T
he resurrection of the 
printed newspaper has 
begun. The process re-
quires all the energy, all 
the vitality and all the 
strength that our hearts 
can muster. The alter-
native is simply to keep 

dying, nibbled to death by discouragement, 
fear or the burden of recurring crises. Yes, the 
printed newspaper has a future, but only if it 
changes radically.

Let me use a Question-and-Answer format 
to outline a possible route map.

1. Will the public abandon paper 
as a vehicle for communicating? 
No, no, and no! Mankind will never aban-
don such a wonderful tool that has been its 
faithful partner for much of human history.

2. Will paper continue to be made 
out of natural cellulose fibers? 
Probably not, or at least that won’t be the 
norm. There is a growing ecological con-
sciousness that strongly opposes such a 
process. Failure to recognize this leads to an 
undesirable and unsustainable clash between 
information and conservation.

Paper must be made with other fibers that 
do not originate in natural cellulose.
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3. Will paper retain its role 
as a vehicle for journalism? 
Yes, beyond a doubt.The range of paper stocks 
will continue to expand in the interest of 
greater functionality and quality, lower price, 
and the esthetic needs of the industry.

4. Do printed newspapers 
have a future? 
Yes. They will continue to exist, and will play 
an important role among present and future 
communications media. They are not going 
to disappear, and they are not going to turn 
into a marginal relic of an ancient informa-
tion medium.

5. Will printed newspapers 
retain their traditional format? 
Newspapers have long been searching for new 
formats, sometimes timidly, slicing away an 
inch or a centimeter at a time, and sometimes 
more boldly, shifting to a compact Berliner or 
tabloid format.

In my view, however, neither the broad-
sheet nor the Berliner or the tabloid, are use-
ful, user-friendly, practical or functional for 
the reader.

Printed newspapers must evolve to look 
more like traditional magazines, not only for 
economic reasons but above all to become 
more user-friendly and more modern.

6. What should printed newspapers 
be like in terms of physical quality? 
Today, their quality is awful.

With some exceptions, they are poorly 
printed, in unstable colors, and they smell of 

petroleum. All too frequently they stain the 
user’s hands and clothes.

They are obese, hard to move, and hard to 
read, and they tend to fall apart. They are on-
ion-like, peeling away in the reader’s hands, 
hard to follow, and lacking in continuity.

The physical quality of printed newspapers 
must undergo a quantum jump. They must be 
impeccably printed, in stable full color with 
no variations in quality, using mineral-based 
inks, and heat-drying. They must be stapled 
or perfect-bound along the spine.

7. What is the role of design in the 
future of the printed newspaper? 
Good design will be critically important. Print-
ed newspapers will have to abandon the current 
fast food design and turn themselves into at-
tractive “information jewels” that will help the 
reader absorb content, while at the same time 
allowing for more streamlined production.

8. Will printed newspapers 
continue to be published daily? 
I don’t believe a daily cycle is necessary, and 
I can see various alternative options:

a. Supercompact newspapers with very 
few pages from Monday to Thursday, with 
content-rich magazine-like weekend editions 
from Friday to Sunday. 

b. A more radical approach would be to 
publish online only from Monday to Thurs-
day, and both online and offline from Friday 
to Sunday.

c. Or combine the two options in various 
permutations.

Breaking news would be free online 7/24.
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9. In terms of content, will
 future printed newspapers remain 
essentially as they are today? 
No, no, and no! Content must change radi-
cally. Our survival depends on it. Because 
risk is involved, one can understand why 
this change has many newsrooms and news 
companies paralyzed with fear. But the fun-
damental issue boils down to change or die.

• Newsrooms must be turned into Informa-
tion Engines™ driving all platforms, existing 
or still to be developed.

• The contents of each platform must be 
defined to reflect the needs of the market, and 
the audiences and communities served.

• Old monomedia structures must give way 
to a new multimedia approach, with radically 
new ways of making coverage decisions, and 
new ways of selecting, preparing and present-
ing information.

• Printed newspapers must stop being 
bearers of yesterday’s news, filled with in-
formation that is already known. They must 
be newspapers for today and tomorrow, not 
yesterday, complementing what is published 
online. They must provide added value to 
the reader, and offer insights into “what’s 
next?”

• The printed newspaper will need to be 
analytical, explanatory, and a tool for great-
er understanding. It will need to stress the 
“why” rather than all the “5 Ws,” and will 
need to provide a rich menu of exclusive 

enterprise journalism. And in many cases it 
will need to re-establish its credibility and 
independence.

• All this re-evolution of the printed newspa-
per will require strong leadership, and changed 
attitudes throughout the organization. 

10. Will the business model of the 
printed newspaper also change? 
Yes, of course. There is no single universal 
business model for our industry, and there 
won’t be in the future.

We will need to develop flexible, pragmatic 
models which above all will need to overcome 
the weakest link in our industry: the nearly 
total dependence on advertising, over which 
we have no control.

And all newspapers will need to integrate 
online and offline.

11. Does it make sense to maintain a 
scenario of Print vs. Internet? 
That’s a poor way to frame the question. Print 
vs. Internet sets up two opposing forces at 
odds with each other, and creates an abyss 
between the two.

Today all information vehicles must be 
multimedia. The real challenge is how to in-
tegrate Print and Internet into a new model 
in which the two strengthen, support and 
enhance each other.

12. Does the new multimedia world 
of integrated platforms require new 
editors and publishers or simply 
restructured newsrooms? 
The new world of integration requires strong 
executives whose business strengths and ex-
perience must be sensitive to the special na-
ture of the journalistic enterprise. 

They need to understand and accept that an 
information company is not, in many ways, 
the same as a sausage manufacturer.

Information companies share many charac-
teristics with other businesses, but also differ 
in significant ways. 

The fastest way to hasten their decline and 
death is to tamper with their credibility for 
business or political reasons, or fail to place 
their independence on a pedestal in the 
public arena.

13. What are the key strengths 
of the printed newspaper as 
an information vehicle?
• The Internet, radio and television often 
create an appetite for additional information 
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that only print can satisfy.
• Paper is beautiful. The printed page offers 

the best possible setting for all kinds of adver-
tising, be it high-budget or low-budget.

• Print advertising has a significant impact 
on the reader because it mobilizes all of her 
intellectual faculties.

• Paper is the best vehicle for disseminat-
ing ideas.

• Printed newspapers stand out in the mar-
ketplace of ideas because of their ethical pos-
ture and credibility.

• The printed press is the antidote to in-
formation overload. If printed newspapers 
can fulfill their new historic mission, they can 
shed light among the shadows, and offer fresh 

perspectives and quiet contemplation amid 
the cacophony that surrounds us.

Now I must stop.
The printed newspaper is not dead. It enjoys 

the solid poor health it has always enjoyed.
In a free society, newspapers grow or die 

not because of the Internet, bur because of 
the actions or omissions of their owners and 
journalists.

They die when they fail to adapt to the new 
world that is opening before their eyes.

And they grow when they have something 
to say, and that something makes a profound 
connection with their community of readers 
and advertisers.

  Content must change 
radically. Our survival 
depends on it. Because 
risk is involved, one can 
understand why this change 
has many newsrooms and 
news companies paralyzed 
with fear. But the funda-
mental issue boils down to 
change or die.


