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The rise of cross-border news

GLOBAL
TVNEWS
NETWORK

It is no secret that technology has changed the way people consume news; you don’t need
a white paper to tellyou that. News is gathered differently, our audiences access it differently,
and there are infinitely more sources than there were a decade ago when RT first went on the air.

But what drives these audiences to choose one source over the other, and why is it important
that a Brit living in the UK can and wants to tune in to anything other than their own tried-and-
trusted home-grown news outlets?

For the last tenyears RT has staked its success on the public’s desire for diversity in news. Our
guiding principle is embodied by the channel’s tagline: Question More. We cover underreported
issues, tell the other side of the story, and provide alternative perspectives on international
headlines. Since its launch, RT has become the voice of dissent on current affairs, the place
to get stories overlooked or ignored by the majority of the mainstream media. We are also
the go-to source for the Russian perspective on issues that matter most to our home country.

We want our viewers to think critically about what is going on around them. We believe that con-
tributing additional voices to the global conversation completes the picture of our world, fosters
mutual understanding, and lays the foundation for a well-informed international community.

But do the audiences agree? Do they actively seek plurality from the news marketplace?

Our belief that they do is our raison d'étre. Calls and comments that we receive from folks in
every corner of the planet - asking RT to come to their country, to broadcast in their language,
to share their perspective - confirm this.

Still, for our 10 year anniversary, we asked PwC to dig deeper. We wanted to understand the
motivation of viewers and readers of cross-border news - and we believed this understanding
would help all providers of global news deliver a service that meets users’ needs.

And here are the results: greater availability of news sources, curiosity about events and per-
spectives from different corners of the world, and increasing propensity for moving around
the planet are all driving people to not just consume news from more sources - but to reach
across borders and even language barriers to do so.

This study by PwC made one thing abundantly clear: the world today demands diversity in news
more than ever before. Don't just take our word for it.

Margarita Simonyan, /
Editor in chief, RT

PwC 1
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Executive summary

It is easy to forget how quickly the environment and context for news has changed over the past decade, and
how quickly society adjusts to adew normal6 In 2005 we were still two years away from the launch of the
iPhone and four years from the iPad. Domestic television and print dominated the provision of news in most
mar kets, with digital news (in the form of desktop
digital form.

Today, this landscape is transformed, with global mobile internet penetration rising from very low levelsin
2005 to 35% today. A combination of reduced distribution costs and a globalised world have encouraged a rise
in both the supply of, and demand for, newsi and in particular, for cross -border news i.e. news consumed
outside the country of its producer.

To celebrate their 1loyear anniversary, RT asked us to perform anindependent study into the evolving trends in
cross-border news, the drivers of these trends, and an assessment of what the future might hold.

Our project focused on a quantitative survey of more than 5,000 news consumers acrossten countries; an
assessment of future trends by applying PwC forecasts to this survey data; and the corroboraing and
challenging of our conclusions through interviews with senior media executives at five global news
organisations. We are hugely grateful to all these individuals for their time and insights.

We found that the monthly use of cross-border newsi at 66% of all respondentsi is prevalent in all markets,
but particularly emerging ones; and that the largest sources of crossborder news remain the long-established
providers from the US and UK, but that the fastest-growing ones come from the Middle East, Ada and Russia.
Cross-border news users are generally younger, more urban and more affluent; and while mobility plays a part,
the key drivers of their behaviour are the increased availability of cross-border news and a desire to understand
different perspectives on major news events.79% of all respondents said their demand for different

perspectives has increased over the past 10 years, with crosborder news users accessing 4.1 news sources per
month, compared to 2.5 a decade ago.

Finally, we considered what these three factorsi availability, curiosity, mobility 7 might mean for the future of
cross-border news once coupled with trends in macroeconomics, urbanisation and population growth. As you
will see, we believe they should ensurestrong continued growth in demand for cross-border news.

We hope you find this paper interesting and welcome your feedback.

Best wishes

Sam Tomlinson
Partner, PwC UK

PwC 12
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Research methodology

To begin, we definedtwo key terms:

1 d&ews & information from a recognised news provider about any of business, politics, current affairs and
culture, in any format e.g. television, print, website, app, radio; and

1 &ross -border news & news that people consume g.g.watch or read) on a monthly basis that is produced
outside of the country in which they currently live.

Our objective was to consider three broad questions about crossborder news:
1. How has crossborder news consumption changed over the last 10 years?
2. What are the key factors driving this change?

3. How might cross-border news consumption develop over the next 10 years?

Surveys: Our primary information source was specifically commissioned first party research, comprising an
online survey in ten countries (listed below) with a minimum 500 valid respondents per country, generating a
total population of just over 5,000 valid responses.

The ten countries where survey s were conducted

The countries were selected to give a reasonable spread across mature and emerging markets and at least one
country in each major media region. The survey was translated into a number of different languages to facilitate
completion. It was designed to take no more than 15 minutes for respondents to complete. Survey fieldwork was
conducted from 25 September 2015 to22 October 2015.

The survey included demographic questions, and 21 questions on hews consumption habits and behaviours and
how these had changedover the last 10 years.

Soft quotas were in place in each country to ensure a reasonable balance in terms of key demographic features
including age, gender and income.However, the survey was deliberately designed to be a survey ofiews
consumers, not a general population survey, so is not necessarily fully representative of each country. Any
respondents who did not consume news (from any source i.e. domestic or crossborder) on at least a monthly
basis werescreened out and not included in the research. For mature markets such as the US and UK, this
distinction between general population and monthly news consumers has minimal impact since the vast
majority of people do consume news at least monthly; but in some emerging markets (e.g. India ), care should
be taken to interpret survey results as reflecting the behaviours of news consumers notnecessarilythe general
population.

(Note: throughout this paper, tables may not sum to 100% due to rounding.)
Other info rmation sources : We supplemented our bespoke research with other PwC data sources including

our Global entertainment and media outlook and Megatrends. Our research was also supported by a review of
existing literature and research studies.
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Interviews:  We dso corroborated and challenged our researchfindings through one -hour interviews with
senior leaders atfive global news organisations:

Dan Const anda CNN SVP & COO of CNN International Commercial
Jim Egan BBC Global News CEO

Tony Danker Guardian Media Group Chief Strategy Officer

Sterling Proffer Vice Media Head of Growth

Patricia Villegas teleSUR President

6 B u n d bf@eews sources : Within the constraints of a 15 minute survey it was not practical to askour 5,000
respondents about individual cross -border news providers, nor was it our objective to obtain company-specific
data. Our survey questions therefore asked respondents to considerdundleséof news sources based on the
geographic source

1 US news sources e.g. CNN, Fox News, MSNBC, ABC News, Huffington Post, Vice, Buzeed, New York
Times, The Wall Street Journal

1 UKnews sources e.g. BBC News, Sky News, The Guardian, Mail Online, Financial Times, The Economist,
The Times

1 Asian news sources e.g. CCTV, China Daily, NHK, channelnewsasia, Times of India, Hindustan Times,
Xinhua news agency

1 Middle Eastern/Arabic news sources e.g. Al Jazeera, Al Ahram, Al Hurra, Al Arabiya, Press TV,
HispanTV, i24

German news sources  e.g. Deutsche Welle, Die Welt, Der Spiegel
French news sources e.g. Euronews, France 24, Le Monde, Le Figaro, Agnce France Presse (AFP)

1
1
1 Russian news sources e.g. (RT) Russia Today, lzvestia, RBK, Kommersant, RIA Novosti/Sputnik
1

Latin American news sources e.g. TV Globo,teleSUR, La Prensa, La Nacién, El Universal

This &édbundlingd appr oach beekenwhercirgarpeecting suvay data insthispagpéri me s

For exampl e, Euronews could equally be described as a g
recognisably French in origin, so might exaggerate the levels of consumption of French crossborder news. And

there are major variations in the size and constituent parts of each bundle, from multi -national, multi -lingual

bundles (e.g. Asian news sources) to broadly multinational, single-language (e.g. Latin American or Arabic)

and single-national, single-language (e.g. German or Russian).

AWith more being Goeasyi l
now to pick a topic and research many
views then form your own opinion .0

UK respondent

Al shifted from televisio
my country to following other formats or sources
from different countries and perspectives . 0

Spanish respondent
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The last 10 years: the rise of
cross -border news

News consumption patterns have changed rapidly over the last 10 years, with a particular impact on cross
border news. 10 years ago, the cost of distribution presented a high barrier to entry, limiting providers to well -
established, predominantly western, providers such as BBC, CNN and Fnancial Times. But in the past decade
reduced distribution costs (driven by technology) have facilitated supply, while increased international curiosity
and mobility has fuelled a surge in demand. The result has been both growing audiences for traditional cross-
border news organisations and successtil entrances by new providers.

News consumption was strong 10 years ago and is even stronger today, with 86% of our survey respondents
accessing national news stories multiple times weekly (see Figure 1)Nearly half of them also commented on or
shared articles at least monthly, indicating a very high level of engagement with news.Our survey also
identified that ¢ ross-border news users access 4.1 news sources per month, compared to 2.5 a decade affds
clear that news is more relevant than ever, to more people than ever.

Figure 1: Increasing consumption of all types of news stories over the last 10 years
Q: How often do you currently access these types of news / And thinking back 10 years ago, if
you answered this question back then what would you have said?

National news stories 86%
International news stories
Local news stories 82%
0% 20% 40% 60% 80% 100%

mNow m10 years ago
Base: All respondents (5,013) / all respondents aged 25+ (4,012)

Having established the ongoing importance of news, we asked our respondents how their demand for different
perspectives on news and current affairs has changed over the last 10 years: 79% &hit has increased
(Figure 2).

While the demand for different perspectives could theoretically be satisfied with multiple domestic providers,
our survey data was also clear that as the demand for perspectives increases, people naturally look outside their
own borders for different information and opinions.

Figure 2: Increased demand for different perspectives
Q: How has your demand for different perspectives on news and current affairs changed over
the past 10 years?

-20% 0% 20% 40% 60% 80% 100%
® Decreased somewhat ® Decreased significantly ®Increased somewhat ®Increased significantly
Base: All respondents aged 25+ (4,012)

17% of respondents who said their demand had
60stayed dreénetshwnnneg-iyure 2

PwC 15



The rise of cross-border news

Users of cross-border news

Digging deeper into the demand for different
perspectives, we find a theme thatrecurs
throughout our research, namely considerable
variation between mature and emerging
markets (where emerging markets are defined
for this paper as faster-growing, non-western
economies). The US, UK, and Germany exhibit
much less increase in demand, wth
approximately 30% of respondents saying their
demand for different perspectives has not
increased over the past 10 years, and only 68%
saying it has increased; whereas in the
emerging markets of India, Mexic o and
Argentina an average of 926 said their demand
for different perspectives has increased.

There is a similar theme with questions
specifically about cross-border news. An

average of 66% of all our respondents consume

cross-border news on a monthly basis i.e. read
or watch news that is produced outside of the
country in which they currently live. There is a
strong level of cross-border news consumption
in all markets, but particularly in emerging
markets (Figure 3). We will examine possible
reasons for this later.

Sources of crossborder news

Figure 4: UK and US sources have a significant lead in terms

of usage

Q: Which of the following sources have you used in the last month?

US sources

UK sources

French sources

Middle East sources

German sources

Russian sources

Latin American sources

Asian sources

Figure 3: Cross -border news use dri
emerging markets

Q: Do you consider yourself to be a user of cross-border news on
a monthly basis?

ven by

Spain Mexico

81% 80%
India

UK Overall

66%
46%
Proportion of respondents (c. 500) in each country who consume

cross-border news each month
Base: All respondents (5,013)

Argentina

Egypt

Russia

Germany

France

While the US and UK might not be the
keenest crossborder news consumers
themselves, they are still the places that
many others around the world turn to for
additional information or a different
perspective. When looking at sources of
cross-border news, in absolute terms the
US and UK sources are the largest by some
distance (Figure 4), probably reflecting a
combination of the mature and established
nature of news providers in these markets
together with the fact that they naturally
report in the global lingua franca of
English.

44%

However, although US and UK sources
dominate in terms of absolute size, it is
Middle Eastern, Asian and Russian news
sources that have exhibitedthe fastest
growth (albeit from much smaller bases)

30%

20%

0% 10%

40% 50%

over the past10 years (Figure 5).

Proportion of total respondents using cross-border news sources
(i.e. from sources outside the country in which they live)
Base: All respondents (5,013)
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Figure 5: Rapid growth in Middle Eastern, Asian and Russian sources
Q: Have you used [provider] in the last month /did you read or watch news from [country] 10years ago?

US sources - 202%
UK sources - 192%
French sources - 191%
German sources - 194%
Russian sources _ 225%
Latin American sources - 170%
1OI0% 156% 206% 256% 3OIO% 356%

Growth rates in usage over the last 10 years
Base: All respondents who use each source currently / 10 years ago

fiBefore | didn't access international
providers in a continuous way
only sporadically 6

Spanish respondent

fiToday, | can access millions of
channels and views whether through
social media or international official
newswebsites. o

Egyptian respondent
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The demographics of cross -
border news users

Cross-border news users span a wide spectrum of age, location, and incoméd as you would expect given 66% of
all respondents consume crossborder news i but our research did show that, on average, crossborder news
users are generally younger, more urban and more affluent.

Young: 43% of crossborder news users are under 35, compared to 37% of non crossorder news usersin this
age group This partly reflects technology, a key drivers of cross-border news, with website use skewing slightly
to younger age groups.(Non cross-border news users are those that consume news, but not cros$order news.)

Figure 6: Cross -border users are younger

25%

20%

15% -

10% -

5% A

0% -
18-24 25-34 35-44 45-54 55-64 65+
m Cross-border ®Not cross-border

Age of respondent
Base: All respondents (5,013)

Urban: 73% of cross-border news users are urban (Figure 7) and looking at this in reverse, 71% of urban
respondents use crosshborder news. In emerging markets this is partly attributable to technology, with urban
areas more likely to have internet connectivity and therefore easieraccessto cross-border news sources.
Education is also likely to play a part, as urban areas give families accesto education and the ability to
consume news in a language that is not their native tongue.

Figure 7: Cross -border users are more urban

Cross-border

Not cross-border

0% 20% 40% 60% 80% 100%
m Urban m Suburban m Rural

Proportion of respondents
Base: All respondents (5,013)

Affluent: Finally, cross-border news users more likely to be affluent, being 40% more likely to be in the high or
very high income ranges (defined relative to others within their country).
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The dr Ivers of cross -border news:
availability, curiosity and mobility

Having established that cross-border news has grown significantly over the last 10 years, we next attempted the
more challenging objective of understanding the reasons for this growth. Our fr amework sets out three primary
drivers 1 availability, curiosity, mobility i each with two supporting elements, as shown in Figure 8:

Figure 8: The drivers of cross -border news

III“S y,
'de Derspectives

This next section explores each of these areasWhile it is clear that availability, curiosity and mobility are
interrelated T they are all aspectsof an interconnected and globalised world T our survey data suggests that
availability and curiosity have a greater impact than mobility.

Mobility is corre lated with cross-border news consumption, but there are simply not enough expatriates
(expats), emigrants and travellers to be a major driver of cross-border news consumption in the ten countries
surveyed. As this section will show, only 11% ofcross-border users said travel and mobility are key drivers in
cross-border news consumption; in contrast, more than 50% of respondents said they access news from more
sources due to easier access that0 years ago and more than 50% of crossborder users identified outside
perspectives and stories of interest as key drivers.

PwC 19



The rise of cross-border news

Availability

In considering availability, we identified two linked but separate elements:

1 Technology 1 the increased use of the internet, particularly web-enabled mobile devices, has made it
much easier for people to access news sources that come from outside their own country

1 Number of sources 1 the number of news sources has proliferated over the last10 years meaning there is
more choice both within and outside oneds own country

Our survey data clearly shows the role of technology in making crossborder news more available. 52% of
respondents aged 25+ said that they now access news from many more souks because they have access to
them when compared with 10 years ago.

Figure 9 below illustrates the evolution of both technology and sources over the last10years i.e.(i) the rapid
growth of mobile internet penetration, which was almost negligible even i n developed markets 10 years agq
and (ii) examples of new providers of crossborder news.

(In addition there are also new cross-border news outlets that have been created by existing media networks,
including the expansion of organisations such as CNN andBBC into nhew markets and alternative languages)

Figure 9: Mobile internet penetration (%) and launch dates for devices and media

90 -

80 - — S A
e Germany

70 A .
e Russia

60 -

= Argentina
50 - —Egypt

40 -
30 -
20 -
10 -
0 T T \
2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
A A T T T
T T Al Arabiya
The BuzzFeed English website Al Jazeera VICELAND
Huffington us
Post
RT
Al Jazeera
English

Source: P w C @Glabal entertainment and media outlook
(Note: Mobile penetration data only available from 2007 onwards)
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Yet the advent of new technology has not completely disrupted more traditional methods of consuming news.
Indeed, digital consumption often seems to be incremental to traditional platforms rather than displacing them.
Television remains the most popular format of news consumption with 48% of all respondents saying this is
their main format of consuming news as compared to 36% who said that website is their main format. However,
this difference is much narrower for cross-border users as shown inFigure 10: for cross-border users, website
(41%) is almost as popular as television (44%) and could reasonably be expected to overtake it during the next
10years.

Figure 10 : TV remains the leader , but cross -border users access websites almost as much
Q: What is the main format you currently use to access the news?

100% -
80% -
60% - 55
44 41
40% -
28
20% -
0% - .
TV Website
m Cross-border users ® Non cross-border users

Base: All respondents (5,013)

Television is still holding its own even among younger generations, as illustrated in Figure 11

Figure 11 : TV remain s the leader , particularly with older users
Q: What is the main format you use to access the news?

60% -
50% -
40% -
30% -
20% -

10% -

0% -
18-24 25-34 35-44 45-54 55-64 65+

mTV mWebsite mOther
Base: All respondents (5,013)

We see interesting variations between countries in the television/website divide (Figure 12). In Spain,
Argentina, Mexico and Egypt website was the most popular main format for accessing news; and these were
four of the top five countries surveyed who had the highest proportion of cross-border news users. The outlier is
India which, while having the highest population of cross -border news users of any of the countries in our
research at 91%, still has television as the most dominant format at53% of respondents compared to 24%
preferring websites.
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Consistent with other research (Gallup, Reuters Institute ), we see that television still has a hold in more mature

markets where a combination of regular evening television news bulletins and rolling 24-hour news have

enabled this traditional medium to retain popularity.

Figure 12 : Emerging markets have a preference for website
70% -
60% -
50% -
40% -
30% -
20% -

10% -

0% -
USA UK Germany France India Russia Argentina  Spain Mexico Egypt

BTV ®Website mOther
Base: All respondents (5,013)

In summary, our data suggests those countries with mature and established news providers tend to show less
desire, or arguably need, to embrace changing technologies in order to satisfy their news demand as they
consider this to already be met by the existing providers and formats. It is the emerging markets, with less
mature media markets, that exhibit more willingness t o look outside their own borders for news. We see similar
themes when we look at our next driver, curiosity.

@ used to only have a TV, where they would
choose the news stories and there was
nothing you could do about it. Now | have an
internet connection and can choose

myself what | want to read. 06

Russian respondent

Mue to the opening up of the news media,
the ease and feasibility of accessing

different content , we can have a different
vision of the same news story or topic;
something that we didn't have 10 years ago.0

Mexican respondent
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Curiosity

In our framework for the drivers of cross -border news we considered two aspects to curiosity:

1 Global events 1 people are more aware of events that occur outside their own country or that transcend
borders, and are also more willing to think globally rather than just nationally

1 Outside perspectives i an increasing recognition that for some events there may not be one version of
the story, with people recognising the need to consider multiple views and perspectives before arriving at
their own conclusions on events

Our survey shows that both these factors have an influence, and that they are strong determinants ofbehaviour
for those that are cross-border news users. 52% of crossborder users said that key drivers for choosing their
news providers are that dhey provide a perspective from outside the country in which I live 6and dhey cover the
stories that are interesting for med These consistently scored higher than factors such as trust, values, language
and mobility.

Furthermore, when respondents were asked how their news consumption patterns had changed over the last
10years, Figure 13shows curiosity and awareness were common themes:

Figure 13 : Increasing awareness and curiosity
Q: In your experience, what are the changes to the way you consume news now compared to 10 years ago?

| access more news sources because
| am now more curious about what's
happening in other countries

I'm now more aware of what's
happening in other countries

0% 20% 40% 60%
= Cross-border users = Not cross- border users

Base: All respondents aged 25+ (4,012)

The answers to these questions were broadly consistent across all 10 countriegFigure 14):

Figure 14 : Curiosity and inter  est consistent across countries
Q: In your experience, what are the changes to the way you consume news now compared to 10 years?

80% -

60% -

40% -
20% -
0%

UK Germany France India Russia Argentina  Spain Mexico Egypt

Base: All respondents aged 25+ (4,012)

= |'m now more aware of what's happening in other countries
H | access more news sources because | am now more curious about what's happening in other countries
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Ot & now more interesting and
important  to know what & going on in the
country and the world than 10 years ago. 0

Russian respondent

@ access more sources from further away
and I'm more interested in

international news which further
expands the breadth of the sources | used

UK respondent

n having so many options, more compared
with what was available 10 years ago; | can
read different perspectives and come to my
own judgement  or opinion, while
expanding the information about a topic. 6

Mexican respondent

(TCross-border events stimulate  cross-
border news 8 post 9/11, US audiences came

to us to understand global stories. 0
Tony Danker, Guardian Media Group
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Three-quarters of respondents to the survey said they are@pen to receiving news from all sources regardlessof
where in the world the provider is basedé This suggests an opeamindedness by consumers when they are
looking for both information and perspectives; indeed, as technology breaks down many of the barriers between
and across countries, news consumers ag showing a relative lack of loyalty or commitment to one particular
source.

It is this disruption of the traditional ways of delivering and consuming news that puts the consumer in control,
enabling them to take ownership of how, when and where they consume news, what news they consume, and
even what it is they consider to be news. We see an increasing willingness to collect multiple and varied
viewpoints on a particular topic and use their own personal judgement to determine their conclusions.

82% of cross-border users access different news providers on a single news event, and 62% use crogdsorder
news providers for a perspective on events within their own country (Figure 15).

Figure 15 : Using cross -border news for events in one & own country
Q: To what extent do you agree or disagree with the following statements

| access different news providers* on the same news
event

| use cross-border news providers to access news
that are produced in other countries about events in
the country in which | live

T T T T T 1
0% 20% 40% 60% 80% 100%
* News providers in this question could be either within or outside
the respondent's own country, i.e. national or cross -border
Base: All cross-border users (3,292)

Figure 16 (on next page)shows that respondents in emerging markets, which we have already seen are the most
likely to use cross-border news, also have a greater tendency to say thewse cross-border news providers to
access news that is produced in other countries about events in the country in which I livedi that is, they are
using cross-border news providers not just to learn about eventsabroad, but also about events in their own
country.

In contrast, mature markets exhibit less inclination to look outside their own borders for news and perspectives.

However, major cross-border news stories, particularly tragic events, do result in increased crossborder news
consumption by countries like the US, UK and France. Tony Danker, Chief Strategy Officer for Guardian Media

Group, highlighted the impact of two tragic global events: @ost 9/11, US audiences started coming to the

Guardian to understand gl obal sdwentfoeuw webskenalterthearecene audi en
Paris attacks, possibly to get a global viewi it was by some distance the biggest ever Guardian website audience

for a single day.6
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Figure 16 : Emerging markets more willing to look outside t heir own bo rders for news
and perspectives

Q: | use cross-border news providers to access news that is produced in other countries about events in the
country in which | live

(16)% 63% India
(15)% 62% Mexico
(18)% 61% Spain
37% Egypt
(19)% 539 Argentina
(23)% S4% Russia
(24)% A7% France
31)% UK
(34)% Germany
(36)% USA
(60)% (40)% (20)% 0% 20% 40% 60% 80%

Base: All respondents (5,013)
I Dpisagree [ Agree

We believe the propensity of respondents to look outsidetheir own borders is, in part, a reflection of the relative
maturity of, and trust in, their domestic media markets and news providers. To paraphrase, UK consumers
might be less likely to look outside their borders for news providers because they trust theBBC, and so on.In
other words, our survey data suggests crossborder news consumption is inversely correlated with the maturity
of domestic news providers. Other research (Reuterslinstitute ) has also identified that countries with higher
levels of trust often have mature, well-funded public service broadcasters but further research would be needed
to establish a causal link.

A feel more involved, so I'm more curious o
French respondent

Before the news didn't interest me as much;
now | am interested in learning more
about the world in which [ live and
everything that may affect me. 6

Mexican respondent
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Mobility
The third part of our framework for the drivers of cross -border news growth covered:

1 Travel T the extentto which cross-border news consumption reflects people temporarily moving across-
borders for work and leisure

1 Expat sand emigrants 1 the extent to which cross-border news consumption reflects people moving
abroad (either temporarily or permanently) and wishing to maintain a link to their  dvomedcountry

Our research found that, whilst undoubtedly these factors do have some impact on aoss-border news, they are
not as significant in terms of drivers as availability and curiosity. When asked what attracted crossborder news
users to the bundles of news sources, only 11% of respondents said travel and mobility are key drivers; in
contrast, more than 50% said they access news from more sources due to easier access than 10 years ago (see
availability section) and more than 50% of cross-border users identified outside perspectives and stories of
interest as key drivers (see curiosity section).

Our survey does showthat those who travel regularly for work or leisure (defined as 3+ times per year for each)
are significantly more likely to be consumers of cross-border news, particularly those who travel for work
(Figure 17). However, becausethey are a relatively small proportion of all respondents, travel does not become a
major driver overall.

Figure 17 : Those who travel are highly likely to be cross -border users

Work Leisure

Base: All respondents who Base: All respondents who
fly regularly for work (492) fly regularly for leisure (866)
m Cross-border = Not cross-border = Cross-border = Not cross-border

Similarly, we found the expats and emigration drivers to be relatively weak when it comes to explaining the
broad popularity of cross-border news. While those living outside of their native country were 10% more likely
to be crossborder news users, less than 15% of total respondentsited having family in the country of a
particular news provider as a key reason for choosing them.In other words, expats and emigrants are more
likely to be cross-border newsuser s, but there simply arendt amaough
driv er of cross-border consumption in the 10 countries surveyed.

A partial exception to this was for Latin America, where one-third of users of Latin American news sources said
that it was partly because of a family link. This was corroborated by Patricia Villegas, president of teleSUR, who
highlighted that a significant proportion of their audience in the US were either direct emigrants or recent
descendants thereof.She highlighted that &econd and third -generation emigrants that are now American
citizens still have strong roots in Latin America and therefore have a strong interest in the region.éIn her view
US domestic news providers can sometimes focus ore.g.Latin American drugs stories, whereas crossborder
providers such asteleSUR offer a more baknced picture of Latin American news and opinions.
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As an extension to mobility, our survey also considered language as a possible driver for crosshorder news
consumptioni ei t her the desire to use o0ne disbhutragain iespendehtsididg u a g e,
not identify this as a key driver. That said, it may impact the choice of news source, partially explaining the

continued dominance of US and UK news sources that naturally report in the global lingua franca of English.

So while dnigh-endémobility (extensive travel, or living abroad) is strongly correlated with cross -border news
consumption, there are not enough of such people for this to be the main driver of cross-border news.
Accordingly, we consider mobility to be a lesser factor than availability and curiosity.

GBecond and third generation emigrants that
are now US citizens still have strong roots,
and therefore a strong interest , in

Latin America. 6

Patricia Villegas, teleSUR

10 years ago | was m
TV and newspaper/radio for the news, now |
can access them over theinternet through
websites and on phone through apps

on the go. o

Indian respondent

i T o dteclynology enables you tofind out
instantly what's happening anywhere in
thewor | d. o

Argentinian responden t
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|
What does the future hold?

One of our interviewees posed the question, Codld emerging markets create news brands that displaceexisting
international providersat t i mes of gl obal breaking news?5d

And while our instinctive reaction is &odi at least, not in a 10 year time horizon, due to the incumbency

advantages of language, historyand trusti we do t hink ités exactly the right
the pace of change over the past 10 years in both technology and news provisionVe know further disruption is
inevitable é but we also have a good sense of the key drivers of changen cross-border news consumption over

the last 10 years, and can use thdikely future trends for these drivers to assess the possible impact on the cross
border news market.

Our predictions follow the same framework as the past 10 years i.e. availability, curiosity and mobility; and
explore their interactions with trends in ma croeconomics, urbanisation and population growth.

Availability

The pace of technological change is showing no sign of slowing. Technology has been a key driver in the growth
of cross-border news to date, and we expect this to continue.

Internet access

Access to the internet, predominantly via mobile devices (Figure 18), has increased dramatically over the last 10
years, and will continue to grow fast over the next few years.

Figure 18 : Expected mobile internet penetration %, 2014 -2019
100 -
80 -
60 - e -
40 - /
20 - /
0
2014 2015 2016 2017 2018 2019
e SA e RUSSIa e Germany = Argentina e EQypt

Source: P w C@lasbal entertainment and media outlook

P w C Glsbal entertainment and media outlook 2015 -2019 forecasts mobile internet penetration growth in all
markets. In the more mature markets the US will see 72% penetration grow to 87%; the UK from 71% to over
90%; Germany from 52% to 73% in 2019; and so on.

This trend in mobile internet penetration is even more marked in emerging markets, where we expect to see
countries such as Egypt triple in the next five years, from 18% to 53% and India going from 14% to 42%. Rssia
too is expected to grow from 51% in 2014 to 76% by 2019This explosive growth in internet access in emerging
markets, coupled with their propensity to explore different perspectives (see below), will continue to drive
growth in cross-border news consumption.
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Consumers embracing technology

Not only is technology changing quickly, but adoption by consumers is also =
accelerating. It took 76 years for the telephone to be adopted by half of US — -— 10
households, but only 10 years forsmartphones. And devices are growing
prolifically 7 i n P WM&yatrends we predict that there will be seven times

o

more connected devices than people by 2020, and that the new generation of
@igital natives 6that use these devices will become the majority d the active

adult population by 2020 in countries such as the UK. These digital natives Years taken for telephone to
will demand news with content and formats that work for them, which should reach half of US households:
increase the amount of crossborder news available on digital formats. the smartphone in under ten
And what of television?

While it seems likely that websites will overtake television as the preferred

platform for consuming cross-bor der news in 10 year

mean that cross-border news consumption on television will not also grow, Seven
albeit at a slower rate. Al Jazeera and RT have both successfully grown their ‘ .
international television audiences over the last 10 years, as have other new times more

connected
devices than
people by
2020

television channels, and in 2015 we have seen the announcement that Vice vili
be launching a television channel in 2016. Our research has identified that
television is still popular among even younger cross-border news users.
Television will remain a key part of th e strategy for many global

news providers.

Supply of news sources

We also tentatively expect the number of cross-border news providers to increase. The internet has significantly
reduced the barriers to entry for global news distributors, while demand for multiple perspectives has
increased. With distribution costs falling and the potential audience growing, this might suggest more new
entrants over the next 10 years.

Patricia Villegas, President of teleSUR, highlighted that @ oday news channels are able to specialise in the way
they tell their news, allowing individuals to compare perspectives, and this is enabling new entrants into
the market.6

The caveat to this forecast is the question mark over commercial viability. Tony Danker, Chief Strategy Officer,

The Guardian, commented that dt is not yet clear that there are viable commercial growth models for cross-

border news.6Tony highlightedthat The Guar di anés successful penetration o
came from growing local audiences d.ocal scale can be more importart commercially than covering global

stories, as advertising is still bought locally.6

Local scale is difficult to build, particularly for cross -border news, which is very rarely the primary news source
of the news consumer. If commercial models are not viable, then the future of cross-border news could look
very different in 10 years. State-funded or state-subsidised news providers might be better placed than purely
commercial ventures, but all providers will be wrestling with the increased editorial costs that global coverage
entails.

In addition, the very definition of a news OSociarce6 is
media allows news articles to be easily shared, whichcan result in growth in cross-border news as social

networks become increasingly global. But social media goes beyond peer sharing.FacebookInstant Articles

and Apple News provide new platform s for traditional news providers, albeit one sin which the relationship

with the consumer is controlled by the technology platform not the content creator. Snapchat Discoveris a

platform that allows user to explore different editorial perspectives, but from a restricted number of news

providers. Twitter is not just a newsplatform but also a news provider, thanks to its user generated content.

Social media clearly hasthe potential to boost cross-border news; but can also behighly disruptive to the

customer relationships and commercial advertising models of traditi onal news providers.
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Curiosity

We have seen that an increase in both awareness of global events themselves, and the availability of different
perspectives on these and other events, is a key driver of crosdorder news consumption. Both of these factors
are expected to continue playing a major role going forward.

Global events

Awareness of global events is strongly linked to both the number of available crossborder sources and access to

these sources. These factors will then be fuelled by thairansference of significanced a term coined for us by Jim

Egan of BBC Global News, which recognises thattheintec onnect edness of todaapds gl ob.
that events in overseas markets have an increasingly significant impact on all markets.In other words , dvhat

happens over there affects us over heré(wherever dheredand deredmight be), and therefore the logical

conclusion is for curiosity about overseas events and perspectives to continue to grow.

This dransference of significancedlinks to the @lobal citizenséconcept used by a number of senior media
interviewees to describe their audience. Global citizens recognise the importance and impact of world events
and appreciate the need for global perspectives on them.

This interest in global events sould In 2030 we predict that the
continue to grow, with seven of the 2030 We predict E7 will (;vertgke the G7 insize
12 biggest economies in the world in 2030 that seven of

and purchasing power (in

expected to come from the E7, a group of the wor Ket oxch o
emerging economies comprising Brazil, biggest 12 market exchange rate terms)

Russia, India, China, Mexico, In(_jonesia, economies
Turkey. P w C Blegatrends predicts that the in 2030 will
E7 will overtake the G7 (;JS, ?ar_\a(;a, r\]]apan @“ come from G7
Germany, UK, France and Italy) in both size emerging

and purchasing power by 2030. .“ markets,
the6 E7 6

This power shift will mean that all cross -border news providers, both those originating in the developed and
emerging markets, will need to provide a perspective on events in these markets just as much as they do on the
traditional G7.

Different perspectives

Our survey identified that only 31% of non cross-border users felt it was unlikely they would ever start

consuming cross-border news (seeFigure 199 . Thi s suggests that 69% of news ¢
consume crossborder news should be considered as potential future crossborder news users. Figure 19

reinforces the importance of curiosity 1 that is, interest in different perspectives on both global and local

eventsi as akeydriver for this potential future audience, with 38% and 26% foreseeing possible needs for

more news sources to obtain an accurae picture of the world and their country respectively.

(rell global stories locally, and local
stories globally o6

Tony Danker, Guardian Media Group
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Figure 19 : Factors that could influence respondents to use cross -border news in the future

The need for more news sources to get an accurate

picture of the country in which | live 26

| see myself living abroad in the future and wanting more

news from my native country 10

The need for more news sources to get an accurate

picture of the world/international events 38

| see myself living abroad in the future and wanting to

know more about the country | want to live in 10

A foreign-based news provider more accurately reflects
my views and values

| am likely to do more international travel in the future 14

Not applicable i | am unlikely to want news from a

provider outside the country in which | live 31

0% 20% 40% 60% 80% 100%

Proportion of non cross-border news users
Base: All non cross-border news users (1,721)

i T hrensference of Significance drives
greater interest in news stories from

emerging markets as they have ever more

i mpact on gl obal mar k

Jim Egan, BBC Global News

AOn havi ng s ocompareywith p
what was available 10 years ago; | can read
different perspectives and come to my

own judgement  or opinion, while
expandingmyi nf or mati on ab

Mexican respondent
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Mobility

Mobility 7 whether travelling or living abroad 1 is not currently a key driver of
cross-border news, but it certainly contributes. Our survey revealed that about
10% of respondents who d obodldr newsmoulde n
consider doing so if they moved abroad or did more international travel. And
people are becoming ever more mobile.P w C Blegatrends notes the number

of people living abroad has increased by 25% over the last decade and predict
a 50% increase by 2020.

We predict that there will
be a 50% increase in global
mobility by 2020

Urbanisation i that is, mobility within a country, from rural areas to cities i
will also play its part. P w C Blegatrends highlights an additional 1.5 million
people are added to the global urban population each weekOur survey
indicated that urban living is strongly correlated w ith consumption of cross- -
border news: 71% of urbandwellers use crossborder news, and 73% of cross 15 m|”|0n
border news users are urbandwellers. We believe this correlation is driven, at
least in part, by technology (internet connectivity) and education. Assuming
the correlation between urban living and cross-border news continues to hold
in the future, the huge forecast growth in urban populations should generate
significantly increased audiences for cross-border news.

people are added tothe
global urban population
every week

Other factors: population growth and ageing demographics

Finally, the potential audience for cross-border news will also be impacted by global population growth, with an
additional 1 billion people forecast for the next 10 years, with much of this growth coming from emerging
markets, which as we now know often have a higher propensity to consume crossborder news.

And in more mature markets, ageing
demographic profiles might also drive cross-
border news consumption in traditional
formats such as television and print. Of the 1
billion expected population growth by 2025,
300 million will come from those aged 65 or
more. And although cross-border news users
are on average younger, the habit of
consuming news increases with age.So
today 6s y ohordeg eews usersavsl
feed an even larger cohort of older coss
border newsusersin10y ear s & t i |

But we conclude with a word of caution. Sterling Proffer, Head of Growth at Vice Media, set out an alternative
view that news appeal will increasingly be defined by shared generational sensibilities rather than by national
boundaries and interests. In this reading of the future, those currently with ambitions to grow cross-border

news might instead find themselves wrestling with how to grow cross-generational newsin 10y e ar s 6 t i me .

AThe wall between cross -border and borderless
news is simply one of accessibility i being able to

create empathy with the user in any context. 0

Sterling Proffer, Vice Media
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