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Aggressive Competition over Subscription between
Saudi Newspapers to win Readers’ Amicability at
the time the Satellites and Internet

The local press is launching the advertisement through sub-
scription campaigns displayed at the outdoor posters in the
main streets and at the points of sales, or the ones contained
between the pages of each newspaper, promoted by a mobile
phone, and flickering the imagination of low-income celibates
with a grandiose car or a house of dreams.

All these are ways to make the subscription in the local news-
paper inevitable in order to realize these big dreams. This
comes consistent with the full potential efforts made by the
daily newspapers to attract huge numbers of readers’ by orga-
nizing such campaigns, which raises questions about their fea-
sibility and whether it is an attempt to win the readers’
"amicability" while the reading habit is decreasing.

"Lo'ay Motabagani", the Marketing and distribution manager
of "Asir Press and Publishing Foundation", attributed the
success of these campaigns in a country like Kuwait —that dis-
tributes 330.000 copies, and the subscriptions of it are 70-80
thousand- to the small size of the country and the influence of
imperialism on it, which affects the life style controlling the
people minds, and represented in the daily habit of waking up
early morning to get the newspaper.

While in Saudi Arabia, getting a newspaper is mainly related
to family entertainment, ""Motabagani** considered this as the
reason behind the failure of subscriptions because it is difficult
to penetrate Saudi lifestyle through these campaigns. This
prompted the newspaper distribution mechanism to be done in
intervals. It starts with delivering to newsstands and libraries
in the early morning and school timing, followed by a second
batch at the afternoon, meeting the end of official duty hours of
government sector. Finally, more batches are linked to after-
noon social habits such as ladies shopping at the shopping cen-
ter; a habit which usually includes buying a newspaper.
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Cape Town, South Africa, 6 June 2007

Goteborg, Sweden Will Host the Events in 2008

The 60th World Newspaper Congress, 14th World Edi-
tors Forum and Info Services Expo came to an end in
Cape Town on Wednesday with an optimistic look to-
ward the future of newspapers.

With more than 1,600 newspaper professionals from 109
countries attending, the three-day meeting of the world’s
press repeatedly demonstrated the vitality and innova-
tion that characterizes the industry today. With circula-
tions on the rise, a record number of paid-for titles in
existence, capital investment in excess of 6-billion dollars
last year, the aggressive marketing of brands and the
launch of a plethora of brand extensions, the demise of
newspapers had been greatly exaggerated, said Gavin
O’Reilly, President of the World Association of Newspa-
pers, which organized the events.

“It’s too easy to be negative about newspapers and many
commentators are profoundly bearish,” Mr. O’Reilly
said.

Full coverage of the proceedings, including summaries of
presentations, video interviews with speakers and dele-
gates, and much more, can be found at
www.capetown2007.co.za.

Next year, the 61st World Newspaper Congress, 15th
World Editors Forum and Info Services Expo 2008 will
be held from 1to 4 June 2008 in the south-western
Swedish maritime city of Go6teborg. The events will be
hosted by the Swedish Newspaper Publishers Associa-
tion, which represents Sweden’s daily newspapers and
other media companies. More about the events can be



found at www.wangoteborg2008.com.

Here’s what they were saying at Cape Town 2007, which was hosted by the Newspaper Association of South
Africa:

“There is lots of talk of gadgets and online, but there’s one wonderful ingredient that is often left out: passion.
Passion to serve people, to listen to people, to give them what they want”.
Fergus Sampson, General Manager, Daily Sun, South Africa

Courage is an important word for us. Old successful companies very often get lazy resting on historic suc-
cesses. That is why it takes courage to do things sometimes differently and to invent new ways."
Tomas Brunegard, CEO, Stampen Group, Sweden

"Newspapers in developing markets continue to increase circulation by leaps and
bounds, and in mature markets are showing remarkable resilience against the onslaught
of digital media. Even in many developed nations the industry is maintaining or even
increasing sales. At the same time, newspapers are exploiting to the full all the new op-
portunities provided by the digital distribution channels to increase their audiences. As
the digital tide gathers strength, it is remarkable that the press in print continues to be
the media of preference for the majority of readers who want to remain informed."
Timothy Balding, CEO, World Association of Newspapers

"Much has always been said about how one medium’s emergence would eliminate those that came before:
first books would eliminate the sermon, then newspapers would eliminate the books, radio would eliminate
newspapers, and television would kill all other news media. It has not happened. But we must continue to deal
with the one important factor: time. How many things can a normal person attend to during the course of 24
hours. That is our challenge."

Mario Garcia, CEO, Garcia Media Group, United States

""Norwegians spent 125 million euros on mobile content in 2006. More than 70 percent of this revenue went
back to content providers, including newspapers.™
Erik Nord, Deputy CEO, Telenor, Norway

"While there is some indication that print circulation is dropping in some areas, the percentage of people who
look for their news on both the net and in their newspapers is increasing rapidly, and more than makes up for
the loss of circulation in print media."

Martha Stone, Director of the Shaping the Future of the Newspaper project, World Association of Newspa-
pers

“The first brand young people adopt is television, then the internet. They view newspa-
pers as an inspirational kind of romantic, aspirational ideal. They see newspapers as a
different kind of media.”

Robert Barnard, Partner, D-Code,, Canada

“Tell the African story in as much depth and context as possible, physically get around
the continent so as to reflect what is really happening on the ground."
Thabo Mbeki, President, Republic of South Africa

Full conference coverage, including video, debates, summaries of presentations and much more, can be found
at www.capetown2007.co.za.
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