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Original content? A third have less
than 10%

Percent of original content on
employer's Web site (n=576)
None ;: 7
1-10% | 26
11-20% | 14
21-30%
31-40% 5
41-50% 7:
51-60% 5
61-70% 7;
71-80% | 5
81-90% |
91-100% | 13
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% original content varies greatly
by medium

Percent original content, 2000 vs 2001
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Combined newsrooms; a decline
thanks to chain ownership

Combined newsrooms, 2000 vs 2001

\ \ \ \ \
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o v, 51%
& es 056% O Magazine
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Breaking news: The Web catches
up to live calling

Whom do you go to first on a breaking story?

-l ! [ [ [ |
Call industry experts | 40%

Company's Web site(s) | 37%

Call other interested parties / community

|33%
groups

Major branded online news services or wires

Q
(CNN, AP, MSNBC, NY Times, etc.) | 12%
Other online services (NEXIS, EDGAR, etc.) 10%
——
Trade association web sites | 5%

©

Activists' Web sites : 29

Usenet newsgroups ] 1%
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Dealing with new sources,

media type

Telephone

Dealing with new sources

E-mail

68%

0,
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31%
23%

O Broadcast
O Magazine

E Newspaper

= All

55%
0
59%
51%
I T T

0%

20% 40%

60%

80%

8th Annual Survey - Dec 2001



Privacy issues are on the scope,
but lack of privacy is typical

Privacy measures

Send e-mail advertising only to users who

0,
specifically request it ("opt in)? |26A

Include an opt-out option each time e-mail

0,
is sent to a user/subscriber? | 24%

Require individuals to provide personal
information such as their e-mail addresses to | 18%
fully use your site?

Allow advertisers to send e-mail messages
to people who register to receive such |12%
messages?

Tell recipients of e-mail advertising

0,
precisely how they came to receive it? | 10%

Send e-mail advertising to all users, unless
they specifically "opt out" or tell your site

] 5%
they refuse to receive such e-mail?

Provide subscribers' e-mail addresses to :4"/
(]

advertisers?

Allow advertisers to send e-mail messages
to all people who register to access your 3%
site ?
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The Internet has made their jobs
easier and more productive

New technologies and the Internet have made
my job easier and me more productive. (n=599)
70%
60% 57%
50%
40% - 34%
30%
20%
10% % 39 5%
0% == m— r
1=Disagree 2=Disagree 3=Ambivalent 4=Agree 5=Agree
Completely Somewhat Somewhat Completely
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90% say the Internet has
fundamentally changed journalism

The Internet has fundamentally changed the
way | work. (n=602)
70% 63%
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Tulip Mania
The Cost per Bulb
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The Investment Community (1)

Tulip Mania
The Rise and Fall of the Dot-Coms

Creation of the Internet

Commercial Online Services

The Rise of the Dot-Coms

The Collapse of the Dot Coms

The Recent History of Technology Manias

The Impact on the Telecoms
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The Investment Community (2)

Tulip Mania
The Rise and Fall of the Dot-Coms

The Impact on the Telecoms
The Shift from Long Distance to Internet
The Shift from Voice to Data
The Shift from Pipeline to Content
The Shift from Wired to Wireless
The Shift from Narrow-band to Broad-band
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Assessment of the Internet (2)

Accounting Practices
What Have We Learned

The Internet isn't as "disruptive"” as we thought
If it doesn't make Cents, it doesn't make Sense
Time favors incumbents

Making a market is harder than it looks

There is no such thing as "Internet Time"
"Branding"” is not a strategy
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Assessment of the Internet (3)

Accounting Practices

What Have We Learned
Entrepreneurship cannot be systematized
Investors are not the customers.

The Internet still changes everything
The Internet changes your job

Distinction between internet and non-
internet companies is fading

The real wealth creation is yet to come
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