
Revenues from printed paper (including both sales and 
advertising) make up 91.6% of the total, while revenues 
from digital advertising make up just 6.3% of the total. 
However, revenues from paper advertising fell by -26.9%, 
while revenues from digital advertising grew by 32% 
during the same period.

The result is that from 2013, circulation revenues 
exceeded advertising revenues,becoming the main 
contribution of each newspaper.

The following document proposes a commercial and 
technological strategy that allows content providers, 
especially publishers and broadcasters, to activate new 
revenue streams from the distribution and sale of content 
and advertising on the web, mobile, and social networks.

In a world that continues to become more and 
more digital and where news and entertainment, 
the heart of traditional content production and 
distribution, are produced and consumed more 
and more exclusively in digital format, traditional 
publishing and broadcasting find themselves at 
a critical moment in time.

The traditional content industry perceives the urgency of 
having to make a change. However, companies in this 
sector are faced with the challenge of lack of capital and 
know-how to start or develop further their digital division 
profitably.

This document offers a possible answer to the question of 
how to achieve the most important goal of the industry: 
the monetization of the consumption of content and 
services by the digital public, that is the new readers and 
viewers.

The context: today’s traditional content market
The publishing and broadcast industries are under 
enormous pressure, as summarized by the following 
figure, which photographs the situation of the world of 
paper publishing:
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The situation is not much different from broadcast and 
Pay TV industries. The following figure illustrates the 
decline in Pay TV subscriptions, a historic moment in the 
evolution of television content consumption, to the 
advantage of Internet content distribution (OTT, i.e., Over 

The Top)

One of the main reason for such decline in revenue is the 
fact that TV audiences are shrinking, paying less and less 
attention to this medium especially among the younger 

this audience has migrated to other activities.
In Italy, Auditel 2016 data show that TV consumption by 
youngsters between 15 and 19 has fallen by 15.6% 
compared to 2015. Following the same trend, 
consumption by people between 25 to 34 has dropped by 
9.7% during the same period.

New generations prefer to communicate with videos and 
images. They want to feel part of the medium, and it is 
essential for them to share and participate. Attention is 
offered only to what they find useful or interesting. 
Despite this, and submerged by an avalanche of 
contradictory and heterogeneous information, digital 
audiences are learning to trust the opinions and 
suggestions of "digital" friends and their reference brands.

 
The evolution of traditional content providers
Until the advent of the Internet, one had to pay for 
content. Whether it was on a magazine, a TV, a cinema, a 
radio, the content had value and was purchased either 
directly by viewers or indirectly by distributors who paid 
for it through advertising which, in turn, financed the 
production of further content.

It was after Internet appeared that, first written then 
audiovisual information, started to be considered "free" 
because of its abundance and availability. The flood of 
low-cost digital content immediately available anywhere 
and at any time, such as User-Generated Content (UGC) 
for example, has obliterated the barriers that were 
protecting the content distributed through physical media 
making it more and more difficult to monetize.

At the same time, to chase new generations’ attention, 
traditional content providers are forced to move to a 
digital medium and to come up with new ways to create 
value, thus finding themselves in the midst of a digital 
"transformation."

Such “transformation” affects all areas of the business. 
New content expressly designed for digital consumption 
has to be produced and managed, together with the 
traditional assets, in a way that facilitates its distribution 
over a multi-channel infrastructure that connects website, 
mobile application, and social networks.

Further, data has to be collected and analyzed to 
segment the audience, enabling the content provider to 
offer personalized content to a registered public at a 
premium. As we saw, while digital advertising can be a 
significative revenue stream, it is no longer able to pay for 
content production. Therefore, the service has to be 
monetized directly by an audience that finds value in it 
and is interested in receiving more of it.
The goal is to restore the value of content to the point 
where the public returns to pay to access or receive it. It 
is content that keeps the brand being a reference for the 
public. It is content that attracts and creates trust which in 

turn credibly ensure the services provided are reliable, 
accurate, and professional and it is content that ultimately 
pulls in advertising revenue. Digital content is the product 
traditional publishers and broadcasters have to focus on 
to drive their transition into the digital world.

 
The evolution of advertising: from global to local
Internet advertising, due to its exact measurability and 
liquidity, has become pervasive and it is a booming 
market, especially for the part that concerns mobile 
phones.

It is also a highly competitive market with a large number 
of intermediaries that connect advertisers to inventories, 
more or less automatically. This means that there is a 
great deal of pressure on inventories’ prices which makes 
digital advertising not sufficient to finance traditional 
publishers’ and broadcasters’ content production.

Despite this, it is still a good strategy to connect one’s 
digital properties to the digital advertising network to 
generate a revenue stream in a very short term. However, 
this stream will not contribute significantly to the overall 
turnover.

To broaden this source of revenue, we suggest to 
focussing on local advertising. Local advertisers buy more 
concentrated inventories both in terms of impressions 
(small amounts of impressions often) and localization 
(over a small region) and are used to pay considerably 
higher CPMs (Cost-Per-Mille) compared to what national 
advertisers, who need much higher volumes over the 
entire country, are willing to pay.

On average, a national advertiser pays anywhere 
between €1,50 and €3,00 per CPM for display advertising 
on a website with few millions of impressions per month. 
Today, most of display advertising is sold through 
programmatic systems which further discount the 
inventory to €0,50 to €2,00 per CPM. A local advertiser, 
instead, is used to pay a minimum CPM of €4,00, up to 
€6,00 on Facebook, for the same type of display 
advertisement. Therefore, it’s a much more effective 
strategy to sell as much inventory as possible to local 
advertisers, leaving whatever remains unsold to the 
programmatic network.

Further increase in the CPM of both local and 
programmatic advertising are provided by data. The more 
the content provider knows about its audience, the more 
this information can be monetized through targeted 
advertising which rates CPMs at more than double the 
rate of regular ones.

The opportunity for traditional content providers
The good news is that traditional publishers and 
broadcasters enjoy unique assets. First and foremost, the 
trust of the reader in the accuracy and quality of the 

content produced. Second, the strong loyalty of a public 
who devotedly follows the brand, on paper or TV, over the 
years.

This audience is ready to follow its brands on digital, as 
proven by the recent successes of newspapers in the US. 
Trust and loyalty are the main assets on which traditional 
content providers need to work to grow both their 
followers and their revenues once more, even if in a 
completely different context.

These assets have been developed over the years thanks 
to the compelling content both publishers and 
broadcasters produce. Such content covers in particular 
highly segmented interests, such as the case for 
publishers, as well as highly localized sport and news, as 
in the case of broadcasters. The audience of traditional 
content providers is loyal because the content they can 
access through them is extremely relevant.

The segmentation of interests is ideal to monetize content 
and services, especially if they are distributed only by the 
traditional content provider. The localization of a sporting 
event or the news is ideal to monetize local 
advertisement.

This makes traditional content providers ideally positioned 
to achieve the two primary goals that we have identified 
as necessary to create new digital revenue streams:

• Monetize content through subscriptions
• Monetize advertisement through local advertisers and 
user data

The strategy seems clear then: as a first step, traditional 
content providers should collect and make available all 
digital content produced or collected (like UGC), through 
the internet in a way that allows it to be searched and 
consumed on any device.

Afterward, they should define a digital communication 
strategy aimed at using UGC to create a two-way 
conversation with the audience. The goal is to create 
synergy between social networks, website and traditional 
distribution media (paper or TV) that generates traffic on 
the site (which will also increase the CPM) and makes the 
public experience more engaging, personal and 
compelling.

Finally, traditional content providers should launch a 
mobile application that enables the audience to generate 
more UGC as well as to consume content and 
advertisement on mobile phones. The offer could then be 
developed further with live video, thematic and 
personalized news and channels, and eCommerce 
services.

All these services need an enabling platform that provides 
publishers with everything they need to kick off or 
accelerate their digital strategy.

The technology platform: Media Power OTT

integration with e-commerce enabled.

• Service Delivery Platform (SDP): registration and 
authentication of users; registration of devices; 
subscription management and integration with 
payment gateways; file protection with geo-blocking, 
user-blocking, and traffic-shaping; integration with 
CRM, ERP and third-party accounting software 
enabled.

We foresee three implementation phases. During the first 
phase, the content provider will be able to capture digital 
advertising, collect data from the site and social networks, 
promote the distribution of existing videos, and increase 
the production of its own or third parties videos 
(sponsored content and UGC).

During the second phase, the mobile application will be 
launched to begin to collect User-Generated content, 
which will allow a more incisive social communication and 
a bi-directional conversation with the public. During the 
third phase, monetization mechanisms will be activated 
through premium content and targeted digital advertising. 

Conclusion
The commercial and technological strategy presented in 
this document allows publishers to activate new revenue 
streams from the distribution and sale of content and 
advertising on the web, mobile, and social networks.

Media Power is the ideal partner to achieve the most 
important goal of the industry: the distribution of contents 
and services to monetize their consumption by the digital 
public, i.e., the new readers and viewers.

Fig. 1: Comparison 2012 - 2016,
Research and Study Mediobanca, 19 December 2017

generations, as the following figure shows:
In the United States, young people aged 18 to 24 watch 
less than 2 hours of TV a day. The amount of time spent 
in front of the screen for this group has dropped by 43.6% 
since 2012, which means that in the last five years, half of 

• Media Asset Manager (MAM): ingestion and 
management of digital content, video and more; 
transcoding and video file modeling; addition of 
descriptive metadata; creation of playlists, catalogs, 
and projects; editing and sharing.

• Streaming: publication of streams in multiple formats, 
on-demand and live; adaptive bitrate with bandwidth 
control; load balancing and user traffic control; 
possibility of integration of proprietary networks or 
third-party CDNs.

• Ad Server: it makes available for sale the advertising 
inventory of the network (sites, mobile application or 
video platforms) and it manages pre-, mid- and 
post-rolls; it serves online advertising in different 
formats to end users on behalf of advertisers by 
managing the planning and purchasing phases; 
publishers can share their inventory and analyze traffic 
and earnings; advertisers can manage their marketing 
campaigns.

• Mobile application and web interface: compatible 
with all browsers and mobile operating systems; 
optimal fruition depending on the bandwidth available 
and resolution required; it displays content by 
categories and galleries; watch and favorite lists for 
each user; possible integration with social networks. In 
particular, the mobile application will be able to 
generate and send high-resolution User-Generated 
content to the platform.

• Analytics: search and recommendation / 
customization engine; user profiling; integration with Ad 
Server and programmatic advertising engine; 
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mobile application, and social networks.
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offer personalized content to a registered public at a 
premium. As we saw, while digital advertising can be a 
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content production. Therefore, the service has to be 
monetized directly by an audience that finds value in it 
and is interested in receiving more of it.
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traditional publishers and broadcasters have to focus on 
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market, especially for the part that concerns mobile 
phones.

It is also a highly competitive market with a large number 
of intermediaries that connect advertisers to inventories, 
more or less automatically. This means that there is a 
great deal of pressure on inventories’ prices which makes 
digital advertising not sufficient to finance traditional 
publishers’ and broadcasters’ content production.

Despite this, it is still a good strategy to connect one’s 
digital properties to the digital advertising network to 
generate a revenue stream in a very short term. However, 
this stream will not contribute significantly to the overall 
turnover.

To broaden this source of revenue, we suggest to 
focussing on local advertising. Local advertisers buy more 
concentrated inventories both in terms of impressions 
(small amounts of impressions often) and localization 
(over a small region) and are used to pay considerably 
higher CPMs (Cost-Per-Mille) compared to what national 
advertisers, who need much higher volumes over the 
entire country, are willing to pay.

On average, a national advertiser pays anywhere 
between €1,50 and €3,00 per CPM for display advertising 
on a website with few millions of impressions per month. 
Today, most of display advertising is sold through 
programmatic systems which further discount the 
inventory to €0,50 to €2,00 per CPM. A local advertiser, 
instead, is used to pay a minimum CPM of €4,00, up to 
€6,00 on Facebook, for the same type of display 
advertisement. Therefore, it’s a much more effective 
strategy to sell as much inventory as possible to local 
advertisers, leaving whatever remains unsold to the 
programmatic network.

Further increase in the CPM of both local and 
programmatic advertising are provided by data. The more 
the content provider knows about its audience, the more 
this information can be monetized through targeted 
advertising which rates CPMs at more than double the 
rate of regular ones.

The opportunity for traditional content providers
The good news is that traditional publishers and 
broadcasters enjoy unique assets. First and foremost, the 
trust of the reader in the accuracy and quality of the 

content produced. Second, the strong loyalty of a public 
who devotedly follows the brand, on paper or TV, over the 
years.

This audience is ready to follow its brands on digital, as 
proven by the recent successes of newspapers in the US. 
Trust and loyalty are the main assets on which traditional 
content providers need to work to grow both their 
followers and their revenues once more, even if in a 
completely different context.

These assets have been developed over the years thanks 
to the compelling content both publishers and 
broadcasters produce. Such content covers in particular 
highly segmented interests, such as the case for 
publishers, as well as highly localized sport and news, as 
in the case of broadcasters. The audience of traditional 
content providers is loyal because the content they can 
access through them is extremely relevant.

The segmentation of interests is ideal to monetize content 
and services, especially if they are distributed only by the 
traditional content provider. The localization of a sporting 
event or the news is ideal to monetize local 
advertisement.

This makes traditional content providers ideally positioned 
to achieve the two primary goals that we have identified 
as necessary to create new digital revenue streams:

• Monetize content through subscriptions
• Monetize advertisement through local advertisers and 
user data

The strategy seems clear then: as a first step, traditional 
content providers should collect and make available all 
digital content produced or collected (like UGC), through 
the internet in a way that allows it to be searched and 
consumed on any device.

Afterward, they should define a digital communication 
strategy aimed at using UGC to create a two-way 
conversation with the audience. The goal is to create 
synergy between social networks, website and traditional 
distribution media (paper or TV) that generates traffic on 
the site (which will also increase the CPM) and makes the 
public experience more engaging, personal and 
compelling.

Finally, traditional content providers should launch a 
mobile application that enables the audience to generate 
more UGC as well as to consume content and 
advertisement on mobile phones. The offer could then be 
developed further with live video, thematic and 
personalized news and channels, and eCommerce 
services.

All these services need an enabling platform that provides 
publishers with everything they need to kick off or 
accelerate their digital strategy.

The technology platform: Media Power OTT

integration with e-commerce enabled.

• Service Delivery Platform (SDP): registration and 
authentication of users; registration of devices; 
subscription management and integration with 
payment gateways; file protection with geo-blocking, 
user-blocking, and traffic-shaping; integration with 
CRM, ERP and third-party accounting software 
enabled.

We foresee three implementation phases. During the first 
phase, the content provider will be able to capture digital 
advertising, collect data from the site and social networks, 
promote the distribution of existing videos, and increase 
the production of its own or third parties videos 
(sponsored content and UGC).

During the second phase, the mobile application will be 
launched to begin to collect User-Generated content, 
which will allow a more incisive social communication and 
a bi-directional conversation with the public. During the 
third phase, monetization mechanisms will be activated 
through premium content and targeted digital advertising. 

Conclusion
The commercial and technological strategy presented in 
this document allows publishers to activate new revenue 
streams from the distribution and sale of content and 
advertising on the web, mobile, and social networks.

Media Power is the ideal partner to achieve the most 
important goal of the industry: the distribution of contents 
and services to monetize their consumption by the digital 
public, i.e., the new readers and viewers.

Fig. 2: Comparison 2012 - 2016, 
Research and Study Mediobanca, 19 December 2017

Fig. 3: 2017 registers the first time in which 
Pay TV revenues decreased at a global level

Fig. 4: Young people follow less and less TV

generations, as the following figure shows:
In the United States, young people aged 18 to 24 watch 
less than 2 hours of TV a day. The amount of time spent 
in front of the screen for this group has dropped by 43.6% 
since 2012, which means that in the last five years, half of 

• Media Asset Manager (MAM): ingestion and 
management of digital content, video and more; 
transcoding and video file modeling; addition of 
descriptive metadata; creation of playlists, catalogs, 
and projects; editing and sharing.

• Streaming: publication of streams in multiple formats, 
on-demand and live; adaptive bitrate with bandwidth 
control; load balancing and user traffic control; 
possibility of integration of proprietary networks or 
third-party CDNs.

• Ad Server: it makes available for sale the advertising 
inventory of the network (sites, mobile application or 
video platforms) and it manages pre-, mid- and 
post-rolls; it serves online advertising in different 
formats to end users on behalf of advertisers by 
managing the planning and purchasing phases; 
publishers can share their inventory and analyze traffic 
and earnings; advertisers can manage their marketing 
campaigns.

• Mobile application and web interface: compatible 
with all browsers and mobile operating systems; 
optimal fruition depending on the bandwidth available 
and resolution required; it displays content by 
categories and galleries; watch and favorite lists for 
each user; possible integration with social networks. In 
particular, the mobile application will be able to 
generate and send high-resolution User-Generated 
content to the platform.

• Analytics: search and recommendation / 
customization engine; user profiling; integration with Ad 
Server and programmatic advertising engine; 
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The opportunity for traditional content providers
The good news is that traditional publishers and 
broadcasters enjoy unique assets. First and foremost, the 
trust of the reader in the accuracy and quality of the 

content produced. Second, the strong loyalty of a public 
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proven by the recent successes of newspapers in the US. 
Trust and loyalty are the main assets on which traditional 
content providers need to work to grow both their 
followers and their revenues once more, even if in a 
completely different context.

These assets have been developed over the years thanks 
to the compelling content both publishers and 
broadcasters produce. Such content covers in particular 
highly segmented interests, such as the case for 
publishers, as well as highly localized sport and news, as 
in the case of broadcasters. The audience of traditional 
content providers is loyal because the content they can 
access through them is extremely relevant.

The segmentation of interests is ideal to monetize content 
and services, especially if they are distributed only by the 
traditional content provider. The localization of a sporting 
event or the news is ideal to monetize local 
advertisement.

This makes traditional content providers ideally positioned 
to achieve the two primary goals that we have identified 
as necessary to create new digital revenue streams:

• Monetize content through subscriptions
• Monetize advertisement through local advertisers and 
user data

The strategy seems clear then: as a first step, traditional 
content providers should collect and make available all 
digital content produced or collected (like UGC), through 
the internet in a way that allows it to be searched and 
consumed on any device.

Afterward, they should define a digital communication 
strategy aimed at using UGC to create a two-way 
conversation with the audience. The goal is to create 
synergy between social networks, website and traditional 
distribution media (paper or TV) that generates traffic on 
the site (which will also increase the CPM) and makes the 
public experience more engaging, personal and 
compelling.

Finally, traditional content providers should launch a 
mobile application that enables the audience to generate 
more UGC as well as to consume content and 
advertisement on mobile phones. The offer could then be 
developed further with live video, thematic and 
personalized news and channels, and eCommerce 
services.

All these services need an enabling platform that provides 
publishers with everything they need to kick off or 
accelerate their digital strategy.

The technology platform: Media Power OTT

integration with e-commerce enabled.

• Service Delivery Platform (SDP): registration and 
authentication of users; registration of devices; 
subscription management and integration with 
payment gateways; file protection with geo-blocking, 
user-blocking, and traffic-shaping; integration with 
CRM, ERP and third-party accounting software 
enabled.

We foresee three implementation phases. During the first 
phase, the content provider will be able to capture digital 
advertising, collect data from the site and social networks, 
promote the distribution of existing videos, and increase 
the production of its own or third parties videos 
(sponsored content and UGC).

During the second phase, the mobile application will be 
launched to begin to collect User-Generated content, 
which will allow a more incisive social communication and 
a bi-directional conversation with the public. During the 
third phase, monetization mechanisms will be activated 
through premium content and targeted digital advertising. 

Conclusion
The commercial and technological strategy presented in 
this document allows publishers to activate new revenue 
streams from the distribution and sale of content and 
advertising on the web, mobile, and social networks.

Media Power is the ideal partner to achieve the most 
important goal of the industry: the distribution of contents 
and services to monetize their consumption by the digital 
public, i.e., the new readers and viewers.

generations, as the following figure shows:
In the United States, young people aged 18 to 24 watch 
less than 2 hours of TV a day. The amount of time spent 
in front of the screen for this group has dropped by 43.6% 
since 2012, which means that in the last five years, half of 

• Media Asset Manager (MAM): ingestion and 
management of digital content, video and more; 
transcoding and video file modeling; addition of 
descriptive metadata; creation of playlists, catalogs, 
and projects; editing and sharing.

• Streaming: publication of streams in multiple formats, 
on-demand and live; adaptive bitrate with bandwidth 
control; load balancing and user traffic control; 
possibility of integration of proprietary networks or 
third-party CDNs.

• Ad Server: it makes available for sale the advertising 
inventory of the network (sites, mobile application or 
video platforms) and it manages pre-, mid- and 
post-rolls; it serves online advertising in different 
formats to end users on behalf of advertisers by 
managing the planning and purchasing phases; 
publishers can share their inventory and analyze traffic 
and earnings; advertisers can manage their marketing 
campaigns.

• Mobile application and web interface: compatible 
with all browsers and mobile operating systems; 
optimal fruition depending on the bandwidth available 
and resolution required; it displays content by 
categories and galleries; watch and favorite lists for 
each user; possible integration with social networks. In 
particular, the mobile application will be able to 
generate and send high-resolution User-Generated 
content to the platform.

• Analytics: search and recommendation / 
customization engine; user profiling; integration with Ad 
Server and programmatic advertising engine; 
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Revenues from printed paper (including both sales and 
advertising) make up 91.6% of the total, while revenues 
from digital advertising make up just 6.3% of the total. 
However, revenues from paper advertising fell by -26.9%, 
while revenues from digital advertising grew by 32% 
during the same period.

The result is that from 2013, circulation revenues 
exceeded advertising revenues,becoming the main 
contribution of each newspaper.

White Paper: The Digital Transformation of Publishing and Broadcast

The following document proposes a commercial and 
technological strategy that allows content providers, 
especially publishers and broadcasters, to activate new 
revenue streams from the distribution and sale of content 
and advertising on the web, mobile, and social networks.

In a world that continues to become more and 
more digital and where news and entertainment, 
the heart of traditional content production and 
distribution, are produced and consumed more 
and more exclusively in digital format, traditional 
publishing and broadcasting find themselves at 
a critical moment in time.

The traditional content industry perceives the urgency of 
having to make a change. However, companies in this 
sector are faced with the challenge of lack of capital and 
know-how to start or develop further their digital division 
profitably.

This document offers a possible answer to the question of 
how to achieve the most important goal of the industry: 
the monetization of the consumption of content and 
services by the digital public, that is the new readers and 
viewers.

The context: today’s traditional content market
The publishing and broadcast industries are under 
enormous pressure, as summarized by the following 
figure, which photographs the situation of the world of 
paper publishing:

The situation is not much different from broadcast and 
Pay TV industries. The following figure illustrates the 
decline in Pay TV subscriptions, a historic moment in the 
evolution of television content consumption, to the 
advantage of Internet content distribution (OTT, i.e., Over 

The Top)

One of the main reason for such decline in revenue is the 
fact that TV audiences are shrinking, paying less and less 
attention to this medium especially among the younger 

this audience has migrated to other activities.
In Italy, Auditel 2016 data show that TV consumption by 
youngsters between 15 and 19 has fallen by 15.6% 
compared to 2015. Following the same trend, 
consumption by people between 25 to 34 has dropped by 
9.7% during the same period.

New generations prefer to communicate with videos and 
images. They want to feel part of the medium, and it is 
essential for them to share and participate. Attention is 
offered only to what they find useful or interesting. 
Despite this, and submerged by an avalanche of 
contradictory and heterogeneous information, digital 
audiences are learning to trust the opinions and 
suggestions of "digital" friends and their reference brands.

 
The evolution of traditional content providers
Until the advent of the Internet, one had to pay for 
content. Whether it was on a magazine, a TV, a cinema, a 
radio, the content had value and was purchased either 
directly by viewers or indirectly by distributors who paid 
for it through advertising which, in turn, financed the 
production of further content.

It was after Internet appeared that, first written then 
audiovisual information, started to be considered "free" 
because of its abundance and availability. The flood of 
low-cost digital content immediately available anywhere 
and at any time, such as User-Generated Content (UGC) 
for example, has obliterated the barriers that were 
protecting the content distributed through physical media 
making it more and more difficult to monetize.

At the same time, to chase new generations’ attention, 
traditional content providers are forced to move to a 
digital medium and to come up with new ways to create 
value, thus finding themselves in the midst of a digital 
"transformation."

Such “transformation” affects all areas of the business. 
New content expressly designed for digital consumption 
has to be produced and managed, together with the 
traditional assets, in a way that facilitates its distribution 
over a multi-channel infrastructure that connects website, 
mobile application, and social networks.

Further, data has to be collected and analyzed to 
segment the audience, enabling the content provider to 
offer personalized content to a registered public at a 
premium. As we saw, while digital advertising can be a 
significative revenue stream, it is no longer able to pay for 
content production. Therefore, the service has to be 
monetized directly by an audience that finds value in it 
and is interested in receiving more of it.
The goal is to restore the value of content to the point 
where the public returns to pay to access or receive it. It 
is content that keeps the brand being a reference for the 
public. It is content that attracts and creates trust which in 

turn credibly ensure the services provided are reliable, 
accurate, and professional and it is content that ultimately 
pulls in advertising revenue. Digital content is the product 
traditional publishers and broadcasters have to focus on 
to drive their transition into the digital world.

 
The evolution of advertising: from global to local
Internet advertising, due to its exact measurability and 
liquidity, has become pervasive and it is a booming 
market, especially for the part that concerns mobile 
phones.

It is also a highly competitive market with a large number 
of intermediaries that connect advertisers to inventories, 
more or less automatically. This means that there is a 
great deal of pressure on inventories’ prices which makes 
digital advertising not sufficient to finance traditional 
publishers’ and broadcasters’ content production.

Despite this, it is still a good strategy to connect one’s 
digital properties to the digital advertising network to 
generate a revenue stream in a very short term. However, 
this stream will not contribute significantly to the overall 
turnover.

To broaden this source of revenue, we suggest to 
focussing on local advertising. Local advertisers buy more 
concentrated inventories both in terms of impressions 
(small amounts of impressions often) and localization 
(over a small region) and are used to pay considerably 
higher CPMs (Cost-Per-Mille) compared to what national 
advertisers, who need much higher volumes over the 
entire country, are willing to pay.

On average, a national advertiser pays anywhere 
between €1,50 and €3,00 per CPM for display advertising 
on a website with few millions of impressions per month. 
Today, most of display advertising is sold through 
programmatic systems which further discount the 
inventory to €0,50 to €2,00 per CPM. A local advertiser, 
instead, is used to pay a minimum CPM of €4,00, up to 
€6,00 on Facebook, for the same type of display 
advertisement. Therefore, it’s a much more effective 
strategy to sell as much inventory as possible to local 
advertisers, leaving whatever remains unsold to the 
programmatic network.

Further increase in the CPM of both local and 
programmatic advertising are provided by data. The more 
the content provider knows about its audience, the more 
this information can be monetized through targeted 
advertising which rates CPMs at more than double the 
rate of regular ones.

The opportunity for traditional content providers
The good news is that traditional publishers and 
broadcasters enjoy unique assets. First and foremost, the 
trust of the reader in the accuracy and quality of the 

content produced. Second, the strong loyalty of a public 
who devotedly follows the brand, on paper or TV, over the 
years.

This audience is ready to follow its brands on digital, as 
proven by the recent successes of newspapers in the US. 
Trust and loyalty are the main assets on which traditional 
content providers need to work to grow both their 
followers and their revenues once more, even if in a 
completely different context.

These assets have been developed over the years thanks 
to the compelling content both publishers and 
broadcasters produce. Such content covers in particular 
highly segmented interests, such as the case for 
publishers, as well as highly localized sport and news, as 
in the case of broadcasters. The audience of traditional 
content providers is loyal because the content they can 
access through them is extremely relevant.

The segmentation of interests is ideal to monetize content 
and services, especially if they are distributed only by the 
traditional content provider. The localization of a sporting 
event or the news is ideal to monetize local 
advertisement.

This makes traditional content providers ideally positioned 
to achieve the two primary goals that we have identified 
as necessary to create new digital revenue streams:

• Monetize content through subscriptions
• Monetize advertisement through local advertisers and 
user data

The strategy seems clear then: as a first step, traditional 
content providers should collect and make available all 
digital content produced or collected (like UGC), through 
the internet in a way that allows it to be searched and 
consumed on any device.

Afterward, they should define a digital communication 
strategy aimed at using UGC to create a two-way 
conversation with the audience. The goal is to create 
synergy between social networks, website and traditional 
distribution media (paper or TV) that generates traffic on 
the site (which will also increase the CPM) and makes the 
public experience more engaging, personal and 
compelling.

Finally, traditional content providers should launch a 
mobile application that enables the audience to generate 
more UGC as well as to consume content and 
advertisement on mobile phones. The offer could then be 
developed further with live video, thematic and 
personalized news and channels, and eCommerce 
services.

All these services need an enabling platform that provides 
publishers with everything they need to kick off or 
accelerate their digital strategy.

The technology platform: Media Power OTT

integration with e-commerce enabled.

• Service Delivery Platform (SDP): registration and 
authentication of users; registration of devices; 
subscription management and integration with 
payment gateways; file protection with geo-blocking, 
user-blocking, and traffic-shaping; integration with 
CRM, ERP and third-party accounting software 
enabled.

We foresee three implementation phases. During the first 
phase, the content provider will be able to capture digital 
advertising, collect data from the site and social networks, 
promote the distribution of existing videos, and increase 
the production of its own or third parties videos 
(sponsored content and UGC).

During the second phase, the mobile application will be 
launched to begin to collect User-Generated content, 
which will allow a more incisive social communication and 
a bi-directional conversation with the public. During the 
third phase, monetization mechanisms will be activated 
through premium content and targeted digital advertising. 

Conclusion
The commercial and technological strategy presented in 
this document allows publishers to activate new revenue 
streams from the distribution and sale of content and 
advertising on the web, mobile, and social networks.

Media Power is the ideal partner to achieve the most 
important goal of the industry: the distribution of contents 
and services to monetize their consumption by the digital 
public, i.e., the new readers and viewers.

generations, as the following figure shows:
In the United States, young people aged 18 to 24 watch 
less than 2 hours of TV a day. The amount of time spent 
in front of the screen for this group has dropped by 43.6% 
since 2012, which means that in the last five years, half of 

• Media Asset Manager (MAM): ingestion and 
management of digital content, video and more; 
transcoding and video file modeling; addition of 
descriptive metadata; creation of playlists, catalogs, 
and projects; editing and sharing.

• Streaming: publication of streams in multiple formats, 
on-demand and live; adaptive bitrate with bandwidth 
control; load balancing and user traffic control; 
possibility of integration of proprietary networks or 
third-party CDNs.

• Ad Server: it makes available for sale the advertising 
inventory of the network (sites, mobile application or 
video platforms) and it manages pre-, mid- and 
post-rolls; it serves online advertising in different 
formats to end users on behalf of advertisers by 
managing the planning and purchasing phases; 
publishers can share their inventory and analyze traffic 
and earnings; advertisers can manage their marketing 
campaigns.

• Mobile application and web interface: compatible 
with all browsers and mobile operating systems; 
optimal fruition depending on the bandwidth available 
and resolution required; it displays content by 
categories and galleries; watch and favorite lists for 
each user; possible integration with social networks. In 
particular, the mobile application will be able to 
generate and send high-resolution User-Generated 
content to the platform.

• Analytics: search and recommendation / 
customization engine; user profiling; integration with Ad 
Server and programmatic advertising engine; 


