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INTRODUCTION

While convergence has been conducted more and more widely in the media industry since the last century, academic studies in this issue remain limited and scattered. Some studies suggest that a successful convergence model is where one journalist can present his news on all available platforms. Some are very cautious about newsroom organization as well as convergence strategy. Some are very possitive about efficiency of convergence in enhancing operation of involving partners. Some do not find significant efficency. Some even question the definition of journalism in the convergence era. There is not yet a unified definition of convergence, not to mention of any agreement on convergence outcomes. In the meantime, media practioners are still looking for ideal models of convergence. 

The variety of academic study outcomes of convergence reflects the variety of convergence practices in various contexts. This is a very contextualized practice that engage and depends on all factors in the media industry, from finance to politics, from company organization to newsroom culture, from reading practice in local market to technology in this globalized world. Consequently, seeking one-side-fit-all model for convergence practice is impossible. 

However, it is advisable for pracitioners to know convergence experiences of other   companies to pick up what they think to be useful for their own convergence practices. Case studies, thus, are very valuable in this issue. There should be as many case studies on media convergence as possible to provide practioners with insights of the practices elsewhere in the world. And probably, when there are enough case studies, some further theoretical studies in this issue are possible. 

This research is done by a media practioner for a practical need. Vietnam Economic Times, a media company in Vietnam with seven regular publications and lots of supplements, where I am working, is conducting some initial steps of combining its separated groups of journalists in its different publications, including print publication and a website, into one unified group of journalists in order to make its publications more complimentary to one another and to make its journalists work more efficiently. I am interested in understanding how the convergence between printed media and online media has been done elsewhere in the world to learn practical experiences for a successful convergence in my media company. On coming to Singapore for three months, from February 1 to April 25, 2009, under the Asian Journalism Fellowship, I would like to take this opportunity to learn convergence  experience in Singapore and international media based in this island. 

This is a  a comparative case study between print-online convergence practices in The Wall Street Journal (WSJ) and The Straits Times (ST). The earlier one is a leading publication on business news in the world. The later one is the biggest publication on almost all issues in Singapore and is trying to reach to regional market. Both of them have been running their news website after being very successful in their print daily newspaper. Both of them are generating revenue from their websites, though at different level of profit making. 

The main research question is on quantifying content sharing pattern between the print and online platforms in those cases. One of reasons for the failures of several big media companies has been about not finding the right patterns for content sharing. While all media companies are proactively or reactively going online, many fail to make any revenue out of their website. Many websites contribute to the death of their older brother  - their print newspaper, and even their mother company. How have WSJ and ST been doing with content sharing to reach their current successes in finance and brand promotion?

Again the question cannot be examined from purely professional perspective. It must be examined within the whole business strategy of the mother company within the specific context of their targeted market. Thus, this research includes content analyses of both platforms of the two companies and content sharing pattern analyses in contexts. The outcomes are expected to include content sharing patterns in the two cases and explanations for the patterns. They are expected to be useful for my company to learn the practices for its own convergence strategy.  

LITERATURE REVIEWS AND DEFINITION

Researches on media convergence so far suggest many different models and levels of the convergence (Dailey et al. 2005,Quinn and Filak 2005, Dupagne and Garrison 2006). Convergence can be cooperation or joint venture among different companies which produce different media products and promote them on one another's platforms before cooperating more closely in production and businesses. Convergence can also be among different platforms of one media company as a way of consolidating and developing business in facing severer competitions from other media companies and the booming of online information release. Convergence can be in cross -media and cross-platform advertisement, brand promotion, news production, delivery and management. Convergence used be among traditional platforms, including printed newspaper, radio and television. It is now mainly between or among all those traditional platforms with the latest platform – the Internet or online media. 

Because of time and human resource limits, this research only focuses on content convergence of a newspaper and a website within one media company. The term of media convergence or convergence in this research means shared and complementary contents on printed and online platforms of one media company.   

There are already some case studies on media convergence with focuses on content production process. By comparing convergence experience in two media groups in Spain, Jose Alberto Garcia Aviles and Miguel Carvajal suggest two models of convergence, including integrated convergence , 

and cross-media convergence (Aviles and Carvajal 2008). The convergence cases involve printed newspaper, radio, television and a little bit of websites within two groups. While not concluding which model is better than the other, the authors highlight the complexity in restructing production process and renovating newsroom culture, which must be noticed and solved for success convergence.

“The implementation of any model of newsroom convergence meets a complex reality of structural constraints and difficult cooperative practices.” (Aviles and Carvajal 2008, p237) 

In a similar effort of comparing convergence experience in two media in South Africa, Peter Verweij found that convergence has changed working habit of both journalists and editors and enhance the limits of decision making in news production (Verweij 2009).  Journalists are found to be changing from soloists for only one platform to team players for several different platforms. Editors have more choices on which platforms are for news presentation. News contents are leading in deciding what is news in converged newsrooms, not the medium. He also comes up with several suggestions for a successful convergent newsroom. 

“First of all, the newsroom should be open; an open space where the sliding doors create smaller, contained spaces could work well. Second, a well-tested production system is vital. Third, working with teams of reporters, in which each has an assigned role, is the only way to get pre-purpose stories off the ground and also to make the first step towards converged journalism. Joint newsroom meetings where decisions on news selection and production takes place are essential, not only once a day but continuously, because of the rolling deadlines of production. Fourth, the creation of a central multi-media desk or news hub is an important visible sign and centre for converged production. Fifth, all reporters must be well trained in the workflow or shared production system, but must above all be aware that they are working for different news platforms and not for a single one. Finally, training of reporters must not be on the level of technology or ICT skills but on storytelling for different platforms so that they can shift between media and use their journalistic skills on all platforms.” (Verweij 2009, p86)

The case study, conducted by Michel Dupagne and Bruce Garrison, on television – newspaper – website convergence in Tampar News Center in the US also suggests several changes in newsroom culture and practices and new skills required for journalists to operate in a multi-platform media company (Durpage and Garrison 2006). 

For the specific interest in print-online convergence in this research, it is firstly noticed that those cases studies do not focus enough on the online platform, even not as much as they did with other traditional platforms. Online media in those case either have not been developed well enough to be considered as an efficient platform or researchers simply neglect them. A wide review of outcomes of media convergence cases in the US conducted by Ben Scott (Scott 2006) points out that the emergence of online media and media convergence not only launch new products but also affect the production and quality of  traditional media. 

Those researches mainly use the methods of observing newsrooms and interviewing journalists and editors within a short time to find out their progresses and obstacles in organizing the converged newsrooms. They reveal  feelings and technical problems in converged newsrooms. However, those researches do not reveal the main convergence strategies of those media organizations. 

How much are news shared and run on each platform to make print and online media both complement and identical from each other is a strategic question which those researches have not yet answered. It is very popular now to know that in a print – online converged newsroom, when an event happens, first breaking news is firstly run on the website, then  on the newspaper. Yet, many experiements in converging print-online products have failed because of not working out their right level of sharing news among platforms (Scott 2006). Merely observing the newsrooms and interviewing journalists and editors about how they feel about works and conduct human resource management in converged newsroom cannot answer this strategic question. 

However, their research designs of comparing convergence practices between two companies bring about sharper arguments and the recognition that media convergence practices are very contextual.  What is done well in a certain context might not as efficient in other contexts. This design is also adopted in this research with expect to bring about clearer suggestions for my company in its convergence practice. 

RESEARCH DESIGN

Research questions: 

This research will focus on finding answers for the hanging question about content convergence strategy. Specific research questions include:  

1. How much contents are shared between print and online platforms?

2. How much the two platforms are similar and different among one another? 

3. Why does the media company work out such convergence strategies?  

This research is designed to seek those answers through a comparative case study of convergence experience in The Straits Times (ST) and The Wall Street Journal (WSJ), between their online and print newspapers. 

The two media have been chosen for this research because both of them have launched their online versions after having settled their position in the printed media market, which is very similar to the case in my company. They also share some important similarities to make level foundations for the comparison.

Firstly, the two groups have similarly long history of operation, thus they should have similarly good experience in journalism and networks to conduct convergence. The ST started in 1845 while Dow Jones & Company, the owner of WSJ is dated back in 1882 and the newspaper was firstly launched in 1889. Now the Singapore Press Holdings, the owner of the ST, has around 3,000 full-time staff while Dow Jones has around 7,000 full-time staff. 

Secondly, the ST and the WSJ are assumed to have strong finance to support any convergence ideas. Though there is no specific figure to accurately compare their finances, it is obvious that both of them are not short of finance for convergence projects. The Singapore Press Holdings, the owner of the ST,  is the fifth biggest media company in the world. Meanwhile the WSJ has been expanding its operation worldwide and is one of leading media for business. This assumption aims to clear away ideas that their convergence plans and efforts are limited and firstly driven by financial shortage. However, it does not exclude the possibility that managers of the two groups do aim to squeeze more profit from cutting costs, thus affecting the ways convergence is conducted within their media. 

Thirdly, the two media companies are targeting readers in similar geography. The ST is reaching out to English-educated readers inside and outside Singapore, firstly to Singapore's neighbouring countries in the Southeast Asia. The WSJ has introduced a specific version for English-language readers in Asia. As many countries in Asia and Southeast Asia are not English-speaking countries, the targeted reader groups of the two media have reached certain levels of education, which imply certain similar starting points in their news and information demands and skills to access new media platforms and keep their differences in news reading and consuming culture to limited level which should not affect their choices on media products.

Fourthly, they are assumed to have got certain levels of political supports to conduct their convergence plans. The evidence is that both websites and printed media have been operating uninterruptedly for some time. However, this assumption does not exclude the possibility that there are some certain political influences, either from governments and/or businesses, on what news and how news are being reported and analysed on the media, which certainly affect the media quality. The research will also consider this factor. 

Methods: 

The first two research questions dictate that the main methodology for finding their answers are mainly quantitative in combination with qualitative. The last question can be answer by qualitative method. Thus this research is a combination of quantitative and qualitative methods and qualitative method is the main one. 

The main research methods include:

1. To answer the first and second questions, I will analyzing contents to the two daily newspapers, including The Straits Times and The Wall Street Journal, and the two websites, including http://www.straitstimes.com and http://www.wsj.com (Asia edition). One constructive week is dedicated for following the paper and the website of one company. The constructive weeks (Monday to Friday) is from March 14 to April 9. 

a. Step 1: Observing news presentation patterns of the two websites on one day to find out how news are updated on the platform. This step aims to facilitate the timing for comparing contents of between online and the newspaper in the next days. In this step, observation and notices are also made on the format and facilities of the website to consider how convenient it is for readers to use the website. 

b. Step 2: Counting the number of articles on the newspaper which are about the same news with those on the website on the same day and the number of articles which are not. I then count the number of articles on the website which do not appear on the newspaper. The numbers are then counted into percentages of the total numbers of news and stories on their platform on that day. 

c. Step 3: Among articles which appear on both platforms, I observe and notice their similarities and differences in content. The result is then summerize into the number of articles with the same contents on both platforms and the number of article about the same news but with different contents on the two platforms and how different they are. The numbers are then counted into percentages of the total numbers of news and stories on their platform on that day.

d. Step 4: At the end of the constructive week, the records of six days' results are then add up and divide to five (Monday to Friday) to find out the medium ratio of content sharing patterns between the two platforms. 

2. To answer the third question, the content sharing patterns are then analyzed and discussed within the social and business contexts of the two companies to understand why the pattern is done in certain ways. Ideally, it is made clearer by an interview with a senior manager in editorial projects of the company. 

FINDINGS

Case 1: The Wall Street Journal (WSJ) 

1. Website: http://www.wsj.com (Asia edition)

· News updated constantly. Firstly, a headline appears as breaking news running on top of the page, then a short news is released in some 10 – 15 minutes in Latest Headlines, running on top of the page, before a fuller article with more details, backgrounds and analyses is published. The technique of shirttail - keeping certain part of the story, particularly backgrounds while adding new details and analysis along with the new developments – is widely deployed to ensure the continuity of story. The story may then be further followed up and developed in the next day. 

· There are constantly over 350 headlines, including news, stories in text and videos, on the website. However, only around 150 news, stories and videos are updated on one day. The remaining are news and stories on previous days are still on the website until new news and stories add up to push them to the achieve. One news/story can be listed in two or three categories. Sometime, there are two reports on one news by two reporters or one issue can be followed up by two groups of reporters. 

· Of the total articles on the website, around 250 articles are about business, market, technology and economic policies. The rest is about political and life&style issues and opinions.  

· Around 55 out of over 350 articles on the website are for subscribers only. The subscription fee is USD103 per year. The rest (300 articles) is free for all readers. The Markets category is the one carrying the biggest number of articles for subscribers only, around 24 out of around 70 articles in the category. It is followed by the Business and Tech categories, with around 10 – 20 exclusive articles out of 65 – 70 articles in each categories. The Opinion category is the one with the smallest number of exclusive article, none out of around 50. It is followed by the World and Life&Style categories, each of which has only 1 – 5 exclusive articles among its 35 – 90 articles. 

· Only around 65 per cents of newly-updated news and stories on the website are then turned into news on the newspaper (Asia edition, issued in Singapore) on the same day or the very next day because the website has news update 24 hours a day from all over the world. The remaining 35 per cents, including videos, follow-up of big news, interviews, opinions, life&style news, are left for the newspaper on a later day or never appear on the newspaper. Exceptionally, in some case, one video of an important speech or a video interview is then transcripted into text for the newspaper several days after the video is uploaded on the website. That is the case of  a video speech of Mr Timothy Geither, Secretary of the US Treasury, which was then transcripted into an article on the newspaper three days later. 

· Articles on the websites are not particularly good in presenting balance and diversity in viewpoints. In many cases, just one or two voices are presented in one article. However, as one news or story can be updated several times, more balance and diversity in viewpoints can be seen if readers keep following up the updates on the website. 

· Interactive: email byline, contact us, comments

· Multimedia: video, photo, graphics, map, links to other stories (many), links to 15 other websites

· User friendly services: News alerts, list of top stories, e-commerce, search engines, achieves, story clippings

· Additional delivery channels: email, printer friendly, order reprints, Yahoo!Buzz, Facebook, MySpace, Linkedln, Digg, del.icio.us, NewsVine StumbleUpon, Mixx, mobile,Twitter, RSS

· Comments: 

· The website has instant and round-clock news updates from different parts of the world. Readers really have to keep going back to see new story developments because news are updated constantly. Otherwise, they have to subscribe for news feeds RSS or newsletters to keep being updated on news. The website's constant updates on market indexes and foreign exchange rates are considered to be useful to business people. 

· Though the reporting style of the WSJ is very straightforward, some stories are just too long for online reading. They can exceed 2,500 words each. 

· The website has lots of links to achieves, multimedia and even other websites.  It has various distribution channels. It allows wide news tracking and interactiveness.  

· The website looks very busy. It is quite overwhelmed to navigate specific news among the massive headline lists on the website. 

2. The print newspaper The Wall Street Journal (Asia edition)

· There are 60 – 70 news and stories on the newspaper each day. 90 per cents of them are about business and economics. 10 per cent of them are about politics. Exceptionally, the Friday issue includes a separate insert  on life & style. 

· Around 50 per cent of the news and stories on the newspaper are published on the website of http://www.wsj.com on the day before the newspaper is released, usually in the afternoon and evening of that day. Some 38 per cent are on the website on the same day of the newspaper, still before the newspaper is released. The rest, 12 per cent are on the website some days before the newspaper, between 2-4 days, and on other edition of the website (Europe and America editions). 

· All exclusive news and stories for the website subscribers are on the newspaper. However, some big stories are delayed for the newspaper until some days after it is presented on the website. For example, the story of 

· While news are constantly updated on the website, only full-detail versions of the reports on the website are published on the newspaper.

· Around 61 per cent of news and stories on the newspaper have the same content as the full-detail articles on the website. They include 40 per cent with the same headlines and standfirsts (if exist) and 21 per cent with different headlines and standfirsts. They are all written by the same reporter(s). 

· Some 27 per cent of news and stories on the newspaper have different contents, headlines and standfirsts (if exist) against the reports on the same issues on the website. The content differences are mainly in the concluding part of the news/stories – the tail. Basically, the main contents of the news/stories on the two platforms are just the same to every word but the tail is added or cut out to fit the space on the newspaper. In some case, however, there are obvious efforts to make the two versions particularly different by adding or cutting details in the middle of the news/story and rewriting the whole article. They are reported by the same reporter(s). 

· Some 12 per cent of news and stories on the newspaper either are not published on the website or are reported in totally different manner by the same or different reporter(s). 

· Typically, one big issue can be reported and updated several times on the website before a refined report, which combines and refines details and arguments of various versions on the website into one report, is published on the newspaper. For example, the case of Chinese government rejecting Coca Cola's proposal to buy Huiyuan fruit juice company in China in the middle of March 2009. In the afternoon of March 18, 2009, a breaking news appeared on the website informing that Beijing had rejected the proposal. In the evening of March 18, 2009 (7pm in Singapore), a short report with some details on the deal proposal and the refusal is published on the website, with a small picture of Huiyuan's juice bottles. In the morning of March 19, a much longer report with lots of new details about the refusal and the deal is published on both the newspaper and the website. The full report also has a new picture of Coke's automatic selling machines and diagrams and charts about the juice market in China and M&A deals in Asia Pacific and China. They were all written by the same two journalists. Another report including opinions and analyses of possible consequences of the refusal was published on the website in the afternoon March 19, which was then put on the newspaper on March 20. One journalist in the previous report teamed up with another journalist to make the second report.  

· Generally, the website presents more updated versions of news than the newspaper. However, in some cases, the newspaper presents more a updated version of a news than the one on the website. It looks like the last-minute production. For instant, the reports of “Pulte agrees to acquire Centex” and “Talks held over Lacroix stake” on Page 4, The Wall Street Journal (Asia edition) on April 9, included more updated information than the reports on the same issues on the website on the same day. 

· It is not the case that whatever top story on the website is the biggest and top story on the paper the next day. Usually, the top story on the website is placed somewhere in the middle of the newspaper on the next day. 

· Comments: 

· The paper appears to be for business people who need to keep track of what happenning in the world with their specific interest in economic and business issues. However, those people do not need instant news updates and have been accustomed to reading on paper.

· While all stories are quite balanced and diversed in terms of opinion presentation, the voices of independent economists and ordinary people are those least presented, even in macro economic or socio economic issues. The opinions of business people and State officials in charged of economic issues are those most presented. 

· It is quite tricky to buy the newspaper on streets in Singapore. It is only for sale in the centre of the country where lots of foreigners live and work. 

3. Discussions on the case of The Wall Street Journal

· It is obvious that the newspaper and the website are for business people because news on business, market, technology and economic policies cover over 70 per cents of the total number of articles on the website and over 85 per cent of articles on the newspaper. In both platforms, the styles of strait-forward reporting, full of analysing news and discussing issues are rather strong. One news, though on the website or the newspaper, rarely has only one source. 

· The website is richer than the newspaper in terms of linkages, multimedia, achieves, which faciliates extensive tracking of news. The website also presents more news than the newspaper. In the newspaper, meanwhile, it is easier to read and navigate news than the website. 

· The website provides instant news updates 24 hours a day. The newspaper provides more refined and fuller details news and stories in traditionally presentable manner. Presentation is still a strong point of the newspaper against the website. Personally, I feel easier to control my reading on the newspaper than navigating news for my interests among the massive headline lists on the website.   

· While the mass majority (88 per cent) of news and stories on the newspaper is published on the website on the same and just previous day, the newspaper look rather identical from the website because 48 per cent of its news and stories carry different headlines and standfirst and have different contents against those on the website and 12 per cent of news and stories  on the paper are not on the website
, sometimes including stories on the front page of the newspaper. 

· The two platforms have different priorities in selecting and presenting news. For the website, instance and immediacy appear to be the top priority. For the paper, balance and selectiveness are more highlighted. In terms of content, these are recognizable efforts in the WSJ to make the two platforms identical and make use of their advantages. The website is for people who need instant news updates and extensive news tracking and are used to reading on screen. The newspaper is for people who do not need immediate news update and are used to reading on paper. They match the fragmentation of the readers' reading practice and news consumption habits in the era of Internet (Kolodzy 2009, p38-47).

· However, when going into very details of news and stories, it is obvious that 88 per cents of the news and stories on the newspaper have very similar contents to those on the website. In terms of economical value and access, the website may be  a more attractive option to readers than the newspaper. Its subscription fee (USD103 per year) is lower than the retail cost of the newspaper (USD675 per year). Readers can access to the website for instant news, extensive achieves, community and linkages wherever the Internet and computer exist while it can be quite difficult to buy the newspaper on Singapore streets. In these terms, the proliferation of the website is a threat to the existence of the newspaper. 

· The above developments of the two platforms should be placed in the context that WSJ is a U.S. - based media. Though its Asia edition is deliberately for Asia, its development strategy may bear core features of U.S. -based strategy. As in the U.S. and Europe, print media is seen losing out against the expansion of online media, the general development strategy of WSJ is probably moving strongly from the paper to the website. Beside, because of businesses are increasingly globalized, people are probably want to be able to access business news about every corner of the world from anywhere. So, going online is probably a more suitable strategy now for WSJ than clinging to the newspaper. Moreover, as WSJ's focus is on business news, which is very salable to business people, it can make people buy its exclusive news online. This business has become very possible and secured with the development of online-payment strategy.    

· It is obvious that there is one converged newsroom in The Wall Street Journal because one journalist writes for both the website and the newspaper. However, how editors work in the newsroom to allocate news and stories for the two platforms remain a hanging question. 

· In terms of content and newsroom convergence, the main challenges to this convergence model are expected to come from two sources. Firstly, journalists are being asked to do more, meaning writing for both platforms, and diversify their reporting skills to match both platforms. Still there are up to 40 per cent of news and stories on the newspaper have the same content, including headlines and standfirst, as those on the website. That shows that in much of the time it is too hard for journalists to make two identical versions of one news or issues for two different platforms, even only by rewriting headlines and standfirsts. That can be caused by practical constrains, such as lacking of time, rather than just the shortage of professional journalism skills. How long and how difficult it is to have those multi-skill journalists or make one-platform journalists to change their working habits and update their skills are critical questions and tricky challenges. 

· Secondly, editors must be very skillful in managing both platforms and ensuring their identity. The two platforms are not exactly complementing each other. To some extends, the website is a threat to the development of the newspaper. It is still a long way to make the two platforms both identical and complementing each other. That is very much depend on how well editors can manage the newsroom. Again, how long and how difficult it is to have such skillfull editors and how newsroom is really organized and managed are critical for the success of this model. 

Case 2: The Straits Times 

1. Website: http://www.straitstimes.com
· News updates immediately and constantly during the day on Breaking News with very short and few details. The Breaking News page is for non subscribers.

· Then further developments of news are made for print newspaper which will then uploaded on HTML (http://www.straitstimes.com/The+Print+Edition/The+Print+Edition.html), Print edition (http://www.straitstimes.com/The+Print+Edition/The+Print+Edition_All_20090404.html), and e-newspaper (http://epaper.straitstimes.com/fvx/fvxp/fvxpress.php?param=2009-04-04) only after the print paper is released the next morning. Those news and stories on the website are the same as those on the print newspaper on that day in terms of content. To read these full version, readers have to subscribe online with the fee of S$15 per month. 

· However, only 23.5 per cent of news and stories on the newspaper each day are developed from breaking news appearing on the website on the previous day and very early morning of that day. The rest, 76.5 per cent, of news and stories on the newspaper never appear on Breaking News. Many of them, mostly world news, come from foreign news agencies, including AP, AFP, Reuters, The Star, Bloomberg, New York Times. 

· There are few linkage within one article to related articles in the past of the Strait Times or related information. Up to 94 per cent of articles on the Breaking News page do not have linkages to other online articles of the Straits Times. Some 6 per cent have linkages to other articles of the Strait Times on the same day. There is no case when one article is linked to articles on previous days.

· Interactive: contact us, comment

· Multimedia: photo, graphics, links to other stories (few)

· User friendly services: list of top stories, search engines, archieves

· Additional delivery channels: email, printer friendly, mobile, RSS

· Comments: 

· News in the Breaking News are very brief. Few of them exceed 400 words each. They are more about informing news rather than going into very details or extend or generalize an issue. However, short and straightforward are among the top requirements for online news (Wilkinson et. al. 2009). 

· News about Singapore cover only about 30 per cent of total news on the Breaking News. The rest is about Southeast Asia, Asia and World news. This shows that the website is not targeting only people living in Singapore. It is trying to reach readers outside Singapore. 

· However, it is not clear where are its competitive edges against other news websites because its local news are not many and in depth while many of its regional and international news come from other news agencies. So neither people looking for local news nor those looking for international news may be satisfied. 

· The website is also rather poor in multimedia products and linkages to its own achieves and other websites, and lacks of diversity in other channels of online delivery. It is far from deploying full advantages of the platform.

2. The print news paper of The Straits Times

· There are around 80 – 120 news and stories on the newspaper each day which has between 70 – 170 pages (including many full-page advertisements). 

· Some 77.5 per cent, of news and stories on the newspaper never appear on Breaking News. Many of them come from foreign news agencies, including AP, AFP, Reuters, The Star, Bloomberg, New York Times, etc.

· Only 22.5 per cent of news and stories on the newspaper each day are developed from breaking news appearing on the website on the previous day (after 6am) and very early morning of that day (only until 6am). They include 19.8 per cent of news and stories presented with different headlines and standfirsts against those on the Breaking News on the website, and 2.7 per cent with the same headlines. All of them are much longer and have much more details than the versions on the Breaking News section on the website. 

· The news and stories vary from Singapore's domestic affairs to world affairs, from politics to economics, from security to sport, fashion and arts, from governments to individuals. In short, this newspaper has all bits and pieces of everything that any individual, family or organization in Singapore may have a bit of interests in. 

· Most of Singapore stories and news are more about informing than discussing and analyzing. Voices of professional analysts are those mostly absent. There is a great shortage of criticism, commenting and analysis in stories. 

· Advertisements cover over 50 per cent of content pages on the newspaper, excluding the sections mainly for advertisement (Cats).

· It is quite easy to buy the newspaper on streets in Singapore.

Comments: 

· The newspaper is trying to cover everything and anything that it considers English-educated Singaporeans interested in. However, by doing so, it does not really go in-depth any topics. Most of news and stories are in the form of informing and telling people rather than discussing and analyzing issues. Besides, many critical social issues, such as drugs, prostitutions, human trafficking, immigrant workers, political constraints, etc are not mentioned and discussed. Though the market still accepts the newspaper, because there are so few real competitors to it, it is questionable how long this type of all-in-one newspaper is accepted. 

· It can't help noticing that many news and stories on the newspaper is in form of telling people or describing to people rather than analysing and discussing issues. It is particularly true in the cases of informing Singapore government's decisions or statements or lectures. 

· There are too many advertisements on the newspaper. It is very annoying to me to open two huge pages of the newspaper, which is tiring because of their big size, just to read one story cover less than half of one page and see advertisements covering the rest. That happens very often.

3. Discussion on the case of The Straits Times

· For non subscribers of the website http://www.straitstimes.com, the website and the newspaper of The Straits Times are very identical. Their news are very different. The lengths and details of their stories are very different. The newspaper carries much more news and stories than the Breaking News. 

· For subscribers of the website, however, the newspaper is probably a less attractive option to the website merely in terms of content value. By paying only S$15 per month, subscribers have access to online version of the newspaper with exactly the same content, excluding advertisements, plus other news on the Breaking News section. Meanwhile, readers of the newspaper have to pay S$25 per month without news on the Breaking News section and are annoyed by extensive advertisements on the paper.

·  However, the website is far from deploying the best advantages of the platform. It provides too few linkages, videos and different delivery channels. 

· The interview with Mr Peter Khoo, Vice President in charged of editorial projects of The Straits Times, shows that he believe that the habit of reading on paper remain strong in Singapore. 

“Newspapers in Asia are also under threats from the Internet but not as severe as they are in the West....I believe that there is still print readership. Last year, the Straits Times's readership went from 1.3 million to 1.44 million. So when everything in the world was going down, we were going up. That was before the Lehman Brothers collapsed. Then of course now, the readership is even higher because people want to know, because of the educated population that we have.”

· Mr Khoo also points out that the paper is generating huge profits and contributing the major part for SPH's revenue. Meanwhile, online contributes very little, yet a very potential competitor to the newspaper. Can it be speculated that because of this reason ST is not really investing in promoting its online platform? In the interview, Mr Khoo described very details and massive programs of ST to extend its brands to readers at all ages and mainly point to the newspaper, such as teaching 55,000 school students to do journalism. There is no such massive program to promote the website. He even talked about deliberate efforts to delay the deterioration of print newspaper in Singapore. 

“You know about the World Cup of soccer. I think most of you here do not follow soccer. But when the World Cup comes, you tend to follow. Why? Because there is life on TV. You have seen the game on TV, you know the score, you know who score, tomorrow you continue read about the game on paper. Why? Because your interest is in the speaks and your time is occupied with it. Then you go online to search some more. The canibalization only comes when people are not interested in what you are talking...The thing is not about the news anymore. The thing is about strategize and think carefully about news. It is about knowing your market and knowing how to milk it. It is a problem that people are moving to read on the Internet. But you can delay the process.” (Mr Peter Khoo)

· Mr Khoo also talked about his worry about the future on online business. It simply does not ensure revenue and profit. “I think the online starts with a wrong model, give it  for free. To charge people one cent on the Internet, it is very hard. People do not accept it. They search for other way around. When you start with that model [making people pay for contents or services on the Internet], their mind cannot adapt. That's why our future is so mulky, because it is not paid for.”

· That is probably the main reason why ST's website is not really extending to its full advantages. However, from a purely professional observation, the newspaper is not in very good form. Even though Singapore market seems accepting it, the newspaper is extending very thin to cover many sectors. Probably because of trying to do too much, its news and stories do not go very far from simple reporting. It lacks the sense of criticism, discussion and analysis in its reports. 

· The argument of Mr Khoo about the paper readership and his idea of strateging news for newspaper can be argued against by the fact that people now are just too busy to be go back and forth so many platforms for news of just the same issues. They just do not have enough time to do so. And the Internet is much more limitless and more searchable than the newspaper, meaning it is more time saving. That is probably the main problem with the ST's current strategy of developing the two platforms. While deliberately driving people to the newspaper and not promoting the website, ST may not consider that other competitors can provide online the same details as the ST newspaper and give them free. It is particularly dangerous when the newspaper is lack of sense of discussion and critism, which is difficult and really exclusive. 

· However, the ST strategy is worked out in the context that there is not many real competitor against ST in Singapore. It is still the biggest media company in Singapore. It can use its unique position to dictate the market on what is supplied and what is not. Together with the lack of sense of criticism and discussion within the whole society, it strategy is probably 
suitable for its position to continue milking the print newspaper market. 

FINDING SUMMARY

	PLATFORMS
	NEWS PATTERNS
	WSJ
	ST

	WEBSITE
	
	News update
	Constantly, 24/24, more than 1 time/news
	Constantly, 18/24, only 1 time/news

	
	
	Subscription fee
	USD 103/54 weeks
	S$15/week (USD540/54 week)

	
	
	Number of news a day
	150
	100

	
	
	News for subscribers on total news 
	55/350 
	25

	
	
	News for non subscribers on total news
	295/350
	75/100

	
	
	Interactive
	email byline, contact us, comments


	contact us, comment



	
	
	Multimedia
	video, photo, graphics, map, links to other stories (many), links to 15 other websites


	photo, graphics, links to other stories (few)

	
	
	Userfriendly services
	News alerts, list of top stories, e-commerce, search engines, archieves, story clippings
	list of top stories, search engines, archieves

	
	
	Additional delivery channels
	mail, printer friendly, order reprints,Yahoo!Buzz, Facebook, MySpace, Linkedln, Digg, del.icio.us, NewsVine StumbleUpon, Mixx, mobile,Twitter, RSS
	list of top stories, search engines, archieves

	NEWSPAPER
	
	Number of news
	60 - 70
	80 - 120

	
	News sharing between newspaper and website (percent of total news on the newspaper)
	News shared with website 
	98%
	22.5%

	
	
	News with the same headlines and contents
	40%
	0%

	
	
	News with the same contents, different headlines
	21%
	0%

	
	
	News with different contents
	27%
	22.5%

	
	
	News not on website or reported totally different from the website
	12%
	77.5%

	
	
	News on the website on the same day
	38%
	7%

	
	
	News on the website on the previous day
	50%
	15.5%

	
	
	News on the website some days before and not on the website
	12%
	77.5%

	
	Retail cost 
	
	USD675 per year
	S$300 per year (USD200 per year)


DISCUSSION AND CONCLUSION

The convergence strategies of WSJ and ST are very different. WSJ is probably going for the website development and leaving the newspaper. ST is resisting  the extension of online news and trying to maximize profit making on the newspaper. 

Each strategy is worked out on specific context of the owner companies' position and business strategy. Dow Jones & Companies is deliberately trying to continue its top position in world business news. Its products are developed for worldwide readers, though they are made in any corner of the world.  Thus, it is understandable that it is taking the very common feature of reading practice of the future, reading online, in its convergence model. Beside, its news is salable online. It is deliberately making the website much more attractive than its newspaper in both content and cash value.

Meanwhile, the ST is developing from a national newspaper to reach to the position of regional brand.  Its development strategy is still mainly designed for the reading habits of Singaporean, in which ST plays a unique role of the biggest news supplier. Additionally, its news is not so critical for daily life that people will be willing to buy it online. Consequently, its convergence strategy is more about delaying online news development and continuing print newspaper extension. It is not investing vigorously in its website while making huge efforts to continue promoting readership of its newspaper.
Each strategy has its own challenges. The WSJ's come from the question on human resource. If and how to have multimedia journalists and editors are critical. The ST's come from possible growing of other newspapers and media companies in Singapore and news websites inside and outside Singapore. 

In conclusion, this research finds out that the level of news sharing between online and print newspaper in WSJ is more sophisticated than that in ST. Though subscribers of the ST website will have access to 100 per cent of the newspaper's content, compared to 88 per cent of WSJ's subscribers, ST is not going further than WSJ in its convergence level. Because WSJ's news are so many, so diverse, and so demanding to get, probably both platforms are needed to complement one another for its ambition of covering all world business news. Meanwhile, ST is found not doing well in either platform. Its the style of doing journalism in ST, more telling and informing than analysing and discussing, may be problematic in any kind of convergence. 

However, this conclusion must be subjected to further examination. This research is done from pure observation of a journalist. Arguments and analysis are on pure professional perspective. However, the real media business is much more contextualized. From market and business perspective, as long as the market still accept to pay for a product, it still has the main reason to be produced. It is critical to examine the findings of this research from the perspective of consumers in the targeted groups of the media companies. The research should be complemented by two consumers' surveys which I could not do in this research because of time and resource limits. 
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�	  Normally, they are from other editions of the WSJ, like WSJ Europe or WSJ America, or its networking websites, like MarketWatch.
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