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President’s Note
In March, I attended the FIPP 
Digital Innovators’ Summit 
in Berlin and left with the 
realization that advertising-
related problems in Europe are 
the same ones we’re facing in 
America: media fragmentation, 
a failing business model, fraud, 
and the emergence of social 
platforms that distribute our 
content for free and control the 
ad spend. This led to a decline 
in ad dollars for virtually all content creators. The myth 
perpetuated by the platforms was if you build a social 
presence , the audience—and business model—will come. 
It turns out the only business you built was theirs. 
The roots of this situation go back years. It’s taken us 25 
years to understand it. Consumers need to pay for content. 
And that’s not what Google and Facebook want. They 
alone account for more than 60% of all digital ad dollars 
spent. But now, at events like the Digital Innovators’ 
Summit, we’re seeing signs of new approaches. 
I spoke with FIPP CEO James Hewes about the media 
and advertising environment. Here’s a transcript of that 
conversation, edited for length and clarity by Ads&IDEAS 
Editor Tony Silber. 

Jim Elliott: At FIPP the successful media brands were 
not saying things like, ‘When print dies…’ I didn’t hear 
that once. We hear it regularly at the Folio: conventions. 
The Europeans integrate print with other media. Why is it 
important for Americans to watch the European magazine 
market and vice versa?
James Hewes: American brands are the first to test 
the consumer appetite for paid digital content. If you’re 
a European publisher, you’re looking to the American 
market to see how possible it is to charge consumers 
for content. And if you’re an American publisher, you’re 

going to look to the Europeans and see that they have a 
multiple-revenue-stream strategy. In Europe, there is less 
thinking that says print is dead. The conclusion we came 
to is that the two markets are now converging. There are 
increasingly less peculiarities among markets. They’re 
worried about the same things—we all for the first time 
can learn from each other.
Elliott: In the case of the U.S. magazine business, we have 
breadth and massive audiences compared to the European 
businesses I’ve worked with. But the Europeans have 
always been more technologically adept. They’re way 
ahead with mobile. That’s a huge advantage.
Hewes: In Europe, the rush of getting people into phone 
contracts was accompanied by giving them a phone. They 
did it every two years. And it was combined with phone-
based messaging—no one in America uses WhatsApp, but 
in the rest of the world everyone uses WhatsApp. In India, 
for example, WhatsApp is even used for products and 
services. And yet here, that’s unheard of. 
Elliott: A number of large tech companies bought smaller 
tech companies and then bastardized them or got rid of 
them. We used to use Groove for data transfer. And then 
Microsoft bought it, wrapped it into their tech suite and 
ruined it for us.
Hewes: Maybe there’s something about European 
consumers and businesses being willing to switch 
away from what they’re used to. When you think of 
the Microsoft suite of products, they’re rapidly losing 
ground to the likes of Slack. If Slack were to launch 
word processing and spreadsheets, you would see a huge 
problem for establishment players in Europe. Whether 
that would be the same in the U.S., I don’t know. 
Elliott: In Europe, there aren’t as many large general-
interest magazines out there as opposed to special 
interest brands. They work their audiences into different 
products; they’re not interested in keeping circulations 
high just for advertising. Americans have a lot to learn 
about the European model, which is audience-first, and 
not worrying about advertising. 
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Hewes: We would get BBC magazines 
as kids. There would always be a BBC 
magazine that was “home” for kids 
regardless of age, and the kids would 
pass through various magazines as they 
aged. For us in the UK, circulation has 
to be profitable. If it’s not profitable, you 
have to get rid of it. 
Elliott: What’s working in advertising 
given the digital environment and 
changing consumer habits? Is the U.S. 
approach different from Europe or 
similar?
Hewes: Those two markets are  
converging in how they think about 
advertising. The U.S. had a more sophis-
ticated advertising market because that 
was the main thing. The first priority 
is to continue to prove the worth of the 
brands. But media has gone for a num-
ber of years where both publishers and 
agencies have not talked about value in 
the right ways. That perception is start-
ing to get addressed now. There have to 
be content standards and there has to 
be trust. And you have to adapt to new 
methods of advertising. 
Elliott: Agencies have been cutting 
back on personnel in their media 
departments.  When you’re in trouble 
the first thing you do is reduce costs. 
For example, you go to programmatic. 
You say it’s more efficient, but it’s a race 
to the bottom. That said, you’re starting 
to see bundling become more pervasive, 
including native and branded content. 
You’re starting to see a slight change 
toward looking at the buy in a more 
holistic way, which you can’t do with 
programmatic.
Hewes: Big agencies have an enormous 
problem—they are intermediaries at 
scale providing a generic solution, in 
a world where generic intermediaries 
are no longer in business. They always 
seem to be fighting the last war or 
catching up. Why are they not leading 
the charge in mobile advertising?
Elliott: In the service business, if you 
put a product or idea on a bell curve, it’s 
valuable as long as it brings innovation 
to the client. As it moves across the 
line it becomes a commodity. On a 
long-term basis it’s a race to death. 
You always have to be innovating. You 
have to bring something to your clients 
that they never would have thought of 
themselves. 
Hewes: If I were P&G, I would be 
wondering why I ever have to use 
an agency. They’re always bringing 
yesterday’s solutions. Digital media is 

actually the channel that’s hardest to 
measure. Magazines, TV and radio 
should be harder, but they’re measured 
pretty well. That’s being ignored. 
The tech platforms have also been 
infected by an ultra-libertarian ethos. 
Don’t collaborate. Don’t care what 
you kill. And in the case of Facebook 
or Google, you could accidentally end 
the world. And maybe that’s another 
European-American dynamic. Perhaps 
the reason there are no tech giants 
in Europe is there’s more of a social 
conscience there. In the case of social 
platforms, they have to be a good thing 
for publishers. Facebook controls the 
content-distribution market online—it 
could control it—and it has a 25% share 
of the digital ad market. It’s not giving 
content producers fair value for what 
they’re producing, and it’s not giving 
publishers any room in the ad market. 
Elliott: Given the flood of data and the 
ability to differentiate between literally 
millions of buyers, is it harder to come 
up with a universal message and selling 
proposition? It shouldn’t be, if your 
motivation is to serve your audience 
and not chase additional people. 
Hewes: You have to be conscious of the 
media you’re operating in. It’s a little 
hard to be individualized in television 
and radio. In digital, people increasingly 
don’t like that you’re identifying them 
digitally. They don’t like it. There’s 
something creepy about it. 
Elliott: The fraud, waste and privacy 
concerns in digital suggest that print 
advertising should be a more hospitable 
place for both reader and advertiser. 
Hewes: There is a swing back to print, 
yes. However, it’s not going to replace 
digital. And all these issues around 
privacy are going to get worse before 
they get better. 
Elliott: You look at channels together. 
What’s the job to be done for the 
audience? How do you make money? 

Hewes: The digital advertising model 
is only wrong if it’s the only thing 
you’re depending on. You’d like to 
have a balance. To use an example, 
BuzzFeed. Digital advertising was their 
only revenue stream. If you rely on one 
source of revenue, that’s not a clever 
start. Ever. 
Elliott: And if they make some money, 
these digital media companies don’t 
do what the original TV and magazine 
players did. They don’t invest their 
profits in the business. They give it to 
their equity partners.
Hewes: They’re understandably 
focused on delivering to the VC, but it’s 
not a sustainable model the way it once 
was. 
Elliott: One last question: Why 
should I spend my money to go to your 
November FIPP conference in Las 
Vegas?
Hewes: Because you might just learn 
the one thing you need to grow your 
business or you might meet the one 
person to help you make more money. 
At FIPP we love journalism and 
editorial, but we’re about keeping you 
number-one in your field. n
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AM&P Annual Meeting 
Washington, DC   
www.siia.net/ampannual
On June 24, 2019, Jim Elliott & Jack 
Semler, President-CEO, Readex 
Research, discuss how to avoid 
mistakes, lost time and money in 
new-product development by doing 
your homework and research first.

Jayson A. Goldberg (formerly Condé 
Nast, Mansueto Ventures, American 
Media) has joined the WhereTraveler 
management team in New York. 

Nikki Wood, Group Publisher/Market 
VP, returns to manage the San 
Francisco office of WhereTraveler.

James Hewes has been president and CEO of FIPP, 
the leading international media-industry trade 
association, since September 2017. Prior to that 
he served as interim CEO at The Art Newspaper, 
publishing director of Gulf News, and spent 11 years 
as an executive at BBC Worldwide. 
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