Media Next: Internet Media
Internet Media in Taiwan

As Internet started to catch on in Asia, Taiwan’s China Times (daily newspaper) launched the first traditional media-owned news website back in 1995. The largest media group (The United Daily News Group) then followed suit in 1999 with its own version of news site whilst a multi-media group (The Eastern Media Technologies) also started its text and picture news site.

All three above were originally extensions of traditional media groups. The purpose was “Pilot projects” in testing the water. All three gained popularity and traffic rapidly due to the simultaneous development of Internet user base, coverage and bandwidth provision.

Different Philosophy, Different Results

However, the fundamental design philosophy is quite different amongst the three. Whereas “Chinatimes.com” is more or less a straight-forward text & picture display site, “ETtoday.com” contains video news clips derived from the TV station side of the group, “UDN.com” incorporated some of the earliest “Web 2.0” concepts by providing viewers the opportunity to rate, comment & hence interact on each & every news articles.
Later on, UDN.com (UDN in brief) added a complete news Forum & related Community services to the site. In 2003, it became the number one News & Content Site here according to various Web surveys. To this date, UDN is not only the only profit-making content service provider locally; it’s also the only such service listed on the Emerging Businesses Stock Exchange here, becoming by far the most successful of the genre.
UDN.COM: From News Site to CSP

UDN went through several phases of development during its 6-year history. 

The News Site Phase: Originally a news site of the printed media, although with some user-response features and an advanced JAVA technology-based design of user interface, UDN was basically a “News Site Plus”. In other words, not drastically different from other traditional media owned Internet sites.
The ICP Phase: While launching its Paid News Database and Archive Services called “UDNdata.com” in 2001, UDN announced its rate of charges on content redistribution to other Internet sites. Portal sites such as Yahoo!, Yam.com, PChome.com, and SINA.com…etc. all started to pay UDN content usage fees on a regular basis. UDN become an Internet Content Provider feeding contents to fellow Internet services large and small alike.

The CSP Phase: Besides providing free news browsing to general public through its own sites and distributing contents to Internet businesses, UDN started later on its service in building sites or Knowledge Management Systems for and feeding segmented daily information to institutional users. UDN became the only “Content Solutions Provider” with a traditional media background.
The Next Phase: UDN started probing the possibility of Digital Publishing in mid-2005. After a successful government-aided pilot project, UDN branched out into the digital publishing market. UDN now publishes 3 different titles of Electronic Newspapers, a myriad of e-books & e-magazines; all PDF-based and copyright-controlled though business partner ADOBE’s Digital Rights Management (DRM) system. UDN is also now in the final stages of entering China’s digital publishing market through collaborations with a local partner there.

The Local Market

With some 9.6 million frequent Internet users by the end of 2005
, the Internet penetration is a staggering 43% of total population in Taiwan. Amongst all these users, 80% has access to broadband Internet connections.
A quick glance at the top ten Internet services here in 2005 tells a picture. Among the ten, most were general interest Portals (such as Yahoo!) or Search Engines (Such as Google), with the exceptions of two (UDN and ETtoday) were content-oriented sites and one Community / Blog Service Provider (Wretch).

The chart changed quite a bit by the time of August 2006, leaving with only one content-oriented site (UDN) in the top ten. A new comer in audio-video provider, Webs-TV, replaced the other traditional media’s content site, ETtoday.
Taiwan Internet Survey, August 2006

	Rank
	Domain
	Type

	1
	Yahoo.com.tw
	Portal

	2
	Wretch.cc
	Community/BSP

	3
	PChome.com.tw
	Portal

	4
	Hinet.net
	ISP/Portal

	5
	Yahoo.com
	Portal

	6
	UDN.com
	Content Services

	7
	Yam.com
	Portal

	8
	MSN.com
	Portal

	9
	MSN.com.tw
	Portal

	10
	Webs-TV.net
	Audio-video services

	13
	Chinatimes.com
	Media site

	16
	ETtoday.com
	Media site

	23
	Appledaily.com.tw
	Media site


In short, audio-video provider with next generation features (Webs-TV also provides Blog service) became the new favorite and ousted a traditional media site. Large blog service provider Wretch inched its way up to number two in the market, overtaking some established Portals.
Challenges Presented

All Internet businesses are in a constant and fast changing environment. During 2005~2006, media sites without sufficient WEB 2.0 components and features faded in luster and dropped out of the top ten list.

Besides buzz words and concept like WEB 2.0, Internet media sites also faced with a shrinking media market as a whole. The total advertising budget not only shifted among media genres, it also shrank due to a relatively stagnant economy during the period. It became less and less feasible to rely solely on online advertisement for survival.
Portals vs. Dedicated Content Sites
While traditional media companies worldwide launched their individual sites during the past decade, Internet Portals such as Yahoo!, MSN and SINA gathered enormous traffic and users through their variety of free services. Nowadays, the “News Channel” of these Portal service providers enjoys tremendous volume of page views and sessions. 
The vertical channels which purchase or gather news articles from various sources really outperform those individual news sites. As a result, Portals in each market attract the lion’s share of local Internet advertising budgets.
WEB 2.0 vs. Portals

The recent emergence of a late Twentieth Century concept: WEB 2.0 almost caught Portals in their comfortable revenue-generating model by surprise.

A new wave of services or platform providers deployed now feasible Peer to Peer solutions into the market.

Voice Telephony: Skype has bundled the long overdue VoIP technology into a user-friendly package and found its way into the traditional market of voice transmission and delivery of the large telephone companies.

Music Content Delivery: Although Napster lost its initial legal battle, traditional recording companies and labels now succumb to similar services worldwide in musical content delivery. Owning both iPods hardware & iTune service, Apple Computer is now perhaps the largest distributor and end-user music product provider.

Citizen Journalism: Korea’s OhMyNews recruited hundreds of thousands Internet users as Citizen Reporters or Journalists. Such service not only threatens the existence of traditional media but also posing a challenge for Internet news sites as well.
BLOG: Be it “Web log” or “Personal websites for dummies”, BLOG has gained popularity, participation and momentum like no product or movement on the Planet. Originally text and picture sharing oriented, BLOG has now expanded into Sound (personal broadcasting) and Vision (Video log). Another form of Citizen Journalism or Publishing is present. In order to attract loyal users, Blog Service Providers (BSP) has sprung up all over the Internet world. Even in a relatively smaller market in Taiwan, there are six home-based BSPs and 65% of Internet users have visited one or more Blogs in the past week.
Universal Knowledge Base: Created and edited by dedicated individuals, Wikipedia has surpassed the Encyclopedia Britannica in volume. Surprisingly, the accurateness is not far-off from the traditional rival. Google recently announced its joint “Universal Library” project with several US libraries to digitize all printed contents, making knowledge more accessible & cheaper in delivery.

While Portals frantically purchase these WEB 2.0 types of companies & services (Yahoo! Recently bought Delicious, a web digest service provider & Flickr, a web-based picture storage and sharing service), traditional media also noticed the development and jumped on the bandwagon. Rupert Murdock’s News Corp recently purchased MySpace, an online community and musical content platform.
Traditional Media: Going Internet
Traditional media companies & owners ponder the question of entering the Internet world with a revenue and profit generating service which will not “harm” the traditional side of business in any way.

The truth is, whether the traditional media enter the Internet service or not, the traditional side of business is decreasing at a rapid pace. Taking newspaper as an example, circulation figures face fundamental paradigm shifts in demographics and reader structure. Advertising income, especially in Classified Ads, faces competition from Internet advertisements’ sheer volume as well as pin-point accuracy made possible through keyword advertisement or search result ranking.
The slow and tedious approach is obviously to build the Internet operation or business from the ground up. Traditional media companies may benefit a lot from the learning curve; however, the process may very well be painstakingly slow. Another way is to enter through mergers and acquisition. This may prove to be a faster approach, but the corporate culture clash and lack of post-acquisition synergy is often possible.

Traditional Media: Possible Components
When entering Internet services, the most obvious component for a traditional media company is very often the Content Site. The site may provide simulcast of the traditional vehicle or even some “Internet Only” content.
Another key component is the Archive Service, providing users with a searchable database of the company’s past output. This may also provide the web service side with another source of revenue besides advertisement.

Besides websites, wireless service via cellular communication provider is also quite important. Although content providers and system operators globally are trying to introduce more services via GSM or 3G network, most hasn’t made any profit from it. Japan’s NTT DoCoMo and its popular iMode service are an exceptional case and one that made other countries envy. However, the wireless aspect will 
Traditional Media: Reevaluate the User

Traditional media are accustomed to the concept of “Sending” or “Broadcasting”, that is, users (or readers, viewers) are always on the receiving end of the information flow. This situation changed drastically when Internet media arrived. User and publisher interaction is now viewed as a key factor in keeping an online media service alive and well. To some, User Generated Content (UGC) is now given equal importance and weight as the professionally generated content.

Possible involvement with users include setting up discussion panels and forum, article grading system, vertical genre discussion boards and a user contribution content area. These components will enhance traditional media’s existing content, enrich the online portion’s exclusivity as well as create better communications with the audience, hence forging higher loyalty.
Traditional Media: It’s Now or Never?
As information and content providers, traditional media need to constantly adapt to the change in user behavior and receiving method. In Taiwan alone, major shifts may prove that it is actually a “Now or Never” point.

Internet reach has exceeded radio broadcast’s coverage long ago. In a 2003 survey, Internet reach surpassed that of newspaper’s or periodical’s readership for the first time. Although Television still enjoys the highest rate of reach, but we are already seeing the erosion taking place in developed countries like USA.
Staying “Status Quo” may well be the most dangerous thing for traditional media companies or groups.
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