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INTRODUCTION

The rapid rise of a global print and media industry has had profound
effects on the structure of the international economy. Although the world's
largest media and service companies concerned with information transmission
and communications are small compared with the largest industrial
multinational enterprises, their growth rates are relatively high with media
companies gaining in strength. They are increasingly able to influence and
shape the growth and direction of the industrial enterprises they 'service".

Likewise, the global print/media industry has effected a fundamental
shift in socialisation patterns tending to supplant some of the traditional
institutions of society with television and computer games, etc. The
socio—cultural effect is deep. Anderson (1980) described the global linkages
between industry, advertising and media as a "New World Information Order'" in
which global cultural control becomes 1increasingly centralised back to
epicentres of media/advertising like London and New York where ideas originate
which help shape values for the entire world.

In the sixties Marshall McLuhan, a Canadian writer and media specialist,
predicted the emergence of a ''Global Village" and popularised the idea of the
re-tribalisation of man through the electronic media. He believed that the
new TV generation would be the first since pre-feudal times to have direct
access to their leaders, seeing them and hearing them directly in their own
living-rooms. Along with the diffusion of modern technology, the new
possibilities for socio-cultural change, rapid consensus formation and
political integration were enormous, and societies having TV would evolve
rapidly and in quite different ways than those without. Today this process
has been speeded up with the advent of cable news and satellites.

McLuhan also popularised the concept of the '"Information Explosion'. In
his book, The Gutenberg Galaxy, he talked of the exponential increase 1in
publications and the consequent problems of quality versus quantity of printed
information, signal-to-noise ratios, filtering repeated information and
selection and retrieval problems imposed on people searching for new
information such as scientists, the business community and other groups in the
technocratic world. By one account, more had been published between the
Second World War and 1960 than between Gutenberg's time (1450) and the Second
World War.

Basically McLuhan foresaw a world where information meant power, but
where there would be increasing illiteracy, '"bookless 1libraries" in which
people could access information electronically, and a "dumbing-down" effect in
the society, where schools were producing problems Malthusian-style as well as
solutions. People would derive more and more of their informatien from TV,
which involves a passive mode of information reception not conducive to
creativity or interactive-thinking processes. Today the 'paperless office"
already exists.

Along with this signal-to-noise phenomenon came the phenomenon of
democratisation of knowledge through the rapid diffusion of information with
the revolution in mini-photocopiers and desk-top/lap-top computers. In
previous times, information had been centralised in the hands of institutions
such as the Church in pre-Renaissance Europe, or the Pharaohs and astrologers
in ancient Egypt. Modern  technology, however, has mediated the
democratisation of information and facilitated its widespread distribution
both horizontally from one organisation or culture to another, and vertically
up and down formalised communication networks and hierarchies.

8985d/v.4



INDUSTRY STRUCTURE

Background ESE AN LA S R U»m f’?pw D i R - LFv;v RS
Chandler (1982) in h1s c1a551cal study of the Evolutlon,of Modern Global
ompet1t10n described the; emergencej.of .the printing and- publishing: industry-in
the United States,xthevUnlted Kingdem, the Federal Republic of Germany: :and
Japan. - Throughout. the century,. the .entire 1ndustry was comparatlvely 'small,
accounting .for only-a few .of  the -top 200 industrial .firms  in each of: those
countries (see table 1). For example, by 1973 only seven of the top 200 firms
in the 'United Kingdom were printing: and , publishing. .companies, only,.two in
Japan,‘six in the"Federal Republic oﬁ;Germany;and one, in the Unlted Statesﬁ;;;u

L - " [ T d ,\i J’_‘l .1.“. \7
Table /1. Number of pr1nt1ng/publ1sh1ngfcompan1es among-. the
v+ 200 largest industrialnfirms:. by country (.191.3,—73).. »

N Aol e Comest Lo

coo R T L T E we D b o o ‘ SIS B T TS TR SRR L T8
Country 1913 1917 1918 1919 1928. 1930 .1948 1953. 1954 1973
o i Reyi Gy o P D E N SRSt S . ‘
United States .- :. .., - .2 . v i e 32
United Kingdom, .. & ST AR TS T 10 - 6
Germany Ry T T S N PR I ST S EE

. (Fed:. Rep of) T T 3
Japan L e T it TR

Totals = 8
Source: Chandler, 1982: The Evolution of ModerﬁhC1obalbdompetition,w'Gn{w
- ' Ch. 13, Porter. = - ~ S o

¥

Publishing played a stronger role in the Un1ted K1ngdom than 1n the other
ecountries during: the early part of the century.- By 1930 the United. K1ngdom
‘had ten publishing firms- amongst its top 200 companies versus -three for .the
United States;.oné for Germany and,one for Japan. ;Also there appears -to. be .a
reduction  in theé. number:of large publishing firms. in the: United. State [
United Kingdom over the last 50 years; from three to one in the Unlted“States
and from ten to seven in the United Kingdom. Chandler also noted that by 1973
the industry had.no:firms-with more than20,000.employees  in-any:of;-the:major
industrialised couritries:: ‘United-States, United Kingdom, Federal Republic of
.Germany, Japan or. France.: ‘o wlt Ll ova Ty U P

4.' . - C \n') . ~..‘ o <
i ' Ry D) s

Volume of commun1cat10ns L S R R S ST

bt
ra

s Siemmae ke rnd oo

L‘)

The total volume of communlcatlons in the world, s, grow1ng
exponentlally The first reason is the increase in population. Secondly,
there..is. a~ correlatlon between - 1ncreased economic: activity :and .increased
¢ommunications. ® Just.as the: velacity .of movements and-physical: transport§t1on
0of goods andwpeople correlates with~economic acwlvuty, 50 .does .the- volume-of
ccommunicationg: ::Modern day: man*is: much: more, mobile .and; hence;: relaesy :
.commuhications . networks - far - more --than:-did h1sl~predecessors. before ;the
Industrial’Revolution. .« F1nally there has ‘been -an rapld :differentiation of
‘communication ichannels :and ‘systems;: all of which, are.vying for a:share of.the
communication:; market.. . These:: 1nc1ude°«,,ace11u1ar,_ telephones,; fac31m11e
machines, personal . photocopiers; desk-top publishing,.rapid courier-.services;

electronic mail and so forth.
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Evolution of the industry

In general it may be said that the industry as a whole is dynamic,
volatile, complex and restructuring rapidly. It is catapulting through a
technological revolution and undergoing changes in a single decade which have
taken several decades in other industries.

A number of complex processes are also taking place simultaneously. For
example, the industry is concentrating rapidly through a wave of mergers and
acquisitions. At the same time it is also becoming more international, even
tending to lead the '"globalisation process'" of the industrial multinationals.
Furthermore, it is diversifying widely to control increasingly larger sectors
of the economy and, integrating vertically, to control production as well as
marketing processes.

Above all, the structure of the industry is complicated. It encompasses
the printing and publishing industry including books, magazines and newspapers
— and it increasingly involves the electronic media, especially TV and radio.
It also includes the entertainment industry, film and video, music (especially
records, tapes, compact discs and videos), telecommunications, telephones and
fax, cellular phones, computers (with electronic mail), desk-top publishing
and word processing, photocopying, commercial printers (including instant
print houses), software publishing houses, cinemas, postal and courier
systems, and the advertising and sales promotion industries. All of these
industries within the sector are in a state of flux. Not only is there an
increase in the volume of communications and the number of channels of
delivery, but also in the growth of all related service and supply industries,
from laser printing to the pulp and paper industry. There is also a global
increase 1in advertising, sales promotions, post and telecommunications,
information processing software and so on.

Linkages

Previously all these industries had a rather amorphous structure, which
did not relate very closely to each other. Within the last decade, however -
partly as a result of technological change and the globalisation process - the
sector has been going through a metamorphosis.

A definite and strong structure is forming and the resulting industry
linkages and patterns of vertical integration and diversification are being
determined by the pragmatics of marketing. The advertising industry would
appear to be the major catalyst. Thus, the key industry players in the new
world information order will be the major vehicles of advertising, TV, print
and the entertainment industry (see figure 1), with the other industries
assuming a more peripheral relationship to the central forward integration

vector. That is, the power dynamic will involve all the major advertising
vehicles.

Porter (1979) conceives of a situation in which competition generates
from the interplay of five forces: internal competition between players in
the industry, the buyers, the suppliers, new entrants and substitute products
and processes. In the present case the borderline between what is "inside"
the industry itself and what is ‘'outside" 1is unclear, while their
inter-relationship is more apparent. For example, advertising and media
relate more to each other as if they were one system rather than two, since
they are inextricably linked in the communications industry.

8985d/v.4
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In the early days of the Industrial Revolution when there was little
competition, there was no need for marketing. Advertising was done "in-house"
by the industrial (producer) companies and who in turn directly placed
advertisements in newspapers. As the companies, the media and the competition
grew, however, a new industry evolved. Advertising companies emerged as they
differentiated themselves as specialists operating between industry and the
media. This linkage is essentially vertical and forward and advertising
companies have assumed a great deal of control in the process. Thus, the
industry structure can be comprehended within the conceptual framework of
Porter's five forces of competition, in which the advertising industry and the
media industry form the ‘'internal" dialectic for all evolution; the
industrial companies are the suppliers and their target markets are the
buyers. The new technologies, such as cellular phones, fax and courier
services, provide the new entrants and substitute products, but the basic
driving force of industry evolution is one of vertical integration, generated
from the dialectic between advertising and the media, including all key
players that relate to advertising, and excluding those which do not.
Specific patterns of internationalisation, vertical integration,
diversification and industry linkages are outlined later in the text.

INDUSTRY DYNAMICS

Concentration

Each year, since 1955, Fortune magazine has published a listing of the
500 largest United States companies and since 1976 of the 500 largest
non-United States companies, ranked by sales. Profits and number of employees
are also indicated. The sample of the publishing and printing companies
(drawn from the combined Fortune lists) is concentrated as shown in figure 2,
and in tables 2 and 3. Although the various sources quote slightly different
figures, the top five companies account for about 40 per cent of sales for the
integrated Fortune list of United States and non-United States companies.
Note that 16 of the top 26 media companies are American-based, followed by
three in the United Kingdom, two each in the Federal Republic of Germany and
Canada, and one each in France, Australia and Japan. Bertelsmann held the
number one position (until the merging of Time and Warner in 1989) and is
still the largest European publisher ranking seventieth among the top 100
European industrial companies (Die Zeit, 26 November 1989).

8985d/v.4
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Table 2. The top 26 publishing (and printing) multinational enterprises:

Ranked by sales (in billions of dollars)

Rank Company Sales (year) Source(s) (date)

1. TIME-WARNER 9.238 (1988) Time (20 Mar. 1989)

(us) 8.72 (1988) Financial Times (6 Mar. 1989)
8.72 (1988) Businessweek (20 Mar. 1989)

2. BERTELSMANN AG 6.2 (1988) Businessweek (20 Mar. 1989)

(Fed. Rep. of Germany) 6.148 (1988) Fortune (July 1989)
3.034 (1986) UNCTC (1988)

3. TOPPAN PRINTING 6.148 (1988) Fortune (July 1989)
(Japan)

4, (CAPITAL CITIES/ABC) 4.7 (1988) Times (16 Mar. 1989)
(US - national company, :
primarily in non-printed media)

5. THOMPSON CORPORATION 4.7 (1988) Time (27 Mar. 1989)
(Canada) 4.7 (1988) New York Times (16 Mar. 1989)
(Thompson Newspapers and
International Thompson merged)

6. NEWS CORPORATION 4.8 (1988) Sunday Times (12 Mar. 1989)
(Australia) 4.383 (1988) Fortune (July 1989)

2.677 (1986) UNCTC (1988)

7. HACHETTE 4.2 (1988) Businessweek (20 Mar. 1989)

(France) 4,098 (1988) Fortune (July 1989)
3.9 (1988) Sunday Times (12 Mar. 1989)
2.127 (1986) UNCTC (1988)
8. REED INTERNATIONAL 3.424 (1988) Fortune (July 1989)
(Ux) 2.659 (1986) UNCTC (1988)
9. GANNETT 3.314 (1988) TFortune (July 1989)
(us) 2.802 (1986) UNCTC (1988)
2.209 (1985) New York Times (20 May 1986)

10. TIMES MIRROR 2.920 (1986) UNCTC (1988)
ws) 2.878 (1988) Fortune 500 (1989)

11. DONNELLEY, R.R. 2.878 (1988) Fortune 500 (1989)

(us)

12. MOORE 2.544 (1988) Fortune 500 (1989)
(Canada)

13. TRIBUNE CO. 2.335 (1988) Fortune 500 (1989)
ws) 2.030 (1986) UNCTC (1989)

14.  KNIGHT-RIDDER 2.194 (1988) Fortune 500 (1989)
ws) 1.911 (1986) UNCTC (1988)
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Table 2 (concl.)

Rank Company Sales (year) Source(s) (date)

TS R (P RS Y S SR T ST T Hy
15. PEARSON PLC. 2.127 (1988) Fortune 500 (1989)
(UK) 1. 397 (1986) UNCTC (1988)
SR . e e
(1641 _MAXWELL COMMUNICATIONS ‘o '2 010 (1988) Fortune 500 (1989)nﬁf‘
¢ i . (UK) - . ) P :

17f'prERKSHIRE HATHAWAY ©©1.992 (1988) Fortune 500.:(1989). <
(Us) TSP I FERE S R P Tl e ol L he

18.  MCGRAW HILt 7 '1.818 (1988) Fortune 500 (1989)
(US) voi vt oweiwen (000 iL.5T.(1986) UNCTC (1988): " !

19. THE NEW YORK TIMES 1.755 (1988) Fortune 500 (1989)
(Us) . Coal ST et . 1.565%.(1986) UNCTC (r988) h;. EE

.617 (1988) - Fortune 500 (1989) i
.225 (1986) UNCTC (1988)

20. AXE]L, SPRINGER VERLAG AG
(Fed Rep of Germany)

PRy

21.+ DOW JONES B ?ugﬂ;‘ff r:,=ﬁ1.603a'(1988) Fortune 500 (1989)
{Us) o R TIPR

22. WASHINGTON POST co. 1.368 (1988) Fortune 500 (1989)
“e:r‘(US) T e e e 1,215 ,(1986)  UNCTC (1988)

T‘

23.  SCRIPPS (E. W. ) S 4.214..(1988) Fortune 500 (1989)
(us)

2%, DELUXE o .. 1.196 (1988) Fortune 500 (1989) i :

25. AMERICAN GREETINGS . | -1.175 (1988) Fortune 500 (1989)
(us) - S eeer el T oo Lo e

26. MACMILLAN  1.019 (1988) Fortune 500 (1989)
(US), . ooy o ed oEr = ‘ -

o TOTAL. .. -~ - . . 78.489

TOTAL BY COUNIRY: US " :* UK/ . Germany, F.R. Canada France - Australiz Japan

TOP 26 MNEs: 16 3 2 2 1 1

cry o Gt ey H Cepn iRy
LA et WELT ATy [P C A PR

Source: Fortune magazine, 24 Apr. and 31 July 1989.

. , R - .
IR 3 eer. T, DR S
SOt e b eae Enihir TR RPN SR e
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Table 3. Distribution of top 26 publishing and printing
multinational enterprises by country

‘ Share of sales
Country Number of MNEs

$ billion %

United States 1
United Kingdom '

Germany (Fed. Rep. of)

Canada

Japan

Australia

France

H o EPNNWO

Total 26 76.5 100.0

Source: Taking the highest sales figure from table 2.

Process of concentration

Figures 3 and & show the growth of the printing and publishing industry
between 1985 and 1989. Of the ten United States companies, nine rose in
ranking, relative to other companies on the Fortune 500 list, and of the nine
non-United States companies - seven rose as well. Hence over the years
examined, the industry seems to have grown proportionally faster than most
others, although it is difficult to attribute this to any one cause. The
current wave of mergers and acquisitions (to be discussed later) could mean
that the industry is more concentrated among its larger companies than is the
case for other industries which may also be suffering from lower prices (e.g.
in 0il) or from lower overall sales per company due to increased competition
(e.g. auto-makers). Nevertheless, in absolute terms, again referring to table
2, the sales figures for most of the major publishing companies have shown a
marked increase over the past few years.

Among the Fortune 500 list of non-United States companies, the printing
and publishing companies gained an average of 17 places in sales rank between
1987 and 1988 alone. The fastest growth rate was experienced by Maxwell
Communications which rose 55 rank positions and the largest loss was by Axel
Springer which lost 35 positions. It should be noted that neither of those
companies was in the top 500 in 1985, which would imply that both have grown -
relatively quickly in the past five years, especially since Springer still
increased sales despite losing rank amongst the top 500.

Figure 5 shows the correlation between the number of employees in a
company and the company's corresponding sales figures. The median regression
line represents a theoretical equilibrium between employees and sales. Hence
companies to the left of this line achieve more sales per employee than do
companies on the right side. By this measure, Toppan 1is the least
labour-intensive company, and Maxwell Communications the most.

8985d/v.4
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Figure 4. Fortune 500 — Non-US publishing/printing companies:
Changes in sales rank 1985-88
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Figure 5. Correlation-.between - rank: in: sales:and rank in. employees. RS SV
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The range of sales per employee is significant, with the average shown
along the vertically fitted vector "A'". Bertelsmann achieved sales of $6.5
billion in 1988 with 41,900 employees, or $155,131 per employee, compared with
$2 billion in sales for Maxwell with 30,000 employees, or $66,666 per
employee. This wide range of sales per employee reflects the volatility of an
industry in technological transition. From analysing figures 3 and 4 it would
appear that there is a general relationship between sales growth and
rationalisation. Those companies showing a higher sales per employee ratio
tend to be growing in sales rank faster than those companies with fewer sales
per employee.

Mergers and acquisitions

The rate of mergers and acquisitions in the print and media industry has
been dramatic in recent years. Like many industries, media conglomerates are
attempting to gain a foothold in foreign countries (including in Europe in
preparation for an integrated European market before 1993). Mergers and
acquisitions are a means of doing this, and can also help firms diversify into
various information services so as to minimise the risk of failure in any
single one of them.

The magazine Mergers and acquisitions reports 77 acquisitions by 13
companies between 1983 and 1987. Table 4 outlines some of the recent major
United States and international mergers and acquisitions. Chart A shows these
in more detail and in a cumulative manner, displaying how the major
multinationals have added subsidiaries over time. '

Chart B shows geographic patterns of ownership among the largest 15 media
companies all with sales in excess of $2 billion in 1989. The United States
accounts for almost half (48.5 per cent) of the sales of the top 15. This can
be explained by the strong presence of foreign multinationals in the United
States, for example, Bertelsmann. Also, News Corporation does more business
in the United States and the United Kingdom than in its own Australian
market. Thomson is likewise more active in the United States than in Canada.

In the period 1984-87 media acquisitions in North America were frequent.
The American magazine Mergers and acquisitions (1983-87) reports that during
this period MacMillan Publishing acquired 20 other companies: the New York
Times acquired 14; the Thomson Group 13; McGraw-Hill 8; Gannett 63 and
News Corp. 4 (see table 5). Few of the acquisitions involved non-North
American companies either as acquirers or as the acquired.

Booz, Allan and Hamilton (1989) report that new industrial players are
entering the scene. Fiat and Matra, for example, are buying into media. By
the turn of the century, broadcasting in all its forms is predicted to be a 30
billion dollar industry in Europe alone (Financial Times, 7 December 1989).
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Table 5. Nos. of mergers and acquisitions involving North American companies

MacMillan 20 Times Mirror 2
New York Times 14 Hearst 2
Thomson Group 13 Harper and Row 2
McGraw-Hill 8 Pearson 1
Gannett 6 Reed Int. 1
News Corp. 4 Washington Post 1
Time Inc. 3 L

Total 77

Source: United States Mergers and acquisitions, 1983-87.

Ownership and diversification

In general, large media companies are highly diversified and ownership
patterns are complex. Most companies have interests in TV and radio, as well
as book publishing, magazines, and local or national newspapers. Murdoch, for
example, owns 20 per cent of Pearson and 2.4 per cent of Reed. Through
Pearson he controls Anglia TV, Granada and BSB satellite (Backer, Spidvogel
Bates). As well as several radio stations, Maxwell controls the Mirror group
of newspapers and also the Pergamon group. Through Pergamon Holdings he
controls Central TV and a number of radio statioms. '

In general, ownership of magazines and book publishing operations is not
widely publicised, however there is a lot of shared ownership patterns among
TV and radio operations. Murdoch owns 11.4 per cent of Piccadilly radio
through the Reed group and shares it with Virgin (11 per cent), Guardian (15
per cent) and several others. Virgin, in turn, is linked with BSB satellite
which Murdoch also owns through Pearson, and so on.

The complete ownership patterns for six media conglomerates, drawn
primarily from their annual reports are shown in the Appendix. The general
impression gained from these charts is the vast degree of diversification in
the operations of these companies.

Diversification patterns

Within the industry, the width of diversification varies greatly between
the large media groups (see table 6). As well as print media and electronic
media (TV, radio) Warner and News Corp. have interests in film and books.
News Corp. for example owns 20th Century Fox Film, Time Books, Collins, and
Harper and Row.

Bertelsmann is in music publishing, owning RCA records, Ariola and
Arista. Warner, too, has music interests, owning Warner records, Electra,
Asylum, Atlantic and Reprise labels. Fininvest and Hachette are not as widely
diversified, concentrating on magazines, newspapers, TV and radio. Maxwell
does the same but also owns Macmillan Publishing (books) in the United
States. Sony, in contrast, is concentrated in video software, but also owns
CBS records and the Epic label.
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Internationalisation

Publishing companies in .the course of becoming multinational have gone
through the classic pattern of hiring local distributors, setting up marketing
offices, expanding into 1local production and finally establishing a
subsidiary. For example, McGraw-Hill operates in 17 countries, publishes in
13 languages and, in all senses of the word, is a multinational like Hachette
or Bertelsmann.

Rupert Murdoch believes that a global communications network is a near
reality - both in print and electronic spheres. He believes that in principle
an advertiser could soon achieve, with a single order, global coverage in the
media of his choice. Murdoch's News Corporation owns 20th Century Fox film
and Fox Television, the embryo fourth American TV channel, as well as Sky TV
in Europe, five United Kingdom national newspapers and various papers in the
United States and Australia, and joint ventures with Hachette and Pearson.

The globalisation process has been driven by deregulation in several
countries, together with a mixture of new technology and a global ideology.
The growing strength of multinational advertisers has accelerated the process
through mergers and acquisitions to form a global market-place.

The internationalisation of English 1language publishing began with a
consent decree in 1976 by the United States Justice Department, which forced
British and American publishers to abandon the then oligopolistic practice of
carving up the English-speaking world into territories related to their own
commercial interests. This induced competition in transatlantic publishing
which began to heat up in the late seventies.

The largest 15 publishing firms listed in the United Nations Centre on
Transnational Corporations (UNCTC) 1988 report had in total 749 foreign
affiliates, 82 per cent of which were located in developed market economies,
and 18 per cent of which were in developing countries.

In 1986 the most "multinational' of these firms was News Corp. having 161
foreign affiliates, followed by Pearson (134 affiliates), Reed Int. (114
affiliates) and the Thomson Organisation (102 affiliates).

The geographic distribution of the foreign affiliates 1is quite
concentrated with 169 or 22.5 per cent in the United States, 359 or 48 per
cent in Western Europe and 46 or 6 per cent in Canada. Note Japan's share is
low - only five affiliates or 0.6 per cent of the total (see table 7).

Corporate strategies: Profits versus market share

Companies can follow a profit strategy, aiming to maximise their profits
per employee, or a market share strategy, where the main goal is to maximise
sales and thereby obtain a greater portion of the market share.

When correlating sales rank per employee (figure 5 — shown earlier) with
profit rank per employee (figure 6), a clear set of industries' strategies
emerges. As shown in figure 7 three companies -~ Hachette, Bertelsmann and
Toppan - have higher sales per employee ranks than profit per employee ranks
thus implicating a sales or market share strategy. The other six companies
have higher profit per employee rankings than sales per employee which
corresponds more to a profit maximisation strategy.
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Table 7. Geographic distribution of foreign affiliates in the- ey
publishing and pr1nt1ng 1ndustry, 1988 (top 15 compan1es)

ERSARRTA P B <.:,:

i u; o '.'. bk d e o . B ‘J““ B £y - ) fsk )
Foreign affiliates in:. - Ce e vy LT w, et Percentage ofbtotal

I R ‘ ! R SR T [ i SR S SL A LSS L M : i H

United States 169
Western Europe Y _ ' SO T 359 1
Canada . . .~ - R N S SRR SRR 7 ST TP
Japan: . SRR T O - R
Other developed countries . ) PSSP 37
Latin: America : 49 i
Afr1ca : - co 21
Asla Che * i ‘-"_63)..3'_ [A¥]

Ly
HES R AR S

SR Criofning +

§Qgré§:’ UNCTC» Transnatlonal corporatlons 1n world development (New'York ﬂqj
1988). .. o - By AR

sy

, Flgure 7 shows _th dlstrlbutlon -of . companies. along .a-  composite
profit— -sales per employee scale. Hachette‘and Bertelsmann have the most .clear
sales strategy, - whereas Pearson and Maxwell have the most clear profit
strategies. In general, profit strategies are associated with rationalisation
and staff reduction, whereas sales strategles are concerned with growth  and
market power. As much corporate growth is either debt or equity funded - the
sales strategy approach is. not dependent upon accumulated proflts. VI

When we compare flgure 7 w1th flgure 4 Sit is clear that the most
pronounced strategies are associated. with the companies . that grew the fastest
in relative sales rank from 1985 to 1988.

qoet

Advertising and mediatfl oo C R N TER L

Lo,

The media and:-publishing, 1ndustry is driven - by: the advertising industry
and -to descrlbe the relat1onsh1p in a:less than delicate way; the. 1nformat10n
and news/entertalnment content , of: the med1a industry is -just wrapp1 '
advert151ng wh1ch u1t1mate1y pays the bills. Thus advertising plays:a,
and catalytic role in the evolution of the media industry.

) p1vota1

The relationship between industry and advertising- is .also symbiotie.-and
cybernetic. In his paper on the New World Information Order, Anderson (1980)
described the global evolution of .the Coca-Cola/McCann-Erickson relationship.
Coke - ,spread,. for . example,; from the United , States ;to, Australia.; yMcCann
contracted to do Coke s, advertlslng in the. Un1ted States and- . also. . spread
independently to Australia. The two companles then linked up in Australia and
eventually centralise .activities, . espec1ally ‘ereativitys. ‘back --to  the New
York/Atlanta headqua ers. for. reasons of economy of scale.wrF1gure 8-des r1bes
the process.»'ﬁ7 , ' ‘
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Figure 6. Correlation between profit rank and employee rank.
Fortune 500 - non-US sample 1988

Profit rank
1

S
g
‘5 cos®
wet
L
100__] o
=
9e®*
&>
wo&
g e®
200__] QQQQ @pp£
. o
e
&
.‘%e
300_|
( e
et e
2 c
{ sQ‘C'\' .‘E@
400__
500
! - | l |
500. 400 300 200 100 1

Employee rank

Source: Fortune, 31 July 1989.

8985d/v.4



—24 -

°9’ pue rm soan8Ty woxj pojeINITR) "mom:om...,m
-~ m =
sofoTdwo xad xuea safesg 9afLoTdwa xad jNuex 3Tjoad
ueys as3eaal ueyy I93eoas .
oofo1dwe xad jyuex 3TyOoIg oofordws aad juex sareg bt
0€ 5T 07 <1 01 s s 01 ST 0z |
1 _ | _ _ I | | | 1
. ) o e ] . )
o2 N N s8¢ Q@o@ 528 o
P o P (3 g% (> IS
o0 < CX s\ ~
\/‘ < s° »V/@‘&/M 2>
o - 35KoTdws/531301d ~SA 55K07dws/55Tes Aq S5Tuedwos JO UOTINGTIISTq 7 SINFIA



Figure 8.
CENTER-NATION (United States)

Coca-Cola Co., Atlanta McCann-Erickson, Local,
Head Office —»| New York - National,
(Client) Head Office and Transnational

(Agency) mass media

(Media)
Coca-Cola McCann Local
Subsidiary » | Subsidiary in » | mass media
Office Host-Nation (Media)
(Client) (Agency)
PERIPHERY-NATION (outside United States)
"'Common Account" Interaction between Transnational Advertiser

Note:

Source:

(Coca-Cola) and Transnational Advertising Agency (McCann-Erickson) and
Mass Media in Center and Periphery Nationms.

The example of Coca-Cola and its agency is virtually an "ideal" type of
"common account" arrangement. At home and abroad, Coca-Cola uses
McCann-Erickson. Media materials created jointly by Coca-Cola and
McCann in the Center Nation of the United States are transferred via
their subsidiaries in the Periphery Nations. Broken 1lines indicate
transnational interaction.

Anderson, 1980.
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The following tables 8 to 11 describe the geographic distribution® of: the
world's advertising industry, and outline the basic globalisation process of
advertising, together with'its linkage:effects with industry and the media.

Brunt (1984) describes the mechanisms of cultural control that media

companies. have, citing an incident involving. a supposedly feminist magazine,
yhich was actually be:ng used by the medla owner as a vehlcle to block rather?f

than transm1t femlnlst 1deas. L8 ! KA . e Twd D

.—'_ ;“,\. i

u _ PN ;
Table‘s; Advertls1ng expendlture per: caplta, 1987 f ity
Countfy o $

"Sw1tzer1and j Z ; : 458
| United: States § R A BN
F1n1and . R A cvo gggdind
Japan ¢f ; : : Swi’ S f _223l RY
'Netherlands | ; AR | . 18!

Source: Sydney Morning Herald Jah. 19?0;" _

Lo isie o

Tablé 9. 'Advertising ‘ekpenditire 45 a percentage of GNP, 1987

Country

. puerto'Ri¢o - . TR T s
United States A - :
Switzerland - .U Leilod bt

CUFinland o et a0
New Zealand ey Evore D dnarnio b

Source: - Sydney Morning Herald, Jan. 1990. ST TR AL Lo

Table 10. Change in advertising expenditure by country
as a percentage of total global expenditure

Country 1988 1991
% %

North America 46 43
Europe 28 31
Asia/Pacific 21 22
Latin America 3 3
Africa/Middle East 1 1

Total spent ($ billion) 176 224.7 (constant prices)

Source: Sydney Morning Herald, Jan. 1990.
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Table 11. World advertising expenditure by country, 19838
(top ten countries)

Country US$ billion
1. United States 75.8
2. Japan 28.0
3. United Kingdom 12.1
4., Germany (Federal Republic of) 9.5
5. France 6.9
6. Italy 5.1
7. Canada 5.1
8. Spain 4.6
9. Australia 3.1

10. Netherlands 2.6

Source: Sydney Morning Herald, Jan. 1990.

Note in table 12 the relative sizes of the media and advertising
industries. Time Warner is seven times as big as Dentsu and No. 10, Times
Mirror, is more than twice as big as Dentsu. 1In fact, the top ten advertising
agencies together, at 41.7 billion French francs, are only equivalent in size
to the No. 2 media company, Bertelsmann.

Table 12. Relative size of top ten media and advertising companies’

Media FF billions Advertising
1. Time Warner (US) 52 7.3 Dentsu (Japan)
2. Bertelsmann (FRG) 39 4.5 Young and Rubicam (US)
3. Capital Cities/ABC (US) 27 4.4 Saatchi & Saatchi (UK)
4. News Corp. (Australia) 26 4.1% Backer Spielvogel Bates (US)
5. Hachette (French) 24 3.9 McCann-Erickson (US)
6. GE-NBC (US) 22 3.8 FCB (US)
7. Gannett (US) 19 3.7 Ogilvy & Mather WPP® (US)
8. CBS (US) 16 3.5 BBDO (US)
9. Reed Int. (UK) 16 3.3 J.W. Thomson WPP® (US)
10. Time Mirror (US) 16 3.2° Lintas (US)

Excluding the Thompson group.

BSB is Saatchi linked.
Lintas is linked with McCann through the Inter-public group.
Sorrell linked - WPP group.

Note:

Source: Affairs, 1989.
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This difference in turnover however does not reflect the actual power: oz’
control relationship between them. For example, media companies;do not select
advertisers; media channels are selected by advertising companies. Also,
advertising companies are in general selected by the industrial enterprises
and linkage effects are strong. Long-term relationships exist and advertising
is typically "a self-regulating industry. Conflicts of interest are..rapidly
solved by realignment, and so on. Thus, advertising as well as media
companies have strong and increasing power in the industrial-service system.
Within the advertising industry, several large holding company»striétures have
recently emerged. The Saatchi group recently split to form:;:SaatchHi and
Saatchi, and: .Backer, Spielvogel, Bates (BSB). WPP :derived out: 'of .Saatchi
through - Sorrel, Saatchi's finance director, who .left. ‘WPP: has:.acquired J.
Walter Thomson, and Ogilvy and Mather. McCann and Lintas are-ilinked via the
Inter-public group. A fourth large group is Omnicron. Yo y

By 1989: two dominant British groups had emerged, Saatchi:and:WPP. Both
also dominated® the United States market through United Statesiracquisitions.
WPP had acquired J.W. Thomson and Ogilvy and Mather and Saatchi had acquired
Ted Bates and Backer and Spielvogel (BBS).

LORUT e anall sl e el g

Saatchi and Saatchi began to diversify into other management services
such as management consulting, and took control of consulting firms like the
Hays Group: Altheugh: its]itutrnover ranks behind that -of ‘Dentsu, thei:latter
does 90..per. cent::of its Business in Japan and hence:'Saatchi and ‘Saatchi is the
most ' “inteérnational. The - company,: however, is now restructuring’ in- the;
realisation that. it probably.over-extended itself inton areas wheére it lacked;
expertise. By September 1989, profits.had dropped .from $129 million to: $29
million and the company is readopting advertising as its core business.

=)

REGIONAL MEDIA INDUSTRIES

Publishing in the “Un.itec‘l | States

Data on the.largest: United States publishing/printing. companiés«are found
in Fortune -magazine. (23 April 1990). The data show..¢Hange..ih 'sales and
employment from ;1988 to:1989. o Pl Tl e

a0

: RRSEEE SRR Y Gt A VT O SRS BTy
The largest 24 United ‘States (publishing/printing companies.are listed .as
having total sales of: $44,370 million and total employment: of 323,089 .in
1989.  Average ;sales per employee ‘were $124,000 - not significantly differernt
from the Fortune 500 sample as a. whole. Their distribution By 'sales rark
within the sample was wide ranging, from number 59 (Time-Warner) t® mnumber 500
(Affiliated Pub.).:i = 1o o e, . N T A VN

The industry shows rapid growth as .ainwhole.:with 21 iof: 22 !:companies
showing an increase in sales between 1987 and 1988. Volatility in the
industry was demonstrated by the fact that the percentage inéréase in sales.
rank shifted.significantly: for/‘many of the companies 'between 1987 .and 1988, as
is shown in figure 9. Note that while companies in the top ten-in 1988 had
gained in rank, those in the bottom ten likewise gained and sometimes showed
the greatest changes in increased sales. This also reflects.a general: trend:
towards concentration.
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Figure 9. Sales rank 1988 vs. percentage change in sales rank 1987-88:
US publishing/printing companies
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Figuré 10 -shows that the industry:as &" whole grew, and grew fasteriin
sales than in employees between 1987 -ahd -1988. Four' ''¢f the’ 15 companies
depicted in the sample actually reduced the number of their employees while
growing in sales, and no company had a larger percentage increase in
employment than in sales, which also reflects an industry in technological
transition. BEET e .

In the Fortune 500 group for 1988, out of the 22 United States publishing
companies,. the top five companies ‘had significantly . hlgher sales per employee
than the bottom five ($130,344; for the top five versus: $117 200 for the bottom
five) which consitutes a measure of economy of scale in thé; -industry. It can
also be used. as a factor for determmatlon of wage policies and‘other Jbenef1ts.

Profltab111ty was up m the 1ndustry as a vhole with 21 out of 22
companies reporting 1ncreases in profits as"&" ,percentage of sales from 1987 to
1988. Profits grew by 13 per cent from 1987 versus 7. per cent” for sa]?es

Time Warner '
s . e P ;

Time" Inc., originally known.as Time-Life magazine,” was founded in 1923

and has since ‘grown to be the world's largest med1a company after merging with
Warner in 1989. 1In 1941, Time was publlshed on a1rma11 paper to serve Latin
Amerlcan countries, as a means of counterlng the influence of the A.XlS powers
there. “ In 1942, a Time edition.was established for GIs stationed poverseas,
followed by Life Overseas in 1943 for the armed forces. A Canadian edition of
Time was produced in the same’ year, “and in 1960 Time opened subscrlptlon
offices in Amsterdam and Mexico. By 1972 T1me reached a weekly d1str1but10n
of 425 m1111on cop1es world-wide. , :

¥
i
1

sze Inc. also publishes Sports Illustrated, For’t"t'iﬁe,_‘ Money | and Life
agazme.' ‘The company ‘also has a joint venture with- Hachette—F111pacch1 to
publish a French-language ed1t1on of Fortune magazine. Furthermore,‘ it began
pay telev1s1on programmlng in 1972, and it also owns 82 per cent of American
Television and - Commun1cat10ns Corporatlon, America's second 1argest1 cable TV
system—operator in terms of basic cable subscribers.

]
!
N

On 5., March 1989 T1me Inc. and Warner Co. announced their 1ntfent10n to
merge, - thereby creating---the--world's--largest--media conglemerat - With a
stockmarket value of some $15.2 bllllon, and annual sales of an estlmated $10
billion (N.Y. Times,“5 March 1989). The companiés made no secret about their
reasons for merging. Warner Chairman Steven J. Ross believed that '"only
strong American companies will survive after the formation of a unified
European market “in+1992" -(ibid.), -andissued;‘a joint . statement with Time
Chairman, Richard Munro, saying the merger would "create a combined American
entity with the resources needed to compete globally with anyone in our
industry. Together we will be a world-wide leader in all our businesses,
enabling us to create and innovate in ways each could only dream about before'
(Financial Times, 6 March 1989).

Both companies were formed in the 1920s, and will combine many reciprocal
strengths and weaknesses. Time is small overseas, whereas Warner is more
globally-minded. As such, the merger will permit them to compete from a
position of strength with Hachette, Maxwell and Murdoch. Time Warner is the
world leader in pay TV and direct marketing of books. It is also number two
in the world in record production, cable TV and magazines. Table 13 shows
Time and Warner's distribution of media and publishing activities.
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Figure 10. Change in sales and employees. US publishing/printing companies
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Table 13:. Distribution:of activities: Time and Warner .

Time 1988 revenue . .Warner .. .- . 1988 revenue
($ million) ($ million)
Magazines 1 752 | Film 2 096
Cable programming 1 052 i+ Music 2 040
Books 891 : Cable TV 456
Cable systems 812 L Publishing 139
Total 4 507 ” 4 731

Total merged: $9 238 million.

Source: Time magazine, 20 March 1989.
Tl @

[

LD

In the United States, Time Warner hasi clear superiority. Its main
competitor, Capital Cities/ABC, which owns -ABC TV, is less than half its
size. It appears that after 1992 only the strong United States companies will
survive and restructurlng in America has occurred in response to pre-1992
industry restructuring in Europe.

On the World scene, although Murdoch led the global turn, the Time Warner
merger. is predicted to tr1gger the rapid emergence of six to eight vertlcally
1ntegrated global media and entertainment compan1e5° perhaps two in Europe,
two in America and one to two- from Japan. News Corp. and the Thomson group
are also in’ the race. ‘ :

s

Murdoch/Maxwell' Sky channel co—operatlon

Murdoch 1aunched Sky TV in February 1988‘and dur1ng the launch phase was
losing $3.2 million per week. By May 1989, Murdoch and Maxwell: had struck a
deal to distribute Sky TV through Maxwell's cable TV franchise. The project
has had technical and marketlng /dlfflcultles,\ as potentlal customers lack
knowledge of what the four :Sky channels. -offer, and what equipment they need to
receive it. The signal is del1vered v1a cable or satelllte dish.

N

European TV : L T e

The number of TV stations in Europe is expected to double to about 200
between 1989 and 1993. One estimate puts the increased demand for programming
at 300,000 hours.: ‘ f ‘ ' ; Do : » : ‘ ‘

The United States will ask GATT to ban local content requirements in
European IV networks Wthh the .United States believes that European countries
are abu31ng in a“bid to" protect its own industries. Present content rules
require at least 50 per cent of TV programmes aired in Europe to be European
made, which the United States claims is a violation of the GATT rules. The
reaction of the European Community to this is that TV is a service, not a
product, and therefore falls outside GATT's present jurisdiction. Cable TV,
which reaches 54 per cent of United States homes, earned $1.8 billion in
advertising expenditure in 1989 versus $60 million in 1980. The industry is
being deregulated.
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European printing and publishing industry

In general, the printing industry in Europe has shown good growth in
recent years; however, strong regional differences exist within the core EEC
countries. The United Kingdom, the Federal Republic of Germany, France and
Italy show the highest rates of growth in printing turnover and in exports of
print. Smaller and peripheral countries - Finland, the Netherlands and
Portugal - showed, in general, 1lower rates of growth and in some cases
negative rates of export.

Between 1986 and 1988, printing turnover grew faster than GDP in the
Federal Republic of Germany, France and Italy, but slower than GDP in Finland
and Portugal. Also, exports of print grew faster than GDP in the Federal
Republic of Germany, France and Italy. The Federal Republic of Germany,
although not France or Italy, was a net exporter of the product. In Finland
exports of print actually fell by 6 per cent. between 1986 and 1988. The
pattern of growth and concentration presented in figure 4 gives a summary
growth picture of the largest European companies.

The Federal Republic of Germany

In 1988, overall printing turnover in the Federal Republic of Germany was
DM28 billion, of which DM5.1 billion was exported. The surplus balance of
trade in print was DM3.2 billion, reflecting a very healthy position. Since
1983 the German printing industry has shown steady growth and has grown faster
than the average growth for total industry. According to the British Printer
(March 1990), turnover in the printing industry grew 19.3 per cent faster than

'GDP between 1986 and 1988. Exports of print grew 46.2 per cent faster than

GDP and 22.5 per cent faster than total printing turnover during the same
period.

The biggest growth markets for printing in the Federal Republic of
Germany have been catalogues and other advertising print which grew 31.2 per
cent in real terms between 1982 and 1988. Direct printing inserts for
newspapers and magazines also showed strong growth. Direct mail especially
has grown from 2 billion to 2.6 billion items between 1982 and 1988. A
further 10 per cent increase was expected between 1988 and 1990.

France

Printing turnover in France in 1988 was FF43 billion, up 13.8 per cent on
the previous year. As in the Federal Republic of Germany, French printing
turnover grew faster than GDP from 1986 to 1988 (26.4 per cent versus 12 per
cent) and exports of print grew 13.6 per cent faster than total print
turnover. Exports grew more slowly than imports of print however, 20.6 per
cent versus 26.5 per cent.

Eastern Europe

Eastern Europe has gained a larger significance in the eyes of most media
giants, due to the current political and economic changes occurring there.
With the gradual shift from planned to market economies, investors see new
opportunities arising. Of course, as with all industries looking at Eastern
Europe, the media companies must weigh the benefits of early investment into
new territory versus the risk of unfavourable political events, such as a
rapid trend towards re-nationalisation.
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By far the most activity has been !in the German Democratic :Republiici
There are two obvious reasons for this. One is that East Germany does not
pose any  cultural ‘or ::linguisti¢ .barrieérs: to potentialstinvestors  frdm the
Federal Republic of Germany. . The 'second :ds. thatithé  impending unification of
‘the two Germanies would:seem: to Pprovide <a’ 'security’ from' the «aisks.involwved,
especially since many:.of the'legal iprovisions of::thenFeéderal: Republicisof
Germany were already adoptediby the . German:Democrdtic Republic':ds' a:resulitiof
the economic;and. monetary unionuwhich the 'twoi:States enteredwinto on 1 July
1990. Table 14, titled "Participation of Western enterprises in: chmpaniés;;i'n
the German Democratic Republic" (Neue Ziircher Zeitung, 9-10 June 1990) g1ves
some 1nd1cat10n of the maJor players m East Germany and the:Lr status.-‘

Gruner and Jahr, a sub31d1ary of Bertelsmann,‘ 1s currently selllng’fS0,0QO
coples of Stern magazine and 180,000.copies of the: women's Brigitte magazing
in the German D ‘Democratic Republic.i: Its:marketingvdiréctor ‘expldined: thatothe
main question:we.face;is- whether: to t:ranspo’rtrex"istin'g West ‘German’‘magazines
to .the: East. of: buy wupnEast:iGerman::magazinés: andspush 'ups theiriicirculation®
(Internat1onal Herald Tribune,.: 24 rMay: 19902 v uEast= German : télevigion viéwers
now see commercials for western products, which the State's own television
hopes will earn enough hard currency to buy western f11ms and thereby attract

N

new viewers. SOTANLE BT IR TS R LA L A T

‘Not ~alltis positive regarding iwestern.invéstment in East Germany.: Since
four .companies, Burdaj' Bauer, Springer ‘and Grurer and Jahr have essentially
cornered. the market, with contracts between. them with.some 500: agents; there
is -a . fear of monopollsatmn, ‘just as: the  German Democratic- Republic: is
preparing to revise its legislation to end the state monopoly in rneviépapér
distribution. . Complaints. have come from the - Journalists' Union ''thatio"the
dictatorship of .the party 'must not  be replaced by: the rule of West  Gérman
media grants' (International Herald Tribune, 2 May 1990). The Intérndtional
Journalists' Federation has expressed similar concerns. The Federal .Cartél
Office located in West Berlin indicated that the present situation in the
Germah: Democratic Republic would' not be allowed .under the anti-monopdly laws
(ibid.) of the Federal Republic of Germany. East German print media ' also
fears having to lay .off much of .its staff, due to ithe increased compéetition
from the West, and:there  has. generally been worrles of 1nf1at10n created by
the invasion of¢ hrgher—pmced magaz1nes.- N N A [ S S I

ST IR Gl . T TR SRR s ) soned ;‘_,

Deals in other eastern European countr1es have also been reported,
although to a lesser extent. One advantage cited, that media firms have over
other industries, is that the former are paid in hard currenciég” by
advertising companies, whereas other industries have yet to find a suitable
means of repatrlatlng their earnings: An. 1nterest1ng agreement was reached by
Saatchi -and Saatchi: in the:Soviet Union on 5 April .1990, whereby the "Soviét
Union will send its most' talerted economists. to Italy, where they will "undergo
nine-month training programmes’ with; Saatchi.'and Saatchi.or its clients. ! Thé
training will.be . injareas:such:as marketlng -and: advertlsmg, so-as to: prepare
the trainees to be western-trained marketing experts. 'The: Saatchi:¢ompany
could, hereby, be setting up clients for itself in the future.

In other deals, Springer took control of four Hungarian newspapersiiowith
a combined circulation of 187,000, without actually paying for them, due to
the absence- of ‘Hungarian legislationrconcerningthe disposal  of state<owned
assets. Springet will be responsible for:.all "the productlon) costs and rentisin
this venture, and has:indicated a preparedness to: invest ‘a further 40 million
Deutschmark in Hungary in the coming two to. three: years .(International: Herald
Tribune, &  April-1990). Maxwell Communications already.has a 40" per ‘cent!
stake in:both Esti H1r,lap and: Magyar Hirlap  néwspapers of Hungary. : Maxwell
also agreed in April 1990 to buy the Bulgarian'TV channel BTV2. . crud i
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Murdoch's News Corp. PLC has a 50 per cent stake in Hungary's popular
Reform magazine, and the daily Mai Nap. Italy's Finivest has: deals in
Czechoslovakla, Poland and Hungary to provide programmes for local TV stations
in exchange for air time for western advertisers (Internat1onal Herald
Iribune, 24 May 1990). In general, publishing firms are seeklng to control a
relatively untapped market where consumers are longing for media produgts ;that
were hitherto unavailable to them. However, they are not competlng wrthleach
other. Insfead their investments are complementary in the senge that those
which primarily own dailies, weeklies or reg10na1 as opposed’ to| ngtional,
newspapers or magazines in the West teénd to go 1nto the same llne of bus;ness
in the East.: ¥ : o i,

In addition, those companies which have prev1ous1y not been publlshlng in
the German—language market will, through a ‘single 'joint venture with Aan
existing company in what was the German Democratlc Republlc,‘all of a sudden
have access to a market of over 80 million if 4 | '

SQCIAL AND IABOUR CONSEQUENCES

[

, i |
In general, the industry is volatlle and th1s 1mpacts employment 1n a
number of ways. First, Internationdl . Graphlc Federation (IGF) figures . show
61,000 printing jobs lost through ratlonallsatlon in" member. countrles 1n the
decade 1975-85. Most of these jobs were ITost!'in the Federal Republlc of
Germany (18,000) and in France (25,000). However, recently“(between 1986 and
1988) the printing industries in the Federal Republic of Germany hnd France
also - added ' jobs (7,800 for Germany and 4,400 for France). Lack of
comprehen51ve and harmonised data precludes an accurate comparlson over 'that
decade, however it is clear that new jobs are also being created in the
industry. ;Whether such job gains exceed the job losses, .as: a linear
extrapolation over the decade suggests, is a questlon that deserﬁes further
data collectlon ana1y51s. L oo , ‘ I Y
‘ . o ; i
These flgures however reflect only the total quantity of employment As
well, there'are the aspects of technologlcal Job displacenient, 'tralnlng arid
retralnlng,:fwomen s 'employment, ;' mobility, ‘new™ job creation - and 1nd1rect
employment effects. For: example, printers dlsplaced‘due to, new,technologym—
laser printing or whatever = may not beé retrained to take the hl—tech and
computer JObS that are emerging. i § i*
‘ e

1

As in banklng and other service industries, there has been a d1fferent1a1
tendency to’ employ more women .in lowér functionary positions, ‘like . data
processing, ' where the operational tasks are strongly regulated by the
constraints of technology. Thus; as i’ thé ‘banking industry, 1ncrea51ngly
more women ' are employed, but ‘in’ JObS ‘hav1ng 11tt1e vert1cal mob111ty and

little 1n the way of job enlargement.m

j S w
v i ',' ol | P

e

i 5
The 1ndustry as a whole has vertlcal mob111ty. It moves rap1dly through
the technolog1ca1 revolution shedding older and lower-paid job categor1es and
replac1ng them w1th new better-paid categories (e.g. typesetters leave,ndata
processors enter) - ool

i RE ;'- N Ted
'? 5] He

Automatlon 1nduces standardlsatlon of worker task demands. As dn other
service: 1ndustr1es, new’ technology means! fewer récruits, fewer. promotions and
more ‘centralised authorlty over 3job descrlptlons. Quallty of employment has
to be séen in the context that, while new employment opportunltles exist, they
are not ‘opén to all groups. For' example, the proportlon of women who remaln
in lower—functlonary JObS remalns h1gh C [ : LWL n ,

g et o T . : ;‘
RS NN B i b [ [
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The IGF reports that during the decade, in general, the level of union
membership has remained roughly the same amongst its members, but the
employment effects are largely negative, due to the displacement/technology
phenomenon.

Examples of job cuts are frequently in the news: McGraw-Hill cut 1,000
jobs from their workforce of 13,700 (International Herald Tribune, 7 December
1989); Reed Int. cut employment from 31,300 to 22,100 in one year, from 1988
to 1989.

Selective job cuts can also work to retain employment in other areas.
Murdoch recently cut 130 jobs at the New York Post to save $22.5 million over
three years. These savings were necessary in order to avoid selling the
troubled newspaper, and a complex series of wage decreases and increases was.
introduced to make up a $3 million gap. A three-year wage freeze was
introduced through a series of tense and complex negotiations. The outcome
was the ensured survival of the paper and 1,200 allied printing trade jobs for
one more year.

In another development it has been reported that the News of the World's
magazine Sunday will now be printed in the Federal Republic of Germany as a
result of a joint venture between Murdoch's News International and Burda.
Production will further be transferred to a site on the southern outskirts of
Berlin once construction of a new plant, Burda News Druck, has been
completed. While employment will be generated or at least maintained in the
Eastern part of Germany through the influx of capital and technology, some 400
printing jobs will have been lost in the United Kingdom in the process.

Rationalisation

Figures from the International Graphical Federation, presented in
table 15, show that since 1975 about 61,000 jobs have been lost through
rationalisation in the printing industry in ten countries where information is
available. Although it is difficult to compare these figures against a
background of employment figures 1in various countries, due to lack of
harmonisation in data collection categories, the 61,000 jobs are significant.

Unions appear to have played a role, as the countries with the largest
job losses, e.g. the Federal Republic of Germany, France, Belgium, are also
countries of low union membership (52 per cent, 30 per cent and 55 per cent,
respectively).

In contrast, countries with high rates of membership - e.g. Denmark,
Finland, Ireland, Iceland, Luxembourg, Netherlands, Norway - show either very
low rates of job losses or even job increases (as in the cases of Finland and
Luxembourg) .

The industry is undergoing a rapid technological transition. This has
important ramifications for wunions, as their influence is predictably
decreased with the continuing process of rationalisation.

In the Federal Republic of Germany, the Printers' Union and the
Journalists' Union have recently merged to form a new union with some 185,000
members altogether, called the Industrial Union for Media (Industrie
Gewerkschaft Medien) in order to achieve greater bargaining power. This
merger mirrors the changing configuration of the industry. There are reported
talks in the United Kingdom on a similar movement.
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IGF estimates of employment .and rationalisation

-‘Finland

France® ...

£ 29.800
<2095 000,
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Table 15. )

; : -in printing/publishing and allied:trades ;
o 13 POL v Totaliloov " Percentage . Jobs: lost:through
Country c_sfs 7 employment: ! ' union members ¢ wratidnaldisation

i oo b imtpridt oo SRR S - since 1975 o
industry ’
Belgium: : 367800 - 80% ©5.689 (il
~Gaermany ~ (1 5 162 500 .. . ‘52 v X 18 000... - .
~Denmark. .. .. - 448.000: i w936 Do liinon

sIncrease: of 550
125 000! :

“Greece: KR tohal s G001 hae s sl L Eait o
United Klngdom 448 000 85 - Liney G i
Ireland 95 150

~Iceland: " %y o 92" i v 2DhOnediplant .:
‘Luxembourg S N :80 ¢ T “Jobs“1ncreaS1ngl
Netherlands o 100+« 400 ' :
Norway 100 . None by nat“n-.
i SR 61‘ s ftmagreement s i
Austrla oot ) 90 . 201000 .. vl
_Bortugalﬁ,. “,;.,25~ooo © 554, 300008 Lo
Sweden : 72 600 100°. : weovdop el
Switzerland 53 500 50 -

Spain 115 000 - 7 000

Cyprus 900 80 — e ieBionaest
United States 1 479 000 27 -

‘Venézuela - v, ¢ .0 ame et Da e R A B = AN
oThailand w» -0 -~ o0 w0t ‘Bn200 i 73: , -~ i :
+ Australia. TR +120.000;: 65 . . - pey;
New Zeéaland: SR T ~12 000 fi 100r ; - ook

"}_¥ Includes)workers only = N0 staff L no*‘u» Eoves SO PN i

2 Total employment nn pr1nt1ng 1ndustry only S

* 209,000, = in- all sectors" pr1nt1ng 1ndustry —u16 000

4 Upper estimate.

- t% 75 per. cent in: newspapers. ozl i
Source." IGF report stat1st1cs 7 1986 89. :

,Table 16 shows a- large .increase in'. employment amongst the * top- “tien
mult1nat10na1 companies. . world-wide.: from :1976-86. i The original topf “Een
companies from 1976 added 68,800 jobs, growing by 45.4 per cent in the
~decade.  The'current.largést ten in 1986 however had: added 95,700 jobs ito grow

163, per cent  larger :than. the or1g1na1 largest ‘ten ' in 19764

(Note' that' the

rsamples are somewhat 'different as several of the or1g1na1 largest ten d1d :not
rank amongst the top ten in. 1986 ) cmoo _3 :

(RN ) ~‘u

-

Table 17 shows that in the Federal Republlc of Germany, France and : Italy
alone employment grew 4.5 per cent between 1986 and 1988,
additional jobs for the industry.

8985d/v.4
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Table 16. Employment trends in the world's largest ten'
multinational publishing companies, 1976-86
(employment in thousands)

Employment Percentage

1976 1980 1986 increase change
(1976-86)
Original ten from 1976 152.3 218.8 221.1 68.8 45.4
Largest ten of the year 152.3 239.9 248.0 95.7 63.0

'  The list is drawn from the largest 15 companies in 1986, some of
whom either did not exist, or were not amongst the top 15 in 1976. The list
includes: Time/Warner, Bertelsmann, Times Mirror, Gannett, News Corp., Reed
Int., Thomson, Hachette, Tribune, Knight-Ridder, McGraw-Hill, New York Times,
Pearson, Springer and Washington Post.

Source: UNCTC: Transnational corporations in world development: Trends and
prospects (New York, 1988).

Table 17. Employment growth in European printing industry:
Selected countries

Country 1986 1988 Employee growth % change
Germany (Fed. Rep. of) 214 654 222 495 7 841 3.7
France 77 536 81 939 4 403 5.7
Italy 45 950 49 000" 3 050 6.7
Total 338 140 353 434 15 294 4.5

! Estimated (extrapolated from 1987).

Source: The British Printer, Mar. 1990.
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o SUMMARY AND CONCLUSIONS

EEGEE

The media industry in undergoing considerable and rapid technological and
structural changes. ..The industry shows a net growth rate as small firms
enter. There has been a net increase in jobs in the printing industry (95,000
‘among - ‘the largest*“ten companies within a decade -~ see table 16)
Neverthéless, there” ‘have also been ‘fapid job'losses in certain categorles,
e.g. the printing trades. Many of the new and emerging job categories require
technologlcal and computer skills which the. displaced workers. can. often not
acquire. Women are be1ng employed in the 1ndustry in 1ncrea51ng numbers, but
are typ1ca11y involved in data process1ng ”and~~mach1ne”related JObS, Hihh

LT

imply “reduced possibilities 'for ‘careetr ‘advancement:, [ IRV

The industry is also mov1ng "up~market” _ as reflected in massive and
‘rapld”’echnolog1cal”upgf@d1ng, iri¢réases ‘in HigHly" sk1lled empioyment and wage

Tevel Consequently CPHe “posSTh: es“bf“vertlcal moBility Dabe™ 1&mite& fo
in the‘s"stem. = ‘")b\” T : L

“certain/’job categorles“and sk@11ghy
SRR U A P ITH ewewtiol wonh vt o 2R i
The industry, in so far as multinati®nals''aré “concefned)” f 2iglso
restructuring itself in several ways. The internationalisation of processes
is expected to result in the emergence of roughly six mega—medlaHg1ants who
will dominiate ‘the world market” by’ the end of the century These‘would ineiiide
such groups as Time Warner, Bertelsmann,*Hachette, News’ Corp., THomson and
Maxwell. = Although very globally. minded,. .they will. still. operate.principally
from certaln centres, such as New York, London, Paris and Sydney. The growth
of the major conglomerates is accelerated by the wave of mergers and
acquisitions that 1s currently under way 1n the 1ndustry

- L )
"’l’v \"’\h_k i o

The other means of restructur1ng is in dlver31f1cat1on “'Media glants are
now involved in not just printed goods but also film, cinema, video, tape
recording and compact discs. There is also a. pattern of vertical linkage
forming between industrial producers, the advertising industry and media
giants, = Although ‘the vadvértising indistry is small compared with thé media
giants, it is sophisticated and globalised, and acts as a catalyst that drives

the growth of the media 1ndustry._‘. N

LUTes

BTN

The last generatlon‘has seen-‘the role of the med1a evolve into a pow*
agent ‘of socialisation (ahd ‘culturd “change. In tHe® 1960s, Marshall McLuh4ms
Canadian writer and media specialist, foresaw the "retribalisation of man" and
the emefgence of a "gioBaTivilldée“ which wotild'‘be mediated by tele¥ision.
This process appears to be in full swing, and in some societies the media are
tending to challenge, or even supplant, other major institutions of
socialisation. T N I S SO LA A S I PUNTF I O 0 S

These, in summary, are the trends for mu1t1nat1onals in the 1ndustry
Media conglomerates control such a vast' array‘of -information ‘sérvices that¥iit
is difficult to analyse any one independently. The integration of these means
of communication into one company is perhaps the most recent phenomenon to
develop in the media industry.
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APPENDIX

COMPANIES' STRUCTURE
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Hachette

1986 AVERAGE CIRCULATION FIGURES

MAIN FRENCH PUBLICATIONS

Derniéres Nouvelles d'Alsace (D)
Echo Républicain (D)
Elle (W)

Elle Déco (Two-monthly)
Femme {M)*

Fortune (M;*

France Dimanche (W)

Iei Paris (W)

Le Journal de Mickey (W)
Le Journal du Dimanche (W)
Max (M

Le Méridional (D)
Neptune Yachting (M)
Nouvel Economiste (W)*
Onze (M)

Parents (M)

Picsou Magazine (M)
Premiére (M)

Prévention Santé (M)

Le Provengal/Le Soir (D)
Ski Magazine

Super Picsou Géant (Quarterly)
Télé Ciné Vidéo (M)

Télé 7 Jeux (M)

Telée 7 Jours (W)

TV Couleur (W)

Tennis Magazine (M)
Var Matin (D

Vidéo 7 (M)

Vital (M)

Week-End

Winnie (M)

222,000
34,000
380,000
124,000
50,000
40,000
655,000
410,000
245,000
358,000
Launch
71,000
32,000
101,000
141,000
327,000
227,000
275,000
131,000
188,000
22,000
232,000
47,000
402,000
3,096,000
-'}20,000
- 68,000
86,000
159,000
170,000
n.a.

136,000

Statement on honour pending official audit by OJD in June 1989.

MAIN FOREIGN PUBLICATIONS

copies

- 1989 : Onze-Mondial (M)*

- 1989 : TCV Hi—'I“ech (Two-monthly)

- 1989 : Télé 7 Vidéo (W)

Car and Driver (M) USA
Elle (M) W. Germany”
Elle (M) China*

Elle (M) Spain

Elle M) CK

Elle (M) Greece*

Elle (M) Italy*

Elle (M) Portugal®

Elle (M) Sweden*

Elle (M) USA
Fotogramas (M) Spain
Road & Track (M) USA
Sky (M) GK*
Teleprograma (W) Spain
Vidéo (M) Italy
Woman’s Day (M) USA

*in partnership

930,000
180,000
100,000
127,000

251,000

80,000
120,000
45,000
100,000
851,000
80,000
705,000
138,000
760,000
80,000
5,500,000

]
i
i
o

I
i
|
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McGraw-Hill

Publishing
Company

Information
Services Company

Financial
Services Company

Education Group serves in-

structional and professional

information needs of chil-

dren and adults through

multimedia learning tools.

College/Schaum Division

Continuing Education Center

CTB/McGraw-Hill

Educational Resources

Gregg Division

School Division

Professional & Reference
Division

International Group,
through subsidiaries
worldwide, publishes educa-
tional and professional
books in English, Japanese,
French, Spanish, Italian,
German and Portuguese.
Canada

Ibero-America

UK/Europe

Asia/ Australia

Business Week Group

provides decision-makers

worldwide with information

for their financial, market-

ing and planning strategies.

Business Week

Business Week International

Business Week Executive
Programs

Management Information

Center
Business Week/China

Broadcasting Group,
through television stations,
informs and entertains local
audiences, and provides
local coverage of special
events to audiences around
the world.

KMGH-TV (Denver)

WRTV (Indianapolis)

KGTYV (San Diego)
KERO-TV (Bakersfield)
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Construction Group
provides information to the
construction industry
through print, film and
electronic products and
services.

FW. Dodge Group

Sweet’s Group

Architectural Record

Black’s Guide

ECeM

Electrical Marketing

Electrical Wholesaling

ENR

International Construction
Week

Computers and Com-
munications Group pro-
vides these markets with
up-to-date information
through magazines, books,
product evaluations and
comparative telecommuni-
cations rate information.
BYTE

CCMI/McGraw-Hill

Data Communications
Datapro/Future Computing
Osborne/ McGraw-Hill

Legal Group provides
information on case law,
statutory citations and
other areas of legal practice
through books, directories,
newsletters, software and
audio and videotapes.

Shepard’s/ McGraw-Hill

Healthcare Group offers
technical and economic
information through
magazines, books and
electronic data bases to
the healthcare profession.
BMI1/McGraw-Hill
Medical China
The Physician &
Sportsmedicine
Postgraduate Medicine
Senior Patient
SysteMetrics/ McGraw-Hill

Aerospace and Defense
Group provides business
and technical information
to the global commercial
and military aviation and
space markets through
magazines, newsletters,
video and on-line products.

Aviation Week &

Space Technology
A/C Flyer
Business &

Commercial Aviation
Aviation Week Video
Aviation/ Aerospace Online
Graduating Engineer
World Aviation Directory

Energy/Process Industries
Group publishes maga-
zines and provides services
for the plastics, chemicals
and energy markets.
Chemical Engineering
Modern Plastics

Modern Plastics International

Power
Electrical World

Standard & Poor’s Ratings
Group rates financial in-
struments worldwide
through offices in London,
New York and Tokyo.

S&P/McGraw-Hill offers
information services to the
retail and institutional in-
vestor markets, and to the
energy and commodities
markets.

Retail Investor Services:

Equity Services

MarketScope

Corporation Records

Index Services

Money Market Directories

Book Services

Securities Information Services:

Blue List

Fund Pricing

Securities Processing

Commodity Information
Services:

ComStock

EMIS

Metals Week

Platt’s Energy Services

S&P Trading Systems

DRI/McGraw-Hill offers
financial data in print, and
electronically to business,
financial and government
markets.

Compustat Services, Inc.
DRI Economic Services

McGraw-Hill International
Trade Group provides in-
formation on tariffs, freight
forwarding and logistics.
Numerax, Inc.

C.]. Tower, Inc.

McGraw-Hill Securities
Trading, Inc. provides
investment products to
institutional clients for
commission dollars.

Global Finance



Thomson Cofp.

INFORMATION AND PUBLISHING

In total; the information and publishing

group has over 23,000 individual products.
- These include 231 magazmes 123 news-
‘ fpapers nearly 17 ,000 books and directoties,
100 on-line services and over 5 ;900 other
“products, mamly newslettérs, loose:léaf
‘services, microform products and software ‘
packages

PB OF. ESSIONAL PUBLISHIN G

LAy

sﬂJNortlz Ammca

g o0
PPN

Pubhshers of mformatron for prof‘essmnals
/in the fields of law; tax, banking/financial services,
accountmg, busisiess, real estate, data processing,.
engmeermg, and trademark. and copyrlght ¢
research services: L

Callaghan & Company

Specializing in corporate and commercial law, munlc'/pa/ /aw
foderal practice, trial practice and tax law. Products /ﬂc/ude
Mertens Law of Federal Income Taxation

Nichols Cyclopedia of Legal Forms
. Uniform Commercial Code Reporting Service '
Estate and Personal Financial Planning :

The Carswell Company

Publishers of legal treatises, law reports and /aase Jeaf encyc/opea’/a
Produets include: ‘ b
The Canadian Abridgement

The Canadian Encyclopedia Digest

Mercer Pension Manual

Western Weekly ﬂe'p'urts o

Clark Boardman Company ATV
Publishers for the /ega/ and non-profit fields WIrh emp/rasrs /n
Securities /ega/ar/o/z fnte//ecrua/ property ana’ c//m/na/ law.- Froducts
include: . [ i IR TFINEY
*Secirities and Federal Corporate Law T S
Lindey on Entertainment; Publishing and the AIS o e
Law of Environmental Protection B
Taft Corporate lerng Directory . -, Tooangll e ey

Richard De Boo Publishers r
Referenice books and services for the legal, accaunr/ng and busmess
community. Products include:

Canada Tax Service . -

Ontario Carporations Manual

Canada Legal Directory

Canadian Payroll Manual

-

"\-‘lrrr‘

' Thomson Information Resources
Worldwide trademark and copyright research services.
... -Praduets and services include:
‘ Thumsun & Thomsan’ §earch and watch reports for North Amarican
“trademarks, logas and company names; North American and
. European copyrights, screen and iterary titles
TRADEMABKSCAN® on-line US Federal and State trademark
databases
“ Compu-Mark multinational and US trademark searches, watches and
directories, including the World identical Screening Search
Compu-Mark on-line UK trademark database
Compu-Mark on-line US Federal and State database

8985d/v.4

eng/neer/ng Products mr/ude .
Federal [ncome Texation nf Eorporatmns & Shareholders

* CableVision

. Medical Device Regmer .

AN

Warren, Gorham & Lamont
Publishers of professional books, loose-leaf services, newsletters,
Journals and directories, p//ma///y in the fields of tax, banking,

business, /aw -real estate, aﬂcaz/{ztmg, data processing and

D aopansh

Practical Accouintant
Redl Estate Review
Bankers Magazine

(58 w11w-

SRS B f1r
Publishgrs of over:40 business and professidnalsn:
magaziiiés plus di’x"e”é’t‘dﬁés newsletters and othe‘i“ S
information services i
transportatron and retarl markets. .
Principal companies and products mclude

International Thomson Retail Press
Consumer Electronics -~ =

Videa Business ‘

Toy & Hobby World”

Convenience Store Merchandrser

Internat'ional Thnmson Transport Press
American Sailings

Pacific Shipper

TrafficWorld ., .

The Official Railway Guide

Motoer Carrier Dlrectory i

Medical Economics Cnmpany '
Medical Economics

Physicians’ Desk Reference

AIDS Alert . e
Contemporary OB/GYN o

Drug Tuplcs

Med Pubhshmg
Practical Cardiology:: =
Oncolugy & Brutechnology News

- Internal Medicine for the Speciaist
Geriatric Medicine Today o

Mitchell International
Mitchell Manuals :
Mitchellmatix T,

Ward's Communications
Ward's Auto World
Ward's Automative International
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INTERNATIONAL THOMSON
PUBLISHING

Specialized book publishing and library service
group, serving worldwide markets in the educa-
tion, professional/reference and library fields.
Principal companies, imprints and products
include:

South-Western Publishing Co.
Century 21 Accounting

Century 21 Typewriting
Accounting Principles & Practices
Business Law

Boyd & Fraser
Computer Concepts with Microcomputer Applications

Wadsworth

Biology — The Unity and Diversity of Life
The Practice of Social Research
Software Toals

QOccupational Stress Indicator

PWS-Kent
Calculus With Analytic Geometry
Business Communications

Brooks/Cole
Foundations of College Chemistry
Marriages and Families

Heinle & Heinle
Entrades

C'est a dire

ON Y VAl

Gale Research

Encyclopedia of Associations
Contemporary Authors

Gale Directory of Publications - 1388
Directories in Print

Nelson Canada

Networks Series

Nelson Intermediate Atlas

Money, Banking and the Canadian Financial System

Delmar Publishers

Refrigeration and Air Conditioning Technology
Living with Technology

Electrical Wiring - Residential

Nursing Assistant: Nursing Process Approach

Van Nostrand Reinhold (US)
Dangerous Properties of Industrial Materials, 7th Edition
Van Nostrand's Scientific Encyclopedia, 7th Edition

Research Publications

Microfilm/Microform products:

The Times {London) index

Goldsmith’s-Kress Library of Economic Literature

UTLAS International
Library Automation
services and products

Thomas Nelson Australia
Young Australia Reading
Young Australia Mathematics
Language Works

Thomas Nelson (UK)

Peak Mathematics

Deutsch Heute

Biology: A Functional Approach

8985d/v.4

North America

INTERNATIONAL THOMSON

FINANCIAL SERVICES North America

Print and electronic screen and terminal services
providing high value added information to the
professional financial services and banking
communities.

Principal products include:

American Banker

The Bond Buyer

Munifacts and Munifacts Plus

Asset Backed Securities Information Service
AutEx Trading Information Service

Alert

Technical Data’s Bond Data/Money Data/Fundamental Data
Atlas

First Call

Corporate Release

InvesText

Financial Software Series and Partia
Securities Data’s New Issues Databases
Merger and Corporate Transaction Database
Spectrum

Cadence

ILX Market Data Services

THOMSON INFORMATION

SERVICES United Kingdoin

Magazines, information services, legal,
professional, scientific and academic publishing
and local directories, based principally in the
United Kingdom, Scandinavia and Australia.
Principal companies and products include:

Jane's Information Group
Jane's Fighting Ships

Jane's All the World's Aircraft
Jane's Defence Weekly

Jane's Soviet Intelligence Review
Jane's Airport Review
International Defense Review
interavia Aerospace Review

DMS Market Intelligence Reports

International Thomson Publishing
Construction News
DR - the Fashion Business
Meat Trades Journal
Broadeast
Glass’s Guide automobile services (51% holding}
{UK and Australia)
Glenigan construction services {UK)
Samfunnsfakta construction services [Norway)
Byggnadsupplysningar construction services {Sweden)
0Oy Rakennusalan Projektitiedosto construction services (Finland}
Danish local directories
Thomson Communications Scandinavia (trade magazines, Denmark)
Karnov legal services {Denmark)
BKI credit information services (Denmark)
B & T Weekly (Australial
Factory Equipment News {Australia)
Ragtrader {Australia)
Thomson World Trade Promations trade exhibitions (Australial
Cordell construction services (Australia)

Thomson Directories (50% partnership)
UK local directories :
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NFER-NELSON

Maths 7-12 [Tests)
Richmdnd Test of Basic Skills
British Ability Scales

Derwent Publications o I
Chemical- Patents: Index v 4 5
Electrical Patents Index
World Patents Abstracts
World Patents Index on-line
Customized Patents Profiles :
Ringdoc . v
Biotechnology Abstracts S

International Thomson Professional Information .,
ICAEW Taxation Service
Building Societies' Gazette,
Sweet & Maxwell

The Supreme Court Practice
Archbeld: Criminal Pleadings FENTE IR I
The Law Book Company (Australia) i
Australian Digest s s e s
Australian Law Journal .. - ot el
Scots Law Times L . .
International Financing Review Ty
Equities International L
Palice Review

N

e e
SO

(B

Routledge, Chapman and Hall
Routledge
Arden Shakespeare

“Tavistock Sotial Science
Chapman and Hall
Chemical Dictignaries . -- L e
Journal of Materials Science . . TR
Spon Price Books - .. ., R
Van Nostrand Reinhold ‘
Building Materials Market Hesearch ‘

International Thomson Puhllshmg Services ., .,
Publishers’ distribution services L

THOMSON REGIONAL \
NEWSPAPERS ‘ ¢
Ve s

Unftéﬂ K iﬁgdbm

The leading publisher of regional newspapers, ‘
with the main titles in the three provmcxal capltals,
Belfast, Cardiff and Edinburgh, and two other -
important regional centres, Newcastle and .
Aberdeen. R e
Principal publications include:
The Scatsman {Edinburgh) ‘
Belfast Telegraph (Northern lrefand)
Western Mail (Cardiff)

Press and Journal {Aberdeen)

Evening Chronicle (Newcaslie)

Evening News (Edinburgh}

The Journal lNewc,astl,g)ﬂ R TR U :
Evening Gazette {Teesside} Fer e A g d b
Evening Express (Aberdeen): . - . T
Lancashire Evening Telegraph (Elackburnl o

Evening Post (Reading} ' i
Sunday Sun {Newcastle}

Chester Chronicle {Cheshire} i
Merthyr Express (Mid-Glamorgan)
Crewe Chronicle {Cheshire) ;.
Sunday Life (Belfast}

Scotland on Sunday (Edmburghl
Swansea Gazette (Swansea) "

Luton Herald {Luton)
Northants Past {Northampton)

Peterborough Standard {1989)

Wales on Sunday {1989)

8985d/v.4

'

LEISURE TRAVEL

et
ik

One of the world’s leading leisure air travel
and holiday companies with-midrket leader-
ship posmons in UK tour operatmg, travel
retallmg and charter alrlme operatlons
Group sales revenue in 1988 was over .

$2 billion. i i
Principal companies: Cegert

Britannia Airways o '
Britain’s leading leisure airline with 5 fléat of 42 Bobing ; 737 and 76‘]
wide-bodied aircraft, In 1988 the airline carried 6.9 m////an o
passengers. o 4

Vi),

Thomson Holidays (including Skyturs)* "~
The UKs /argest inclusive tour operator carrying over 3.3 million:s !
customers in 1988, 28% ofall Britain’s package 1 taur ho//daymakers

Horizon Holidays (including Wings, OSL' '&‘HCI)
The UK's third largest inclusive tour operalor, | baseo’ n H//m/ ’j
with & market shars of around 10%. "' v

N
HIR A

Portland Hofidays N
The UK's leading direct-sell tour operatol h//tﬁ av ) 20 % of th
direct-sell market. e

Lunn Poly I
Through its chain of 509 holiday sliaps T Po/y /s /mw 1 19,
retailer of overseas inclusive tours. o

il g

f 505
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