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Newspaper vs. Online Advertising – Is There a Niche for Newspapers in  

Modern Advertising Markets?# 

 

Nadine Lindstädt* & Oliver Budzinski** 

 

Abstract: Newspapers have been experiencing declining circulation figures and ad-

vertising revenues for several years. Declining advertising figures, in particular, pose 

a threat to newspapers – this is especially severe in the U.S. where 73 per cent of 

newspapers’ revenues are generated through advertising. Many companies have 

expanded their advertising expenditures to online. Consequently, there are con-

cerns about online advertising substituting newspaper advertising – much the same 

as has long been feared with regard to readership. Both possible effects might pose 

a threat to the continuing existence of (print) newspapers. However, though the 

internet – compared to newspapers – offers a variety of advantages for advertising 

companies, substitution tendencies cannot be generalized. In particular, we argue 

that newspaper advertising offers great benefits for the retailing industry. Thus, we 

believe that retail advertising offers a niche for regional and local newspapers that 

can be expected to represent a sustainable segment of complementarity within the 

otherwise predominantly substitutional advertising markets. The paper substanti-

ates this argument by applying the economic theory of advertising – specifically the 

differentiation between persuasive/complementary and informative advertising. The 

latter presents the reason for retailers to continue advertising in newspapers. We 

conclude that no complete substitution between newspaper and online advertising 

can be expected to take place in the foreseeable future.  

Keywords: media economics, advertising, competition, complementation, substitu-

tion, online 
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I. Introduction 

Newspapers have been experiencing declining circulation figures and diminish-

ing advertising revenues for several years. The recent recession has further exacer-

bated this effect. In the U.S., in particular, declining advertising figures pose a 

threat to newspapers in that 73 per cent of their revenues are generated through 

advertising while only 27 per cent result from individual copy sales, subscriptions 

and other revenues (PEW 2011a, online).1 Many companies worldwide have ex-

panded their advertising expenditure towards online. They take advantage of sev-

eral benefits offered by online advertising – e.g. multimedia-based presentation 

opportunities, better targeting possibilities and the improved assessment of Return 

on Investment. Consequently, there are concerns about online advertising substi-

tuting newspaper advertising – as has been feared for many years regarding read-

ership. Both possible effects could threaten the continued existence of (print) 

newspapers. However, though the internet offers a variety of advantages for adver-

tising companies, substitution tendencies cannot be generalized. This paper argues 

that newspaper advertising offers great benefits for the retailing industry. Conse-

quently, retail advertising offers a niche for newspapers that can be expected to 

represent a sustainable segment of complementarity within the otherwise predom-

inantly substitutional advertising markets. The paper substantiates this argument 

by applying the economic theory of advertising and, in particular, the differentia-

tion between persuasive/complementary and informative advertising. The latter 

provides the reason for retailers to continue advertising in newspapers. Thus, we 

conclude that no complete substitution between newspaper and online advertising 

can be expected to take place on the advertising side in the foreseeable future.  

The paper proceeds as follows: chapter 2 gives a brief literature review and 

highlights our contribution to the research field. In order to substantiate our argu-

ments presented in chapter 4, chapter 3 introduces the different forms of advertis-

ing within the economic theory of advertising. Furthermore, a brief overview of the 

1  By contrast, German newspapers generate more revenues from sales than from advertising. Ad-
vertising accounts for only 41 per cent of total newspaper revenues – 51 per cent result from 
sales revenues and 8 per cent from external inserts revenues (Pasquay 2010: 24). 
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competition between online and newspaper advertising markets is given before 

chapter 4 discusses our argument why in particular retail advertising will stay at-

tractive in newspapers. Chapter 5 subsequently concludes. 

II. Literature Review  

Media that are fully or partly financed by advertising revenues face a two-sided 

market situation (Anderson & Gabszewicz 2006; Budzinski & Lindstädt 2010; 

Dewenter 2003, 2006; Dewenter & Haucap 2009; Evans 2010; Lindstädt 2010). 

They sell their product to two distinct customer groups: audience (e.g. readers) and 

advertisers. Between these two groups of customers, indirect network effects exist. 

A larger participation of the customer group ‘audience’ increases the benefits of 

the customer group ‘advertisers’ as their ads reach a larger audience.2 This basic 

situation is identical for offline media – in our case (print) newspapers – and online 

media (internet). Concerning the question of substitution tendencies between 

newspapers and the internet, the majority of research has so far been conducted 

on the audience side.3 However, as mentioned earlier, in terms of revenue the ad-

vertising side in some countries is more important for publishing houses.  

Literature analyzing the advertising market side includes Silk et al. (2001) who 

present an early empirical study of substitution tendencies between offline media 

advertising and online media advertising, highlighting the at that time emerging 

impact of the internet as an advertising medium. In two more recent papers, Pérez-

Latre (2007, 2009) discuss the implications of the ‘paradigm shift’ in advertising 

towards online media both for advertisers and media companies. Further, in his 

empirical paper, Zentner (2010) estimates how overall advertising expenditures as 

well as expenditures for different media types changed in the course of the emer-

gence of the internet (1998-2008; sample of 87 countries). He finds that the emer-

gence of the internet has negatively affected advertising expenditures for offline 

media while, at the same time, total advertising expenditures have not increased. 

2  The indirect network effect from advertisement to readers or the audiences is more complex (see 
Anderson & Gabszewicz 2006; Dewenter 2003, 2006). 

3  For research papers dealing with substitution tendencies on the user side see for example Chyi & 
Lasorsa (2002); De Waal & Schoenbach (2010); Flavián & Gurrea (2007a, 2007b); Gentzkow 
(2007); George (2008); Kaye & Johnson (2003); Muir (2009); Okazaki & Romero (2010). 
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Thus, he finds a clear substitution effect. Bergemann & Bonatti (2010) present a 

model of offline-online media competition for advertisers, finding a substitution of 

offline by online media due to the superior targeting ability of online media. In the 

same vein but with different models, Ratliff & Rubinfeld (2010) also arrive at an 

increasing substitution and discuss the implications for antitrust market definition. 

With the same focus, Goldfarb & Tucker (2011c) summarize two related empirical 

studies (Goldfarb & Tucker 2011a, 2011b) and find that online and offline advertis-

ing are increasingly substitutes. While this group of literature provides important 

insights on offline-online advertising substitution, it differs from our research be-

cause it does not focus specifically on newspapers. Newspapers are discussed 

among and along with several other types of media – if at all – neglecting, thereby, 

the specific effects of online pressure on print newspapers advertising. 

Three papers from media science, by contrast, explicitly discuss substitution 

tendencies between advertising revenues of (print) newspapers and their online 

competitors. Spurgeon (2003) empirically analyses the erosion of classified ads for 

newspapers due to internet competition in the Australian market. For the U.S. mar-

kets Ahlers (2006) finds that the internet is an imperfect substitute for newspapers 

on the advertising side (and a complement on the readers’ market side). Although 

not exclusively, he also highlights classified ads as Berte & De Bens (2008) do in 

their comparable analysis of the Belgium market. Seamans & Zhu (2010) present an 

empirical and economic study of changing pricing strategies regarding classified 

ads in U.S. local newspapers in the face of the market entry by Craigslist (a website 

hosting classified ads), finding substitution tendencies. Different from the other 

studies in this branch of literature, Seamans & Zhu (2010) use the two-sided mar-

kets framework for their analysis. Although this literature does focus on newspaper 

versus online advertising, it differs from our research because it does not take into 

account industry-specific patterns and effects on the advertisers’ side. We argue 

that substitution tendencies depend, among other things, on the industries that 

advertise in newspapers or competing online media.  

Such types of industry-specific effects are discussed in the empirical papers by 

Swain & Sorce (2008) and Sorce (2008). The first paper is based upon a survey 
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among leading U.S. national advertisers, finding, among other things, that cereal 

manufacturers, household cleaners and department stores increased their advertis-

ing expenditures in (print) newspapers (2003-2005). The second paper focuses on 

methods for how retailers can evaluate the effectiveness of insert advertising. Both 

studies provide valuable empirical information for our research. However, they do 

not focus on the special problems of newspapers and do not provide theoretical 

reasoning. Décaudin & Lacoste (2010) empirically study industry-specific advertising 

strategies in the French magazine market. This study offers valuable insights as 

well; however, it differs from our research insofar as it neither focuses on online 

substitution, nor on newspapers. 

To our best knowledge, no research paper so far has focused on the advertising 

side in the same way as substitution tendencies have been elaborated on the audi-

ence side – i.e. by focusing on reasons and motives for advertising companies to 

move their advertising budget from newspapers towards the internet or to stick 

with (print) newspapers, depending on the advertising industry in question. This 

paper contributes to filling this gap by deriving from the economic theory of adver-

tising a niche for (print) newspapers in modern advertising markets in which they 

can reap sustainable advertising revenues despite the ubiquitous presence of online 

competitors. While this paper provides the theoretical reasoning, a related second 

paper (Lindstädt & Budzinski forthcoming) offers an empirical test with secondary 

data. 

III. Online and Newspaper Advertising Markets 

3.1 The Economics of Advertising 

Many researchers have dealt with the economic analysis of advertising for sev-

eral decades. Early studies of the economic theory of advertising include Marshall 

(1890), Marshall (1919), and Chamberlin (1933). Later works include Telser (1968) 

and Schmalensee (1972). For a contemporary survey see Bagwell (2007). In connec-

tion with the question why consumers react on advertising, three different view-
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points have developed (Bagwell 2007: 1704-1706): advertising is informative, ad-

vertising is persuasive, and advertising is complementary.4  

Informative advertising informs the consumers about products and their charac-

teristics and, thus, improves the decision situation of the consumers by making 

them aware of facts that they otherwise might overlook. Consequently, informative 

advertising rests on the assumption of imperfect information on the side of the 

consumers and tends to heal related inefficiencies by helping consumers to obtain 

direct and/or indirect information on the products in question. It tends to enhance 

competition because of the higher market transparency that it generates (e.g. Tel-

ser 1964: 537, 558). 

Persuasive advertising, on the other hand, is viewed as influencing and altering 

consumers’ preferences (Grossman & Shapiro 1984: 63) and, thus, creating ‘artifi-

cial’ product differentiation (Bar-Niv & Zang 2010) and brand loyalty. This type of 

advertising is often considered as creating negative competition and welfare effects 

since those ads distort tastes and create wants (Becker & Murphy 1993: 941), 

thereby misleading consumers to buy products they actually do not want. 

Complementary advertising views the product and its advertising as comple-

ments. It conjectures that consumers may have preferences like social prestige that 

can be obtained from purchasing a product only in connection with an advertising 

campaign rendering the product prestigious (or ‘cool’) for the respective social peer 

group of the consumers. Although this type of advertising does not primarily con-

tain information in the sense of ‘matter-of-fact’ information, it also does not influ-

ence or change consumers’ tastes and preferences. Instead, the – usually rather 

emotional and image-focused – advertising changes the advertised product by at-

taching a prestige- or coolness-factor to it and, as a result, merely makes the prod-

uct compatible with the consumers’ preferences.   

4  See also Bagwell (2007); Boyer (1974); Chioveanu (2008); Doraszelski & Markovich (2007); Färe et 
al. (2004); Johnson & Myatt (2006); Ling et al. (1999). Comparable but not identical categories in 
the marketing literature include the concepts of rational and emotional appeals of advertising 
(e.g. Albers-Miller & Stafford 1999; Kotler & Armstrong 2008; Mortimer 2000; Stafford 2005; 
Stafford & Day 1995; Turley & Kelley 1997) or informational and transformational advertising 
(Cutler et al. 2000; Kotler et al. 2009; Puto & Wells 1984). We neither want to engage in a com-
parative discussion of the different categorical concepts, nor do we want to suggest that one 
concept is superior to the other. We use the chosen framework because it particularly fits our in-
dustry-related perspective. 
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While in practice many advertisements mix these three elements (Koh & Leung 

1992: 40)5, their distinction is particularly valuable from an analytical perspective. 

For our purposes, we can reduce the three elements and distinguish two essential 

ways companies can advertise their products – either through informative or per-

suasive/complementary advertising. Persuasive and complementary advertising can 

be treated together in our framework because both often use special elements that 

create a particular atmosphere through images and statuses, with which the con-

sumer shall identify. The advertising content is usually difficult to verify since little 

or no information about the product characteristics itself are given. An example 

would be a television advertisement for a perfume where, for instance, the product 

is shown and introduced by a celebrity but without giving any further product or 

price information about the perfume. Both persuasive and complementary advertis-

ing is often used to create and maintain a branded product. Informative advertis-

ing, on the other hand, is – as the term already implies – providing the customer 

with hard, verifiable facts which might include the price, certain product character-

istics or both. An example would be a print advertisement from a grocery store ad-

vertising a certain promotional offer (e.g. price reductions for certain products). 

3.2 Competition between Online and Newspaper Advertising Markets 

Online advertising started in 1994, consequently online and traditional advertis-

ing have been competing for advertising money for several years now.6 In the 

meantime, the online advertising market has moved from a buyer’s towards a sell-

er’s market (Bruner 2005: 2). In 2000 online/digital advertising accounted for just 5 

per cent of the U.S. advertising revenue share whereas newspapers held 28 per 

cent (J.P. Morgan 2010: 11). Within only 15 years the newspaper advertising reve-

nue share in the U.S. is estimated to be down to 9 per cent, resulting in 

5  An example: the Apple iPad advertisement creates an image and a certain sense of belonging for 
the potential consumer while providing, at the same time, information on how and for what the 
product can be used. Nevertheless, the mix of persuasive, complementary and informative ele-
ments should especially hold for companies aiming to brand their products whereas retailers 
predominantly aim to inform about their product range instead of branding themselves. In any 
case, the different elements remain distinguishable even if they are combined in a specific ad. 

6  In this case the emergence of the internet has increased intermedia competition, i.e. the compe-
tition between different media types (Picard 1989: 27).
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online/digital advertising7 overtaking newspapers with an estimated share of up to 

20 per cent (ibid.). And indeed, the IAB Internet Advertising Revenue Report (IAB 

2011: 20) and the recent report on The State of the News Media 2011 (PEW 2011c, 

online) revealed that in 2010 Internet Advertising Revenues (US$ 26.0 billion) sur-

passed those of newspapers (US$ 22.8 billion). Whereas online advertising revenues 

grew by another 13.9 per cent from 2009 to 2010 newspaper advertising revenues 

decreased by 6.3 per cent in the same time (PEW 2011d, online).8 In Germany, a 

similar development took place. With respect to gross advertising spending, online 

advertising spending for the first time surpassed newspaper advertising spending in 

2010 (Spiegel Online 2011; OVK 2011). 19.2 per cent (+2.7 percentage points 

compared to 2009) of the gross advertising spending is now spent on the internet 

– ranking in second place before television (39.1 per cent in 2010, +1.3 percentage 

points compared to 2009) – whereas only 19.0 per cent (-2.4 percentage points 

compared to 2009) is spent on newspapers (OVK 2011: 6-7) 

Along with these rather simplistic figures, the existing literature (see section II) 

identifies a general substitution trend of offline advertising (including print news-

papers advertising) by online advertising. Typically, two explanations are offered for 

this phenomenon: 

- a reader’s demand-side effect (e.g. Berte & De Bens 2008; Zentner 2010). 

- an advertising demand-side effect (e.g. Bergemann & Bonatti 2010; Silk et al. 

2001).  

The reader’s demand-side effect refers to the decreasing demand for (print) 

newspapers on the reader markets driving down the demand for advertising space. 

Due to the two-sidedness of media markets (see section II), indirect network exter-

nalities between the readers and the advertising market create self-reinforcing ef-

fects between decreasing circulation and decreasing advertising figures. Decreasing 

7  In this study, online/digital advertising includes paid search, digital display, mobile, lead genera-
tion, internet yellow pages, email, internet classifieds, rich/online video and local online revenues 
(J.P. Morgan 2010: 11). 

8  However, the decrease in newspaper advertising revenue by 6.3 per cent has clearly slowed down 
compared to the previous year where advertising revenues dropped by 26 per cent (PEW 2011d, 
online).
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circulation figures9 on the reader side cause advertisers to re-allocate (parts of their) 

advertising expenditures from print to online since they faced decreasing numbers 

of ‘eyeballs’ to reach over the newspaper. Thus, the advertisers’ willingness to pay 

is influenced by the reader side (Bagwell 2007: 1822). Note that this effect might 

also be rooted in online substitution, however, on the readers’ market: the decreas-

ing demand for (print) newspapers is partly caused by the availability of online 

news sites. 

The advertising demand-side effect directly reflects substitution tendencies on 

the advertising markets, i.e. the advertisers taking advantage of the benefits online 

advertising offers compared to traditional offline media. In particular, advertising 

on the internet offers multimedia possibilities. Whereas the newspaper just offers 

static textual and visual ads, online ads can be designed statically and dynamically – 

including text, audio and video formats. The internet offers a wide range of adver-

tising formats including display ads, social media advertising and search advertis-

ing. Furthermore, online advertising presents improved targeting opportunities. By 

having more information about users (e.g. sites visited, ads clicked on, and user 

characteristics) it is possible to better reach the companies’ target group and thus 

reduce scattering losses. Consequently and compared to other traditional mass 

media types, online advertising seems to be better capable of efficiently matching 

audience and advertisers (Evans 2009: 43). In addition to this, innovative advertis-

ing formats like social media advertising (e.g. on Facebook, Twitter) enable compa-

nies to get in direct contact with users. Compared to the conventional purely one-

sided communication within traditional mass media, online advertising enables a 

direct reaction from users to the advertising companies (Pérez-Latre 2009: 37). It 

can even be ‘one-to-one communication’ (Ling et al. 1999: 129). Moreover, direct 

actions (e.g. purchasing actions) by users are possible which is quite attractive for 

companies with e-commerce activities. Another crucial aspect is the costs for online 

advertising. Compared with newspapers internet advertising presents a cheaper 

method since online ad rates are lower than those for newspapers (Farhi 2007: 20-

9  In the U.S., for example, the decrease of circulation figures of daily and Sunday newspapers al-
ready started in the mid 1990s but has particularly intensified since the beginning of the 2000s 
(PEW 2010, online). This trend continues: from 2009 to 2010 the newspaper audience declined 
by another 5 per cent (PEW 2011d, online).  
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21; Miller 2008: 449). In close connection with cost aspects, online advertising of-

fers more flexibility regarding payment models (Ratliff & Rubinfeld 2010: 660-661, 

669-670). Whereas newspaper prices are calculated on a cost per thousand (CPT) 

basis, it is possible on the internet to choose from a variety of payment models 

(e.g. performance based advertising, cost per view advertising). This improves the 

assessment of Return on Investment (ROI) for advertising companies. This in turn 

has become more important for advertisers in recent years (Sorce & Dewitz 2006: 

12). In sum, online advertising seems to present a variety of advantages compared 

to advertising in traditional newspapers. Evans (2009: 43) summarizes two major 

economic efficiencies that online advertising provides in comparison to traditional 

advertising:  

- first, fewer societal resources on differentiated media in order to create con-

tent for aggregating and sorting potential customers, and 

- second, online advertising enlarges the precision to match buyers and sellers 

(increased targeting opportunities), thus reducing ‘waste’ (sending or receiv-

ing mis-targeted advertising messages) for both sides. 

While there is no doubt about the accuracy of these types of reasoning as well as 

about the general tendency of online substitution in advertising markets, this ra-

ther generalizing picture neglects the possible existence of niches on traditional 

advertising markets especially of regional and local newspapers where the ad-

vantages of online advertising for specific reasons do not come into play or are 

overcompensated by specific advantages of print media. In the following section, 

we analyze such a niche in regional and local print newspapers advertising markets 

that is industry-specific and can be expected to represent a sustainable segment of 

complementarity within the otherwise predominantly substitutional advertising 

markets.10 To this extent, our reasoning stands in line with the ‘theory of the niche’ 

– an approach inspired by the natural sciences and applied to media industries by 

Dimmick & Rothenbuhler (1984). According to Dimmick (2003: 41) “[t]he theory of 

10  In this regard we qualify the general findings (e.g. by Goldfarb & Tucker 2011c; Ratliff & 
Rubinfeld 2010) that offline and online advertising markets are becoming closer substitutes up to 
coalescing towards one market. 
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the niche implies that successful coexistence of competitors requires a difference in 

niche or limiting similarity.” 

IV. A Market Niche for Regional/Local Newspapers 

In the following, we argue that informative retail advertising represents a niche 

where regional and local newspapers should be able to successfully coexist with 

the internet on the advertising market. Substitution tendencies between newspaper 

and online advertising cannot be answered in a general manner. Instead, it de-

pends (i) on the type of advertising (section 4.1) and (ii) on the advertising industry 

(section 4.2) whether online media are a good substitute for newspaper advertising 

or not. We argue that informative advertising by retailers in regional and local 

newspapers cannot be substituted well by online media.11 The retail industry is a 

broad area with a variety of different subcategories. We therefore further narrow it 

down and in particular concentrate on the following offline retail areas:12 grocery 

stores (e.g. Wal-Mart, Carrefour, Lidl, Aldi, local grocery stores), drug stores (e.g. 

CVS, Boots, dm), consumer electronic stores (e.g. Best Buy, RadioShack, Media 

Markt, Saturn), furniture stores (e.g. Crate&Barrel, IKEA), office supply stores (e.g. 

Staples, Office DEPOT), home improvement stores (Home Depot, Max Bahr, OBI), 

department stores (e.g. Macy’s, Galeries Lafayette, Karstadt) and shopping centres. 

4.1 Newspapers’ Attractiveness for Informative Advertising 

We argue that one of the traditional newspapers’ strengths, the particular suit-

ability for carrying informative advertising (Boyer 1974; Telser 1964), is maintained 

despite the presence of online competition. Printed newspapers in particular re-

main attractive for informative advertising for four reasons: (i) informative envi-

11  This is on the one hand an industry specific pattern (the retail industry will stick with newspa-
pers). At the same time it is in the U.S. also an advertising type specific argument – insofar as re-
tail advertising represents one of three different advertising types found in newspapers (in addi-
tion to classifieds and national advertising). While classified advertising, in particular, has moved 
away from newspapers to cheaper or even free offers on the internet (e.g. craigslist.com, mon-
ster.com) that also offer multimedia based presentation opportunities (e.g. filter options, all 
around views for automobile ads, direct application opportunities with employment ads) our 
analysis shows that retailing companies have a good reason to stick to advertising in newspa-
pers. 

12  These retail areas have been placing parts of their advertising in newspapers – either in the 
newspaper itself or through newspaper inserts. 
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ronment, (ii) reputation for trustworthiness, (iii) fit with presentation limitations, 

and (iv) comparatively low intrusiveness.  

Informative Environment: First of all, the advertisements are placed in an envi-

ronment where the majority of content is information. Compared to the internet, 

where non-informative content (e.g. entertainment) can be found as well, the 

newspaper focuses predominantly on news provision – either in general or with a 

focus on special topics (e.g. financial information in the Wall Street Journal). Read-

ers are used to and expect to receive facts and information when reading the 

newspaper. Consequently, this information brokering can be transferred to news-

paper advertising as well – that means the reader has also learned to receive infor-

mative ads within newspapers.  

Reputation for Trustworthiness: The preceding argument goes together with the 

reputation aspect well. Media companies (e.g. newspapers) aim to build up reputa-

tion for their products – in particular this concerns providing the consumer (e.g. the 

reader) with accurate information and truthful reporting (Gentzkow & Shapiro 

2006: 282, 284). Reputation thereby also acts as a quality indicator (Beyer & Beck 

2009: 78-79). Quality in turn leads people (readers, new potential readers) to trust 

the media content they receive. This reputation and trust aspect can as well be 

transferred to the advertisements contained in the newspaper. Calder & Malthouse 

(2004: 14) conclude that “[…] the way a person experiences a magazine or news-

paper can affect the way the person reacts to advertising in the publication.” Kotler 

et al. (2009: 729) highlight the believability aspect as one of the advantages of 

newspapers. This could be transferred to newspaper advertisements as well. Niel-

sen (2009) conducted a global study on Trust, Value and Engagement in Advertis-

ing in 2009. They found out that within North American paid advertising media, 

newspaper (66 per cent) is the leading advertising channel in terms of trust13 fol-

lowed by television (61 per cent), whereas online advertising (incl. search engines, 

online banner, online video, email subscription) falls behind and is trusted by only 

42 per cent of the respondents (Nielsen 2009: 3). In addition to this, the study How 

13  The respondents stated that they ‘somewhat’ to ‘completely’ trust this advertising type – 34 per 
cent stated that they ‘don’t trust much at all’ newspaper advertising whereas 58 per cent of the 
respondents said they ‘don’t trust much at all’ in online advertising (Nielsen 2009: 3). 
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America Uses Advertising 2009 supports these results by showing that Americans 

regard newspaper advertising as particularly believable and trustworthy (35 per 

cent) whereas only 13 per cent think so about the internet (NAA & MORI Research 

2009: 5, 9). In Germany results are similar. The ZMG Bevölkerungsumfrage 2010 

found that 81 per cent of the respondents regard newspapers advertisements as 

trustworthy and credible (ZMG 2011a: 40). Furthermore, 78 per cent of the re-

spondents answered that they regard companies who advertise in newspapers as 

reliable (ibid.) – thus the respondents transfer aspects (e.g. trust, credibility) on 

how they perceive newspapers to the companies that are advertising in newspa-

pers.   

Fit with Presentation Limitations: Informative advertisements are in good hands 

with newspapers since the presentation opportunities are purely static. This fits 

very well for advertising that is presenting hard facts. Persuasive and complemen-

tary advertising, on the other hand, are harder to achieve through newspaper ads. 

They are better placed in media like television or the internet where multimedia 

presentation opportunities (e.g. using video, audio, and textual elements) are pos-

sible. Furthermore, the newspaper is restricted regarding the quality of advertise-

ment presentation (e.g. color and size). This especially holds for advertisements 

placed within the newspaper itself (compared to newspaper inserts). 

Comparatively Low Intrusiveness: Newspaper advertisements are less intrusive14 

as they present ‘just’ static information. They are not distracting from the actual 

content the reader is consuming. Consequently, newspaper advertising is not seen 

as much as ‘nuisance’ compared to other advertising forms like on television and 

the internet (Anderson & Gabszewicz 2006: 571). In particular internet advertising, 

like banners, pop-up’s, online video ads etc. can be rather intrusive and disturb the 

actual content consumption.15 The comparatively low intrusiveness fits well with 

informative advertising.16 The provision of facts combined with the static environ-

14  In her research about advertising clutter Ha (1996: 77) defines intrusiveness as “[...] the degree to 
which advertisements in a media vehicle interrupt the flow of an editorial unit.” 

15  This especially holds for those advertising forms where it is impossible for the user to click the ad 
away. 

16  With respect to the form of advertising, Kaiser & Song (2008: 18-19) – in their empirical analysis 
on the question if consumers really dislike advertising which focuses on the magazine market – 
conclude that consumers seem to appreciate advertising especially when it is informative.
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ment the ad is placed in makes the reader perceive the ad as less intrusive. Ha & 

McCann (2008: 573) – by referring to the uses and gratification approach and the 

study by MacInnis & Jaworski (1989) – argue that advertising which offers useful 

information even becomes desirable since it provides the consumer with ‘uses’ and 

‘gratification’.  

Furthermore, with newspapers in general the “[...] reader remains in control of 

the content [...]” (Berte & De Bens 2008: 692). With special regard to newspaper 

advertising it is the consumer’s decision when she pays attention to the ad, thus 

she actively decides if and how to react on it. This as well makes it less intrusive. 

Not just that – in case she is not interested at all or does not want to consume it at 

the moment – she can easily skip over an ad or with newspaper inserts put it aside 

but she can also go back to it whenever she wants.17 This is more difficult if not 

impossible for advertisements on the internet. At the next click, the banner place, 

for example, might already be occupied by another company’s advertisement.  

According to the How America Uses Advertising study 56 per cent of the re-

spondents ‘strongly dislike’ intrusive advertising (NAA & MORI Research 2009: 5). 

The study furthermore shows that receiving advertising information is more pre-

ferred in the newspaper (39 per cent) than on the internet (14 per cent) and notes 

that the weak performance for the internet seems to result from the consumers’ 

dislike of intrusive ads (NAA & MORI Research 2009: 10). When taking a look at an-

other country and its media market similar results are found in Germany. The 

VerbraucherAnalyse 2010 revealed that newspaper advertising is quite accepted 

among German citizens. Whereas 32 per cent regard internet advertising as dis-

turbing only 12 per cent think so about newspaper advertising – advertising in 

newspapers is even perceived as informative and helpful (ZMG 2011a: 40, 42).  

17  This, in turn, represents an advantage for the companies providing informative advertisements. 
They provide information on their products since they consider it as being essential for the con-
sumer’s purchasing decisions, thus the opportunity to refer back to the ad might increase the 
possibility of purchases. 
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4.2 Industry-specific Patterns – Retail Advertising as the  

Market Niche for Newspapers 

After having argued that (print) newspapers remain attractive for informative 

advertising due to some special advantages over online media, a niche for sustain-

able advertising revenues for regional and local (print) newspapers can now be 

identified when looking at the industry-specific patterns of informative vs. persua-

sive/complementary advertising. Décaudin & Lacoste (2010: 546, 550) demonstrate 

that the industry variable is empirically the most important influence on the adver-

tising strategy. Of course, it is not a new argument that retail advertising exhibits 

an affinity for newspapers (e.g. Fajen 1978: 119). Long before the commercial 

internet emerged, for example, Ferguson (1983: 637) and Picard (1989: 24) argue 

that newspapers represent a suitable medium for companies who want to publish 

information about their actual products in the advertisements (in particular price 

information and availability) and used grocery and department stores as examples. 

However, with the internet as the new competitor and the manifold additional pos-

sibilities that this new medium offers, does this assessment still hold?  

Although, as a matter of principle, all industries can have an interest in provid-

ing informative advertising, retail companies such as grocery stores, drug stores, 

consumer electronic stores, office supply stores, furniture stores, home improve-

ment stores, department stores and shopping centers play a special role in this con-

text.18 Retailers offer an assortment of branded products, wherefore the advertising 

situation of retailers is special: on the one hand, they have an incentive to promote 

their own retail brand (private labels, the shop or chain name); on the other hand, 

they experience an incentive to advertise the branded products within their assort-

ment. In the first case, the usual mix of informative, persuasive and complementary 

elements apply. However, in the second case, the retailer will be reluctant to pro-

mote the brands of the products within its assortment other than by providing in-

formative advertising. The reason is threefold. First, the retailer has an ambiguous 

interest in promoting the products’ brands: on the one hand, strong product 

18  Already Telser (1964) and Boyer (1974) concluded that the majority of advertising by retailers 
and wholesalers is informative and specifically refers to the focus that is taken on prices and 
terms of sale in the advertisement. Manufacturing companies in contrast, tend to ‘de-emphasize’ 
sales information of the products (Boyer 1974: 543).  
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brands attract customers for the retailer, on the other hand, it cannibalizes to some 

degree the attractiveness of the retailer’s brand, thus, limiting the incentive for 

product brand promotion.19 Second, the retailer usually depends on having com-

peting product brands in his/her assortment. Again, this limits his/her incentive to 

engage in brand promotion for some products because it would influence the 

competitive process among the product producers and provoke a respective reac-

tion. Third, by doing product brand promotion, the retailer would provide a posi-

tive externality for the product producers. Consequently, when it comes to advertis-

ing its assortment, the typical retailer experiences a strong incentive to focus on 

informative advertising. 

And indeed, if taking a closer look at how retailers advertise it is especially by 

promoting their product range and within this predominantly by using sales pro-

motional elements. The advertisements, among other things, often contain price 

reductions, (price) bundling offers, timely limited offers or the information about 

new products that the shop carries. This in turn all requires informative elements 

for the advertisement. In this context the ‘good local market coverage’ of newspa-

pers (Kotler et al. 2009: 729) offers an advantage especially for retailers since the 

promotions mainly have a local focus.20 In addition to this, a study21 by Reid & King 

(2003: 426) on advertising managers’ opinion on newspaper advertising found that 

newspapers are perceived more effective for ‘immediate-pay-out’ than ‘long-term’ 

effects. This as well is particularly helpful for retailers – e.g. grocery stores, selling 

fast moving consumer goods but also for those retailers (e.g. consumer electronic 

stores), with time-limited sales promotions.  

The Newspaper Association of America (NAA) has published a multitude of 

studies that show the attractiveness of newspaper advertising especially due to the 

fact that consumers consult them for making shopping decisions and planning 

their purchase actions. Among the latest studies are How America Shops and 

Spends 2011 (NAA 2011) and How America Uses Advertising 2009 (NAA & Mori 

19  In general, it will be even more profitable for the retailer if his own brand is the main attractor 
for the customers (e.g. Wal-Mart, Aldi, MediaMarkt, etc.). 

20  Even if the retail company is operating nationally, certain offers might differ locally or even be 
just valid within a certain area. 

21  This study, however, did not include the internet but focused on the comparison of newspapers, 
television, radio, magazines, place-based media and billboards (Reid & King 2003: 417). 
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Research 2009). A first quick look on the U.S. market at what types of ads can ac-

tually be found in newspapers confirms that it is to a large extent retail advertising. 

With 57 per cent it represents the largest share among newspaper advertising in 

2010 (PEW 2011b, online).22 This tendency can be observed in Germany as well. 

Retailers are the biggest investors in newspaper advertising (ZAW 2011, online) Ac-

cording to the Zeitungs-Werbebarometer23 looking at several different industries, 

the retail and mail-order industry24 accounted for the largest share of advertising 

spending (45 per cent, own calculation)25 in newspapers in 2010 (ZMG 2011b). In 

contrast, they only invested 8.4 per cent in classical online advertising26 in the same 

year (OVK 2011: 11). 

Summarizing our line of reasoning, informative retail advertising (e.g. from gro-

cery stores, drug stores, home improvement stores, furniture stores, consumer elec-

tronic stores, office equipment stores, shopping centers and department stores) 

can be expected to represent a sustainable market niche for (print) newspaper ad-

vertising and is unlikely to be substituted by online advertising in the foreseeable 

future. This insight qualifies the existing knowledge about newspaper vs. online 

advertising by looking behind aggregated and overall offline-online substitution 

analysis. Instead of being subject to a ‘global’ substitution process, regional and 

local newspaper advertising possesses unique characteristics which create a sus-

tainable market niche for informative retailer advertising. This niche represents an 

area of complementarity within the heterogeneous modern media advertising mar-

ket that otherwise displays increasing substitutional characteristics.    

22  National advertising represented only 18 per cent and classifieds 25 per cent (PEW 2011b, online) 
23  The following industries were included: retail and mail order, automotive, finances, telecommu-

nications, tourism, services, textiles and apparel, building, energy, home & garden equipment, 
other industries (incl. personal hygiene, food/nutrition, health, beverages, home economics, agri-
culture, forestry, individual demand, cleaning, tobacco, electronic, transportation (ZMG 2011b). 

24  The category retail and mail-order industry includes retail organisations and image advertising on 
the retail side and mail-order and e-commerce on the mail-order side. Nonetheless, retailers still 
account for the largest share.  

25 This calculation took all industries into account that were considered in the 
ZeitungsWerbebarometer report. 

26  Classical online advertising thereby includes all display advertising forms (incl. all in-page ads 
(e.g. full banner, rectangle or wall paper ads), in-stream video ads (OVK 2011: 34) 
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V. Conclusion and Outlook 

Substitution effects between newspaper advertising and online advertising 

cannot be answered in a generalized manner. Instead, our paper has highlighted 

that there are industry-specific patterns that determine if newspaper and online 

advertising substitute or complement each other. In particular, we have shown 

that, despite the continuing growth of the internet as an appealing advertising 

medium, retail advertising will remain attractive to be placed predominantly in re-

gional and local newspapers. Thereby, we have drawn upon the economic theory 

of advertising and have argued that the continuance of advertisements by retailers 

on newspapers is due to the fact that this industry for the most part focuses on 

informative advertising which for the above-mentioned reasons can be best placed 

in newspapers. Consequently, we are expecting no complete substitution but rather 

a coexistence and complementation between newspaper and online advertising 

within this market niche. 

Our reasoning in this paper is predominantly theoretical, adding a newspa-

per-specific dimension to the existing literature on offline-online advertising substi-

tution. Further research provides an empirical test of our reasoning (Lindstädt & 

Budzinski forthcoming). 

Furthermore, our findings give some guidance to the newspaper industry. 

They imply that the retail advertising side represents a promising niche that news-

paper companies can concentrate and rely on. Predominantly focusing on retail 

advertising clients and taking appropriate actions to (better) meet their needs will 

give newspapers a great opportunity to successfully position themselves in times of 

a competitive and rapidly changing media environment. 

  



21 

References 

Ahlers, D. (2006): News Consumption and the New Electronic Media, The Harvard 
International Journal of Press/Politics 11(1): 29-52. 

Albers-Miller, N. & Stafford, M.R. (1999): An international analysis of emotional and 
rational appeals in services vs goods advertising, Journal of Consumer 
Marketing 16(1): 42-57. 

Anderson, S. P. & Gabszewicz, J. J. (2006): The media and advertising: a tale of 
two-sided markets, in: Handbook of the Economics of Art and Culture, Vol. 1, 
ed. by Victor A. Ginsburgh and David Throsby, Amsterdam: North Holland: 
567-614. 

Bagwell, K. (2007): The Economic Analysis of Advertising, in: Handbook of 
Industrial Organization, Vol. 3, ed. by Mark Armstrong and Robert H. Porter, 
Amsterdam: North-Holland: 1701-1844. 

Bar-Niv, M. & Zang, I. (2010): Advertising, Product Differentiation and Cooperation, 
SSRN Working Paper Series: 1-19. 
<http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1537785> (accessed 
05 April 2011) 

Becker, G.S. & Murphy, K.M. (1993): A simple theory of advertising as a good or 
bad, The Quarterly Journal of Economics 108(4): 941-964. 

Bergemann, D. & Bonatti, A. (2010): Targeting in Advertising Markets: Implications 
for Offline vs. Online Media, Cowles Foundation Discussion Paper No. 1758R: 
1-48.  
<http://ssrn.com/abstract=1661831> (accessed 05 January 2011) 

Berte, K. & De Bens, E. (2008): Newspapers go for Advertising! Challenges and 
Opportunities in a changing media environment, Journalism Studies 9(5): 692-
703. 

Beyer, A.; Beck, H. (2009): Brauchen wir öffentlich-rechtliche Medien?, in: 
Medienökonomik: Theoretische Grundlagen und ordnungspolitische 
Gestaltungsalternativen, Schriften zu Ordnungsfragen der Wirtschaft, Band 
89, ed. by D. Wentzel, Stuttgart, New York: Lucius & Lucius: 75-99. 

Boyer, K. D. (1974): Informative and Goodwill Advertising, Review of Economics 
and Statistics 56(4): 541-548. 

Bruner, R. E. (2005): The Decade in Online Advertising 1994-2004, Doubleclick: 1-21 
<http://static.googleusercontent.com/external_content/untrusted_dlcp/www.
google.com/en/us/doubleclick/pdfs/DoubleClick-04-2005-The-Decade-in-
Online-Advertising.pdf> (accessed 19 December 2010)  

Budzinski, O. & Lindstädt, N. (2010): Neuere Entwicklungen in der 
Medienökonomik: Das Konzept der mehrseitigen Märkte, Wissenschaftliches 
Studium – WiSt 9(2010): 436-443.  

Calder, B. J. & Malthouse, E. C. (2004):  Qualitative Effects of Media on Advertising 
Effectiveness, Paper presented at the ESOMAR/ARF Worldwide Audience 
Measurement (WAM), Geneva, Switzerland, 13-18 June 2004: 1-16. 



22

<http://www.medill.northwestern.edu/assets/0/499/511/573/c69e0bf488c249
9fbf69e1c328c849ce.pdf> (accessed 13 April 2011) 

Chamberlin, E. (1933): The Theory of Monopolistic Competition, Harvard University 
Press, Cambridge, MA. 

Chioveanu, I. (2008): Advertising, brand loyalty and pricing, Games and Economic 
Behavior 64(2008): 68-80. 

Chyi, H. I. & Lasorsa, D. L. (2002): An Explorative Study on the Market Relation 
between Online and Print Newspapers, Journal of Media Economics 15(2): 91-
106. 

Cutler, B. D., Thomas, E. G., Rao, S. R. (2000): Informational/Transformational 
Advertising, Journal of International Consumer Marketing 12(3): 69-83. 

Décaudin, J.-M. & Lacoste, D. (2010): Are services advertised differently? An 
empirical examination, Journal of Services Marketing 24(7): 546-553. 

De Waal, E. & Schoenbach, K. (2010): News sites' position in the mediascape: uses, 
evaluations and media displacement effects over time, New Media & Society 
12(3): 477-496. 

Dewenter, R. (2003): The Economics of Media Markets, Helmut Schmidt Universität, 
Fächergruppe Volkswirtschaftslehre, Discussion Paper No. 10 (June 2003): 1-
27. <http://opus.unibw-hamburg.de/opus/volltexte/2003/138/pdf/10.pdf> 
(accessed 23 November 2010) 

Dewenter, R. (2006): Two-sided markets, MedienWirtschaft Zeitschrift für 
Medienmanagement und Kommunikationsökonomie 2(2006): 57-62. 

Dewenter, R. & Haucap, J. (2009): Wettbewerb als Aufgabe und Problem auf 
Medienmärkten: Fallstudien aus Sicht der ‚Theorie zweiseitiger Märkte’, in: 
Medienökonomik: Theoretische Grundlagen und ordnungspolitische 
Gestaltungsalternativen, Schriften zu Ordnungsfragen der Wirtschaft, Band 
89, ed. by D. Wentzel, Stuttgart, New York: Lucius & Lucius: 36-73. 

Dimmick, J. & Rothenbuhler, E. (1984): The Theory of the Niche: Quantifying 
Competition Among Media Industries, Journal of Communication 34(1): 103-
119. 

Dimmick, J.W. (2003): Media Competition and Coexistence – The Theory of the 
Niche, Lawrence Erlbaum Associates Inc. Publishers, New Jersey. 

Doraszelski, U. & Markovich S. (2007): Advertising dynamics and competitive 
advantage, The Rand Journal of Economics 38(3): 557-592. 

Evans, D. S. (2009): The Online Advertising Industry: Economics, Evolution, and 
Privacy, Journal of Economic Perspectives 23(3): 37-60. 

Evans, D. S. (2010): The Web Economy, Two-Sided Markets and Competition Policy, 
SSRN Working Paper Series 
<http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1584363> (accessed 
12 December 2010) 

Fajen, S. R. (1978): More for your money from the media, Harvard Business Review 
56(5): 113-121. 



23 

Farhi, P. (2007): Online Salvation?, American Journalism Review 29(6): 18-23. 

Färe, R., Grosskopf, S., Seldon,B.J., Tremblay, V.J. (2004): Advertising efficiency and 
the choice of media mix: a case of beer, International Journal of Industrial 
Organization 22(2004): 503-522. 

Ferguson, J. M. (1983): Daily Newspaper Advertising Rates, Local Media Cross-
Ownership, Newspaper Chains, and Media Competition, Journal of Law & 
Economics 26(3): 635-654. 

Flavián, C. & Gurrea, R. (2007a): Duality of newspaper distribution channels: An 
analysis of readers' motivations, The International Review of Retail, 
Distribution and Consumer Research 17(1): 63-78.  

Flavián, C. & Gurrea, R. (2007b): Perceived substitutability between digital and 
physical channels: the case of newspapers, Online Information Review 31(6): 
793-813. 

Gentzkow M. & Shapiro, J. M. (2006): Media Bias and Reputation, Journal of 
Political Economy 114(2): 280-316. 

Gentzkow, M. (2007): Valuing New Goods in a Model with Complementarity: 
Online Newspapers, American Economic Review 97(3): 713-744. 

George, L. M. (2008): The Internet and the Market for Daily Newspapers, The B.E. 
Journal of Economic Analysis & Policy 8(1): 1-31. 

Goldfarb, A. & Tucker, C. (2011a): Search Engine Advertising: Channel Substitution 
when Pricing Ads to Context, Management Science 57(3): 458-470. 

Goldfarb, A. & Tucker, C. (2011b): Advertising Bans and the Substitutability of 
Online and Offline Advertising, Journal of Marketing Research Vol. XLVIII (April 
2011): 207-227. 

Goldfarb, A. & Tucker, C. (2011c): Substitution between Offline and Online 
Advertising Markets, Journal of Competition Law & Economics 7(1): 37-44. 

Grossman, G.M. & Shapiro, C. (1984): Informative Advertising with Differentiated 
Products, Review of Economic Studies LI: 63-81. 

Ha, L. (1996): Observations: Advertising Clutter in Consumer Magazines: 
Dimensions and Effects, Journal of Advertising Research 36(4): 76-84. 

Ha, L. & McCann, K. (2008): An integrated model of advertising clutter in offline 
and online media, International Journal of Advertising 27(4): 569-592. 

IAB (2011): IAB Internet Advertising Revenue Report – An Industry Survey 
Conducted by PwC and Sponsored by the Interactive Advertising Bureau (IAB) 
– 2010 Full Year Results: 1-28. 
<http://www.iab.net/media/file/IAB_Full_year_2010_0413_Final.pdf> 
(accessed 30 May 2011) 

Johnson, J.P. & Myatt D. P. (2006): On the simple economics of Advertising, 
Marketing and Product Design, American Economic Review 96(3): 756-784. 

J.P. Morgan (2010): Advertising & Marketing Services – AdStats: Fact Book on 
Advertising Expenditures, 1-98. 



24

Kaiser, U. & Song, M. (2008): Do Media Consumers Really Dislike Advertising? An 
Empirical Assessment of the Role of Advertising in Print Media Markets, SSRN 
Working Paper Series: 1-32. 
<http://papers.ssrn.com/sol3/papers.cfm?abstract_id=1349962> (accessed 
04 April 2011) 

Kaye, B. K. & Johnson, T.J. (2003):  From Here to Obscurity? Media Substitution 
Theory and Traditional Media in an On-line World, Journal of the American 
Society for Information Science and Technology 54(3): 260-273. 

Koh, W.T.H. & Leung, H.M. (1992): Persuasive Advertising and Market Competition, 
The American Economist 36(2): 39-49. 

Kotler, P. & Armstrong, G. (2008): Principles of Marketing, 12th edition, Pearson 
Prentice Hall, New Jersey. 

Kotler, P., Keller, K. L., Brady, M., Goodman, M., Hansen, T. (2009): Marketing 
Management, 1st European ed., Pearson Education Limited, Essex. 

Lindstädt, N. (2010): Multisided Media Markets: Applying the Theory of Multisided 
Markets to Media Markets, Zeitschrift für Wettbewerbsrecht (ZWeR) No. 
1/2010: 53-80. 

Lindstädt, N. & Budzinski, O. (forthcoming): Newspaper and Internet Display 
Advertising – Co-existence or Substitution? 

Ling, M., Lawler, K., McBain, N., Moscardini, A. (1999): Economics of Advertising: 
Emerging functions of internet advertising, Netnomics 1(1999): 127-136. 

Marshall, A. (1890): Principles of Economics, MacMillan and Co., London. 

Marshall, A. (1919): Industry and Trade: A Study of Industrial Technique and 
Business Organization; and of Their Influences on the Conditions of Various 
Classes and Nations, MacMillan and Co., London. 

MacInnis, D. J. & Jaworski, B. J. (1989): Information Processing from 
Advertisements: Toward an Integrative Framework, Journal of Marketing 
53(4): 1-23. 

Miller, M (2008): The End of Mass Media: Aging and the US Newspaper Industry, 
in: The Silver Market Phenomenon – Business Opportunities in an Era of 
Demographic Change, ed. by Florian Kohlbacher & Cornelius Herstatt, Berlin, 
Heidelberg: Springer-Verlag: 443-451. 

Mortimer, K. (2000): Are services advertised differently? An analysis of the 
relationship between product and service types and the informational content 
of their advertisements, Journal of Marketing Communications 6(2): 121-134. 

Muir, D. M. (2009): The Evolution of the News Media Industry: The Internet and Its 
Effect on User Behavior from 2002 to 2008, Paper presented for Fulfillment of 
BPUB-999: 1-9. 

NAA – Newspaper Association of America & Mori Research (2009): How America 
Uses Advertising 2009: 1-24. 
<http://www.naa.org/docs/NewspaperMedia/data/HowAmericaUsesAdvertisin
g.pdf> (accessed 29 March 2011) 



25 

NAA – Newspaper Association of America (2011): How America Shops and Spends 
2011: 1-43 
<http://www.naa.org/docs/NewspaperMedia/data/HowAmericaShopsandSpen
ds_2011.pdf> (accessed 08 April 2011) 

Nielsen (The Nielsen Company) (2009): July 2009 Nielsen Global Online Consumer 
Survey – Trust, Value and Engagement in Advertising: 1-9. 
<http://id.nielsen.com/site/documents/NielsenTrustAdvertisingGlobalReportJul
y09.pdf> (accessed 18 February 2011) 

Okazaki, S. & Romero, J. (2010): Online media rivalry – A latent class model for 
mobile and PC internet users, Online Information Review 34(1): 98-114. 

OVK (Online-Vermarkterkreis im BVDW) (2011): OVK Online Report 2011/01 – 
Zahlen und Trends im Überblick: 1-35. 
<http://www.bvdw.org/presseserver/ovk_online_report_2011_01/ovk_online-
report_2011_01.pdf> (accessed 06 June 2011) 

Pasquay, A. (2010): Die deutschen Zeitungen in Zahlen und Fakten, Bundesverband 
Deutscher Zeitungsverleger e.V.: 1-40. 
<http://www.bdzv.de/fileadmin/bdzv_hauptseite/markttrends_daten/wirtschaf
tliche_lage/2010/assets/Zahlen_Daten_2010.pdf> (accessed 27 May 2010) 

Pérez-Latre, F. J. (2007): The Paradigm Shift in Advertising and its Meaning for 
Advertising-Supported Media, Journal of Media Business Studies 4(1): 41-49. 

Pérez-Latre, F. J. (2009): Advertising fragmentation: the beginning of a new 
paradigm, in: The Advertising Handbook, 3rd edition, ed. by Helen Powell, 
Jonathan Hardy, Sarah Hawkin and Iain MacRury, Oxon: Routledge: 34-45. 

PEW online (2010): The State of the News Media 2010 – An annual report on 
American Journalism – Newspaper Circulation, Percentage Declines. 
<http://www.stateofthemedia.org/2010/chartland.php?msg=1&id=1321&ct
=line&dir=&sort=&c1=1&c2=1&c3=0&c4=0&c5=0&c6=0&c7=0&c8=0&c9
=0&c10=0&d3=0&dd3=1> (accessed 12 December 2010) 

PEW online (2011a): Why US newspapers suffer more than others, PEW Research 
Center’s Project for Excellence in Journalism, Special Report 2011, 
<http://stateofthemedia.org/2011/mobile-survey/international-newspaper-
economics/> (accessed 03 April 2011) 

PEW online (2011b): Newspapers: Missed the 2010 Media Rally, PEW Research 
Center’s Project for Excellence in Journalism, The State of the News Media 
2011 – An annual report on American Journalism, 
<http://stateofthemedia.org/2011/newspapers-essay/> (accessed 03 April 
2011) 

PEW online (2011c): Online: Key Questions Facing Digital News , PEW Research 
Center’s Project for Excellence in Journalism, The State of the News Media 
2011 – An annual report on American Journalism, 
<http://stateofthemedia.org/2011/online-essay/> (accessed 03 April 2011) 

PEW online (2011d): Key Findings, PEW Research Center’s Project for Excellence in 
Journalism, The State of the News Media 2011 – An annual report on 
American Journalism,  



26

<http://stateofthemedia.org/2011/overview-2/key-findings/> (accessed 03 
April 2011) 

Picard, R. G. (1989): Media Economics: Concepts and Issues, The SAGE COMMTEXT 
Series, Vol. 22, Sage Publications, Inc., California. 

Puto, C. P. & Wells, W. D. (1984): Informational and Transformational Advertising: 
The Differential Effects of Time, in: Advances in Consumer Research Vol. 11, 
ed. by Thomas C. Kinnear, Provo, UT: Association for Consumer Research: 638-
643. 

Ratliff, J. D. & Rubinfeld, D. L. (2010): Online Advertising: Defining Relevant 
Markets, Journal of Competition Law & Economics 6(3): 653-686. 

Reid, L.N. & King, K. W. (2003): Advertising Managers’ Perceptions of Sales Effects 
and Creative Properties of National Newspaper Advertising: The Medium 
Revisited, Journalism & Mass Communication Quarterly 80(2): 410-430. 

Schmalensee, R. (1972): The Economics of Advertising, North Holland, Amsterdam. 

Seamans, R. & Zhu, F. (2010): Technology Shocks in Multi-Sided Markets: The 
Impact of Craigslist on Local Newspapers, NET Institute Working Paper #10-
11, September 2010: 1-30. <http://www.netinst.org/Seamans_Zhu_10-
11.pdf> (accessed 14 February 2011) 

Silk, A. J., Klein, L.R., Berndt, E.R. (2001): The Emerging Position of the Internet as 
an Advertising Medium, Netnomics 3: 129-148. 

Sorce, P. & Dewitz, A. (2006): The Case for Print Media Advertising in the Internet 
Age, A Research Monograph of the Printing Industry Center at RIT, No. PICRM-
2006-02: 1-51.  
<http://print.rit.edu/pubs/picrm200602.pdf> (accessed 08 April 2011) 

Sorce, P. (2008): Benchmarking Insert Advertising Effectiveness Metrics, A Research 
Monograph of the Printing Industry Center at RIT, No. PICRM-2008-04: 1-21. 
<http://print.rit.edu/pubs/picrm200804.pdf> (accessed 08 April 2011) 

Spiegel Online (2011): Werbemarkt 2010 – Firmen werben online mehr als in 
Zeitungen, 28 February 2011, 
<http://www.spiegel.de/netzwelt/web/0,1518,748068,00.html> (accessed 06 
June 2011) 

Spurgeon, C. (2003): Classified advertising and the ‘new’ services economy: 
implications for newspapers, Australian Journalism Review 25(2): 51-62. 

Stafford, M.R. & Day, E. (1995): Retail Services Advertising: The Effects of Appeal, 
Medium, and Service, Journal of Advertising 24(1): 57-71. 

Stafford, M.R. (2005): International Services Advertising (ISA), Journal of 
Advertising 34(1): 65-86. 

Swain, M. & Sorce, P. (2008): Print Advertising Media Substitution. A Research 
Monograph of the Printing Industry Center at RIT, No. PICRM-2008-07: 1-17. 
<http://print.rit.edu/pubs/picrm200807.pdf> (accessed 19 December 2010) 

Telser, L. G. (1964): Advertising and Competition, The Journal of Political Economy 
72(6): 537-562. 



27 

Telser, L. G. (1968): Some Aspects of the Economics of Advertising, The Journal of 
Business 41(2): 166-173. 

Turley L.W. & Kelley S.W. (1997): A Comparison of Advertising Content: Business to 
Business Versus Consumer Services, Journal of Advertising 26(4): 39-48. 

ZAW Zentralverband der deutschen Werbewirtschaft e.V. (2011): Medien mit 
Umsatzplus von 2,1 Prozent in 2010 
<http://www.zaw.de/index.php?menuid=119> (accessed 06 June 2011) 

Zentner, A. (2010): Advertising in the Internet Age and the Survival of Traditional 
Media – An Empirical Analysis Using a Panel of Countries: 1-21. 
<http://www.utdallas.edu/~azentner/Copy%20ofZentner.pdf> (accessed 05 
January 2011) 

ZMG Zeitungs Marketing Gesellschaft (2011a): Zeitungsqualitäten 2011, 
Leistungsdaten der Zeitungen im intermedialen Vergleich, hrsg. von der ZMG 
Zeitungs Marketing Gesellschaft, Frankfurt am Main 2011: 1-94. 

ZMG Zeitungs Marketing Gesellschaft (2011b):Zeitungs-Werbebarometer – Brutto 
Werbeaufwandsentwicklung der werbeintensivsten Branchen 1998-2010: 1-
31. 

 

 

  



28

Diskussionspapiere aus dem Institut für Volkswirtschaftslehre 
der Technischen Universität Ilmenau 

 
 
Nr. 15 Kallfass, Hermann H.: Vertikale Verträge und die europäische Wettbe-

werbspolitik, Oktober 1998. In veränderter Fassung erschienen als: „Ver-
tikale Verträge in der Wettbewerbspolitik der EU“, in: Wirtschaft und 
Wettbewerb, 49. Jg., 1999, S. 225-244. 

 
Nr. 16 Steinrücken, Torsten: Wirtschaftspolitik für offene Kommunikationssys-

teme - Eine ökonomische Analyse am Beispiel des Internet, März 1999. 
 
Nr. 17 Kallfass, Hermann H.: Strukturwandel im staatlichen Einfluss, April 1999.  
 
Nr. 18 Czygan, Marco: Wohin kann Wettbewerb im Hörfunk führen? Industrie-

ökonomische Analyse des Hörfunksystems der USA und Vergleich mit 
Deutschland, Dezember 1999. 

 
Nr. 19 Kuchinke, Björn: Sind vor- und vollstationäre Krankenhausleistungen 

Vertrauensgüter? Eine Analyse von Informationsasymmetrien und deren 
Bewältigung, September 2000. 

 
Nr. 20 Steinrücken, Torsten: Der Markt für „politische Zitronen“, Februar 2001. 
 
Nr. 21 Kuchinke, Björn A.: Fallpauschalen als zentrales Finanzierungselement 

für deutsche Krankenhäuser: Eine Beurteilung aus gesundheitsökonomi-
scher Sicht, Februar 2001. 

 
Nr. 22 Kallfass, Hermann H.: Zahlungsunfähige Unternehmen mit irreversiblen 

Kosten, ihre Fortführungs- und Liquidationswerte, März 2001. 
 
Nr. 23 Kallfass, Hermann H.: Beihilfenkontrolle bei Restrukturierungen und Pri-

vatisierungen, April 2001. 
 
Nr. 24 Bielig, Andreas: Property Rights und juristischer Eigentumsbegriff. Leben 

Ökonomen und Juristen in unterschiedlichen Welten?, Juni 2001. 
 
Nr. 25 Sichelstiel, Gerhard: Theoretische Ansätze zur Erklärung von Ähnlichkeit 

und Unähnlichkeit in Partnerschaften, Juni 2001. 
 
Nr. 26 Bielig, Andreas: Der „Markt für Naturschutzdienstleistungen“. Vertrags-

naturschutz auf dem Prüfstand, Juli 2001. 
 
Nr. 27 Bielig, Andreas: Netzeffekte und soziale Gruppenbildung, Januar 2002. 
 
Nr. 28 Kuchinke, Björn A.; Schubert, Jens M.: Europarechtswidrige Beihilfen für 

öffentliche Krankenhäuser in Deutschland, April 2002. 
 



29 

Nr. 29 Bielig, Andreas: Messung von Nachhaltigkeit durch Nachhaltigkeitsindi-
katoren, Februar 2003. 

 
Nr. 30 Steinrücken, Torsten: Die Legitimation staatlicher Aktivität durch ver-

tragstheoretische Argumente: Anmerkungen zur Kritik an der Theorie des 
Gesellschaftsvertrages, März 2003. 

 
Nr. 31 Steinrücken, Torsten; Jaenichen, Sebastian: Heterogene Standortqualitä-

ten und Signalstrategien: Ansiedlungsprämien, Werbung und kommuna-
le Leuchtturmpolitik, April 2003. 

 
Nr. 32 Steinrücken, Torsten: Funktioniert ‚fairer’ Handel? Ökonomische Überle-

gungen zum alternativen Handel mit Kaffee, Juli 2003. 
 
Nr. 33 Steinrücken, Torsten; Jaenichen, Sebastian: Die Wiederentdeckung der 

Zweitwohnsitzsteuer durch die Kommunen - zu Wirkungen und Legiti-
mation aus ökonomischer Sicht, September 2003. 

 
Nr. 34 Rissiek, Jörg; Kressel, Joachim: New Purchasing & Supply Chain Strate-

gies in the Maintenance, Repair and Overhaul Industry for Commercial 
Aircraft, September 2003. 

 
Nr. 35 Steinrücken, Torsten; Jaenichen, Sebastian: Europäische Beihilfekontrolle 

und Public Utilities - Eine Analyse am Beispiel öffentlicher Vorleistungen 
für den Luftverkehr, Dezember 2003. 

 
Nr. 36 Voigt, Eva; GET UP: Gründungsbereitschaft und Gründungsqualifizierung 

- Ergebnisse der Studentenbefragung an der TU Ilmenau, April 2004. 
 
Nr. 37 Steinrücken, Torsten; Jaenichen, Sebastian: Levelling the playing field 

durch staatliche Beihilfen bei differierender Unternehmensmobilität, Mai 
2004. 

 
Nr. 38 Steinrücken, Torsten; Jaenichen, Sebastian: Sekundärwirkungen von Un-

ternehmensansiedlungen - Eine Beurteilung staatlicher Aktivität beim 
Auftreten paretorelevanter Nettoexternalitäten, Juni 2004. 

 
Nr. 39 Kallfaß, Hermann H.: Wettbewerb auf Märkten für Krankenhausdienst-

leistungen - eine kritische Bestandsaufnahme, Juni 2004. 
 
Nr. 40 Engelmann, Sabine: Internationale Transfers und wohlfahrtsminderndes 

Wachstum, September 2004. 
 
Nr. 41 Steinrücken, Torsten; Jaenichen, Sebastian: Zum Einfluss von Ausländern 

auf die Wirtschaftsleistung von Standorten - Ist Zuwanderung ein Weg 
aus der ostdeutschen Lethargie?, Oktober 2004. 

 



30

Nr. 42 Steinrücken, Torsten; Jaenichen, Sebastian: Wer ist wirklich reich? - Zu 
Problemen der Wohlfahrtsmessung durch das Bruttoinlandsprodukt, Ap-
ril 2005. 

 
Nr. 43 Steinrücken, Torsten; Jaenichen, Sebastian: Wo bleiben die Subventions-

steuern? - Probleme des Beihilfenrechts und ein alternatives Regulie-
rungskonzept, Mai 2005. 

 
Nr. 44 Jaenichen, Sebastian; Steinrücken, Torsten; Schneider, Lutz: Zu den 

ökonomischen Wirkungen gesetzlicher Feiertage - Eine Diskussion unter 
besonderer Berücksichtigung der Arbeitszeitpolitik, Juni 2005. 

 
Nr. 45 Kuchinke, Björn A.: Qualitätswettbewerb zwischen deutschen Akutkran-

kenhäusern unter besonderer Berücksichtigung von DRG und Budgets, 
Juni 2005. 

 
Nr. 46 Kuchinke, Björn A.; Walterscheid, Heike: Wo steht der Osten? Eine öko-

nomische Analyse anhand von Wohlfahrts- und Happinessindikatoren, 
Juni 2005. 

 
Nr. 47 Kuchinke, Björn A.; Schubert, Jens M.: Staatliche Zahlungen an Kranken-

häuser: Eine juristische und ökonomische Einschätzung nach Altmark 
Trans und der Entscheidung der Kommission vom 13.7.2005, August 
2005. 

 
Nr. 48 Steinrücken, Torsten; Jaenichen, Sebastian: Überkapazitäten zur Absi-

cherung politischer Risiken und Instrumente finanzwirtschaftlicher Ge-
gensteuerung, November 2005. 

 
Nr. 49 Jaenichen, Sebastian; Steinrücken, Torsten: Opel, Thüringen und das 

Kaspische Meer, Januar 2006. 
 
Nr. 50 Kallfaß, Hermann H.: Räumlicher Wettbewerb zwischen Allgemeinen 

Krankenhäusern, Februar 2006. 
 
Nr. 51 Sickmann, Jörn: Airport Slot Allocation, März 2006. 
 
Nr. 52 Kallfaß, Hermann H.; Kuchinke, Björn A.: Die räumliche Marktabgren-

zung bei Zusammenschlüssen von Krankenhäusern in den USA und in 
Deutschland: Eine wettbewerbsökonomische Analyse, April 2006. 

 
Nr. 53 Bamberger, Eva; Bielig, Andreas: Mehr Beschäftigung mittels weniger 

Kündigungsschutz? Ökonomische Analyse der Vereinbarungen des Koali-
tionsvertrages vom 11. 11. 2005, Juni 2006. 

 
Nr. 54 Jaenichen, Sebastian; Steinrücken, Torsten: Zur Ökonomik von Steuerge-

schenken - Der Zeitverlauf als Erklärungsansatz für die effektive steuerli-
che Belastung, Dezember 2006. 



31 

Nr. 55 Jaenichen, Sebastian; Steinrücken, Torsten: Wirkt eine Preisregulierung 
nur auf den Preis? Anmerkungen zu den Wirkungen einer Preisregulie-
rung auf das Werbevolumen, Mai 2007. 

 
Nr. 56 Kuchinke, B. A.; Sauerland, D.; Wübker, A.: Determinanten der Warte-

zeit auf einen Behandlungstermin in deutschen Krankenhäusern - Ergeb-
nisse einer Auswertung neuer Daten, Februar 2008. 

 
Nr. 57 Wegehenkel, Lothar; Walterscheid, Heike: Rechtsstruktur und Evolution 

von Wirtschaftssystemen - Pfadabhängigkeit in Richtung Zentralisie-
rung?, Februar 2008. 

 
Nr. 58 Steinrücken, Torsten; Jaenichen, Sebastian: Regulierung und Wohlfahrt 

in einem Modell mit zwei Aktionsparametern, März 2008. 
 
Nr. 59 Lehnert, Ninja M.: Externe Kosten des Luftverkehrs - Ein Überblick über 

den aktuellen Stand der Diskussion, April 2008. 
 
Nr. 60 Walterscheid, Heike: Reformbedarf etablierter Demokratien im Kontext 

dezentralisierter Gesellschaftssysteme - Grundlegende Hindernisse bei 
Steuersystemreformen“, April 2010. 

 
Nr. 61 Walterscheid, Heike; Wegehenkel, Lothar: Kostenstruktur, Zahlungsbe-

reitschaft und das Angebot von Mediengütern auf Medienmärkten, Juni 
2008. 

 
Nr. 62 Walterscheid, Heike; Wegehenkel, Lothar: Wohlstand der Nationen und 

handlungsrechtliche Struktur eines Gesellschaftssystems, September 
2008. 

 
Nr. 63 Dewenter, Ralf; Haucap, Justus; Wenzel, Tobias: Indirect Network Effects 

with Two Salop Circles: The Example oft the Music Industry, Juni 2009. 
 
Nr. 64 Dewenter, Ralf; Jaschinski, Thomas; Wiese, Nadine: Wettbewerbliche 

Auswirkungen eines nichtneutralen Internets, Juli 2009. 
 
Nr. 65 Dewenter, Ralf; Haucap, Justus; Kuchinke, Björn A.: Das Glück und Un-

glück von Studierenden aus Ost- und Westdeutschland: Ergebnisse einer 
Befragung in Ilmenau, Bochum und Hamburg, Oktober 2009. 

 
Nr. 66 Kuchinke, Björn A.; Zerth, Jürgen; Wiese, Nadine: Spatial Competition 

between Health Care Providers: Effects of Standardization, Oktober 
2009. 

 
Nr. 67 Itzenplitz, Anja; Seifferth-Schmidt, Nicole: Warum Klimakonferenzen 

scheitern, aber dennoch zum Wohl des Weltklimas kooperiert wird, Juli 
2010. 

 



32

Nr. 68 Kallfaß, Hermann H.: Die Aufmerksamkeit für, die Nutzung der und die 
Werbung in Medien in Deutschland, November 2010. 

 
Nr. 69 Budzinski, Oliver: Empirische Ex-Post Evaluation von wettbewerbspoliti-

schen Entscheidungen: Methodische Anmerkungen, Januar 2012. 
 
Nr. 70 Budzinski, Oliver: The Institutional Framework for Doing Sports Business: 

Principles of EU Competition Policy in Sports Markets, January 2012. 
 
Nr. 71 Budzinski, Oliver; Monostori, Katalin: Intellectual Property Rights and the 
 WTO, April 2012. 
 
Nr. 72 Budzinski, Oliver: International Antitrust Institutions, Juli 2012. 
 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


