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publishers’ right, in particular in France. I am determined to address these 

vital issues, and thus I am keen to hear your ideas on possible solutions.  

4. Defensives

Emergency laws in Member States

 Over the past weeks, several EU governments have adopted emergency
measures to address the health crisis caused by the outbreak of the coronavirus. 
We are living in extraordinary times, and governments need to be able to act 
rapidly and effectively to protect the public health.  

 While strictly defined derogations are permissible, emergency measures must not 
suspend the exercise of critical fundamental rights and any measures must be 
proportionate to the specified aims.  

 Democracy cannot work without free and independent media.  

 Measures which have an absolute – or virtually absolute – chilling effect on free 
speech and reporting go counter to the principle of media freedom and free 
debate. Now it is more important than ever that journalists are able to do their 
job freely and precisely, so as to counter disinformation and to ensure that our 
citizens have access to crucial information. 

 The European Commission will closely monitor, in a spirit of cooperation, the 
application of emergency measures in all Member States. We all need to work 
together to master this crisis. While doing so, we will uphold our European values 
and human rights. This is who we are, and this is what we stand for. 

Keyword blocking in online advertising and financing of news media - (ad blocking)

 The Commission is aware that the reduction of news media revenues could also
be due to the practice of advertisers, agencies and ad-tech companies in the 
digital advertising ecosystem to block COVID-19 related keywords. 

 This practice aims at avoiding the misplacement of advertising on online 
disinformation sites or on sites that promote, for example, false cures for 
coronavirus. However, it can also have the effect of preventing advertising from 
appearing next to widely consulted trusted news sources about the pandemic. 
This can harm the entire news media industry. 

 We urge the ad industry to acknowledge the problem and to take measures. To 
avoid depriving trustworthy news sources of revenue, the Commission further 
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encourages the advertising industry to provide, in accordance with the Code of 
Practice on disinformation, brand safety tools, which enable advertisers to 
discriminate between websites that are misleading or purveyors of 
disinformation and trustable sources. We also encourage online social media to 
strengthen the visibility of trusted news sources. 

 
 

 

  
 

Decision-making 
process
Article 4(3) 1st 
subp.
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5. Background information

News media sector - overview 

The news media industry is composed of several sub-sectors and actors:  

 Media professionals (such as journalists and editors) 
 Publishers – newspapers and magazines (print or online) 
 Broadcasters - television (private or public) and radio (private or public) 
 Press agencies 
 Community media 
 Distributors 
 News stands’ owners and employees 

In general, news media relies a lot on advertising revenue. Sales and subscriptions is another 
important source of revenue, and some rely on public subsidies and/or private philanthropy 
too. Media outlets with strong brands (e.g. Axel Springer, RTL) have launched successful 
digital offers. However overall, even before the crisis, the economic outlook was negative.  

Traditional news media has been in structural decline for some time, with audiences, 
revenues and employment falling significantly. Digital substitution is the main reason for this 
decline: while digital distribution channels represent a growing sector (average growth rate 
of 7.4%), traditional media is contracting (e.g. revenues of newspapers were falling, on 
average, by 6% per year). Turnover of the press industry in the EU declined between 2013 
and 2017 reaching EUR 73.275 million. The number of employees and companies also 
decreased, with 37.151 companies employing 440.103 people in 2017. 

It appears that Google and Facebook control up to 80% of the revenues in the online 
advertising markets. At the same time, publishers get less than 30% of the advertising 
revenues generated by their content1. Local news outlets are disappearing, but also digital-
native professional media faces difficulties. General interest media content, relevant for 
Europeans from an informational and cultural point of view, is struggling to attract (young) 
audiences in the online environment. Also, consumers’ readiness to pay for news is weak: 
just 12% would subscribe to a news service, compared to 28% who would choose a video 
streaming service2. 

The impact of the current crisis 

1 The publisher’s right introduced by the new Copyright Directive aims to improve the negotiating position of 
publishers in the new digital media environment. This in view of creating fairer rules for the marketplace, 
strengthening quality journalism. The new rules may be even more important if news media consumption is 
increasingly moving online due to the pandemic. The Commission is providing support to Member States in the 
transposition period to ensure the timely and correct implementation of the rules.   
2 2019 Digital News Report 
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The COVID-19 outbreak will accentuate the economic hardship in the news media sector, 
and many (especially smaller and/or local) news media outlets risk disappearing or at least 
reducing the number of journalists they employ or contract. According to recent reports, the 
effect of economic downturns on print advertising expenditures is on average 4 times bigger 
than the effect on television advertising expenditures and in the current situation some local 
publishers might experience the advertising revenues drop even by 50 percent.3 In terms of 
job losses, freelance journalists are likely to be especially impacted. 

On the positive side, both online news sites and television news programmes are 
experiencing a surge in audience attention as people seek to understand the pandemic. 
According to Comscore, compared with the week Dec 30, 2019 - Jan 5, 2020, visits to general 
news websites or mobile applications went up by 68% in France, 57% in Germany, 125% in 
Italy, 87% in Spain and 51% in the UK in the week March 16-22, 20204.  

However, the impact is likely to be predominantly negative: 

1. Falling revenues. According to News Media Europe (NME), in many European countries,
the coming months will likely witness a significant fall in advertising income for news
publishers. Early estimates suggest the drop may range from 30% to 70% of industry-
wide revenues depending on the country.5 Reuters Institute predicts, in short term, huge
declines in advertising revenues, likely declines in reader revenues for many titles
(though some may, over time, see an uptick), and declines in other streams of revenue.
Reportedly, some advertisers have reduced the number of digital ads placed on the news
websites next to stories about the coronavirus pandemic6. In some countries, the postal
delivery is disrupted, whilst online subscriptions have varying success rates in EU
Member States7.

2. Business continuity. Newsrooms are increasingly working online, but journalists find it
difficult to travel and perform their work “on the ground”. Also, depending on the
country, access to information from governmental sources may be problematic.

The crisis is likely to affect the news media sector in all Member States. However, the effect 
may be different, depending on various factors, such as consumer habits regarding buying 
electronic or paper versions, size and GDP or severity of the confinement8. For example, the 
impact is likely to be greater in smaller, less prosperous Member States, where take-up of 
paid digital content offers is relatively lower. 

3 https://reutersinstitute.politics.ox.ac.uk/risj-review/what-will-coronavirus-pandemic-mean-business-news 
4 https://www.comscore.com/Insights/Blog/Coronavirus-pandemic-and-online-behavioural-shifts-March-30-
update  
5 http://www.newsmediaeurope.eu/news/covid-19-and-the-news-media-journalism-always-comes-at-a-cost/  
6 https://www.buzzfeednews.com/article/craigsilverman/news-sites-need-ads-to-survive-the-coronavirus-
more-than-35  
7 http://www.digitalnewsreport.org/survey/2019/paying-for-news-and-the-limits-of-subscription/  
8 For instance, regarding measures affecting in particular newspaper stands – see for example Belgian 
exemption for newspaper shops or the Spanish decision to consider media professionals as essential workers.  
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The impact is likely to be bigger on private media (as opposed to public service media) due 
to the severe shortfall in advertising revenues. It is expected that newspapers with business 
models based on subscription will have less difficulties in the immediate future than those 
depending heavily on advertising and newsstand sales. 

Whilst this note focuses mainly on the “traditional” news media sector, i.e. newspapers and 
magazines, whether online or print, the other sectors are also heavily impacted by the 
current crisis and follow similar trends.9 

The case for financial support of news media 

 Just as banks are a key infrastructure underpinning economies, so independent news 
media is a key infrastructure underpinning democracies. It is crucial that 
professional media organisations remain present, diverse and active at national, 
regional and local levels, in order to investigate and cover public interest news on 
local, domestic and European / international affairs. Journalists and the news media 
are also key stakeholders in the upholding of the rule of law. In times of crisis, it is 
even more important that journalists are able to do their job, not least to avoid 
disinformation. Publishers as well as journalists are calling on the EU for help.  

Actions by Member States 

 Member States will be at the forefront of any effort to provide immediate financial 
relief / support long-term viability of news media. In particular, they may decide to 
provide additional support under the Temporary Framework for State aid measures 
to support the economy in the current COVID-19 outbreak. 

 Some examples: Italy proposed to subsidise 30% of investments in advertising, in a 
bid to soften the impact on newspapers and kiosk sellers. The German federal 
government is stepping in with a EUR 50 billion aid package for the country’s creative 
and cultural sectors. It will support media enterprises, including newspapers. In 
Ireland EUR 2.5 million will be allocated for the support of news, current affairs and 
information programming on independent radios during the crisis. Denmark 
announced EUR 24 million to support local media: up to 80% of losses in advertising 
revenue will be compensated for news outlets. Sweden announced additional SEK 
200 million (roughly EUR 20 million) for press and media aid targeting both the 
written press (paper and digital) and audiovisual news sector. 

 The EU could play a role in coordinating the efforts of Member States. On 20 March 
2020 the Croatian Presidency (the Minister of Culture) wrote a letter to fellow 
ministers of culture, highlighting the negative impact of the crisis on professional 

9 The European Association of Commercial Radios indicate that advertising revenues are today unpredictable 
and threaten some radio stations of closure. European broadcasters also signal significant impact in terms of 
advertising revenues. 












