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This report first explores the changes journalism is experiencing since the advent of 

the Internet in a broad manner. Second, and more specifically, it aims to shed more light on 

the mechanisms that are used by the very diverse Austin-area range of outlets and journalistic 

corporations, and the way they are embracing and adopting new technologies. To that end, it 

also tries to analyze the current Austin media ecosystem in depth, focusing on some of the 

most representative local media outlets and interviewing some of the more relevant 

personalities that are making all of these changes feasible. 
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INTRODUCTION 

The Internet has dramatically changed the way in which information is shared and 

disseminated. It has also changed the way in which information is produced. There also seems 

to be a symbiotic relationship among the Internet, the ways people share information, and 

most importantly, the amount of information available to all citizens. It's almost a symbiotic 

geometric progression. New technological developments have been implemented and have 

been supplementing the Internet to make it more useful, more versatile and more global. Also, 

the Internet has evolved from a tool that was accessed from our desktop computers through 

phone lines, to a service that can be reached anywhere through portable devices such as 

mobile phones and tablets with no need for wires. 

After a slow start, more and more services are offering new ways of sharing 

information in this new era in which we are all potential communicators, and in which the 

input from users is rapidly gaining ground as opposed to other forms of traditional media. This 

has greatly affected journalism, and nowadays every media outlet seems to be forced to adopt 

and embrace the changes these new technologies have caused. Media outlets must evolve, in 

part due to a need to survive in the newly-born and ever-changing environment, and also in 

part due to a need to acquire new and sustainable revenue sources. Terms like Geo-location, 

Social Media, Citizen Journalism and Blogging are now part of the glossary every journalist 

needs to be familiar with in this new context. 
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If the word crisis can also be understood as a decisive phase or turning point in the 

course of an event, then these troubled times for journalism, at first glance, can be seen as the 

most thriving and exciting time in the whole history of storytelling as we are witnessing the 

foundation of an entire new structure of human communications. 

Austin, as the state capital of Texas, is home to a great number of media outlets and 

communication companies that are also immersed in this time of change. There are even some 

media publications, like the Texas Tribune, which were directly born as digital outlets. This 

report first explores the changes journalism is experiencing since the advent of the Internet in 

a broad manner. Second, and more specifically, it aims to shed more light on the mechanisms 

that are used by the very diverse Austin-area range of outlets and journalistic corporations, 

and the way they are embracing and adopting new technologies. To that end, it also tries to 

analyze the current Austin media ecosystem in depth, focusing on some of the most 

representative local media outlets and interviewing some of the more relevant personalities 

that are making all of these changes feasible. 
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MIGRATING DOLLARS AND DIGITAL DOLLARS 

 

With the appearance of the Internet in the 1990s, huge quantities of information were 

suddenly available for free. Most media outlets, going with the flow of the times and believing 

that it was necessary to have a digital presence, created their websites and basically gave away 

their content for free. This trend had the public believing that the information did not have a 

market value. And this belief has survived until today, with publishers losing $27 for every 

dollar they make online. 

In addition, the creation of sites like Amazon, eBay and Craigslist stripped journalism of its 

most essential sources of revenue: ads. Furthermore, Google, Yahoo and Facebook offer 

enormous amounts of information about their users’ demographics, habits and interests, and 

can target ads or products in a much more refined way than most media organizations. Thus, 

five large tech companies together gathered 68% of online ad revenue in 2011. 
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Graph 1. Craigslist Revenue (In Millions of Dollars) Vs. 

Newspapers Ad Sales (In Billions of Dollars) 

 

Source: naa.org and aimgroup.com 

 

Graph 2. Top Five Companies Share of Total Online 

Ad Revenue In billions of Dollars 

 

 

Source: eMarketer 
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The bubble burst in the year 2008. According to the Newspaper Association of 

America, classified advertising declined by $9.6 billion from 2000 to 2008, and it declined by $4 

billion from 2008 to 2009. The Pew Project for Excellence in Journalism described its 2008 

report on the State of the News Media as its bleakest ever. That year, for the first time, more 

Americans reported getting their national and international news from the Internet, rather 

than newspapers. In 2010, total online ad spending outpaced newspaper print advertising. 

  

Graph 3. Audience for News Online 

 

 

Source: Pew Research Center For The People & The Press 

However, in the early 2000s, advertisers would not move along with the audiences as 

they migrated to the Web. Also, as a consequence of media fragmentation (Nelson-Fiel, 2011) 

and the proliferation of citizen journalism and blogging, online display rates started declining 

and are still waning due to supply and demand. Most online news readers do not have a 
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favorite website, and the recent PRC-Project for Excellence in Journalism and PRC-Internet & 

American Life Project Online News Survey discloses that they would rather find a different 

place to get their news than paying for the content. The successful revenue models for online 

written news are still to be found. 

For broadcast television news it is a different scenario, even though according to The 

Economist, audiences have divided and eroded as the percentage of Americans who watch the 

early evening news on the traditional major networks (ABC, CBS and NBC) has dropped from 

about 30% to about 16% in the past two decades. During approximately the same period, the 

percentage of Americans stating they listened to a radio news broadcast the previous day has 

decreased by 12%. Unlike print and online media, spending on TV advertising is steadily up: it 

grew 2.8% in 2011 to $60.7 billion, eMarketer estimates. This year, TV ad spending will grow 

an estimated 6.8% to $64.8 billion. In addition to this, technology has its advantages. Cable 

television news organizations like CNN and Fox have been doing better than written outlets in 

dragging their audiences to the online environment.  For the few online news consumers who 

actually have a favorite site, television news organizations rank the highest.  Also, in terms of 

popularity, television news organization sites rank second, only behind news aggregators, 

among online news consumers. Furthermore, television never had classifieds to lose, and TV 

and radio stations can now reach a much broader audience around the world at no extra cost.  

   As for radio, according to a study by American Media Services, it remains the number 

one way for 49% of Americans to learn about new music. Friends, relatives, word of mouth, TV 
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and reviews in newspapers or magazines are far behind in this ranking. Also, while the current 

trend in radio broadcasting today is to rely on nationally syndicated content, hyper-localism 

has been and still is key for radio success, as it makes radio stations ideal for targeting 

demographics geographically. According to the same study, 64% of American adults listen to 

the radio daily, and 80% of them normally turn on the radio when they get in their car. Each 

song in the iTunes Top 100 averages 15,800,000 weekly commercial radio listens. A different 

study that Arbitron released in 2011 revealed that an average of more than 240 million people 

12 and older listened to conventional radio stations every week in 2010, 2.1 million more than 

in 2009. 

 The Austin American-Statesman 

The Austin American-Statesman, the leading newspaper in Austin, is making an effort 

to develop nontraditional revenue streams. For Zach Ryall, online managing editor, the future 

is the convergence of print and digital. Within that frame, The Statesman, along with the other 

three major metro newspapers Cox Media Group operates, is in the process of pursuing a paid 

online content strategy. In 2011, 83% of the Statesman revenues relied on advertising and 

circulation, while only 7% of the total came from online ads and fees. 

On the other hand, statesman.com page views have increased by 73.7% in the last five 

years 
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Graph 4. Austin American-Statesman daily page views average VS circulation 

 

 

Source: Bootstrap Network and Audit Bureau of Circulations. 

The newspaper is dealing with declining print revenue and holding on to print 

costumers, its “core constituency right now,” in the words of Ryall, while it “grows their digital 

market and starts to train people to quit expecting free content on the Internet. 

In 2011, The Statesman launched a paid sports site called hookem.com, focused on the 

Texas Longhorns, and launched a streaming radio station called Soundcheck360, dedicated to 

local Austin artists.  
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The Texas Tribune 

For Ross Ramsey, executive editor of The Texas Tribune, there is a bright side to the 

digital revolution. “You can eliminate the printing press, and you can eliminate the truck, and 

people get their news instantly and it costs less to deliver.” 

  The Tribune is a non-profit organization. It has not experienced the print debacle since 

it was born as an all-digital platform in the summer of 2009, and it gathers funds from around 

the state of Texas and the whole country from several individuals, corporations and 

foundations. It has more diverse revenue streams than most news organizations, with 44% of 

its revenue coming from donations, 37% from corporate sponsorships and foundations, and an 

additional 10% coming from money raised during a business event. For Ramsey, “in the 

current environment, with advertising in the situation that it’s in, with classified advertising 

disintermediated the way it has been, and with people’s relative unwillingness to pay for 

content, we needed another way out.” 

  The Texas Tribune averaged nearly 400,000 unique visitors in the first four months of 

2011. It also experienced the highest growth, more than doubling its traffic, from March 2010 

to March 2011. It had $1,820,000 revenue in 2010, and 37% of that amount was earned 

revenue. 
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 KXAN  

Local broadcast stations are among the most important channels cable operators 

provide. KXAN-TV is the NBC-affiliated television station for Austin. It broadcasts a high 

definition digital signal. As far back as 1998, it was the first outlet in the Austin market to 

launch a live weather service online. Live WeatherNet Online provided local weather 

information from more than 50 AWS AirWatch weather stations and its page views exceeded 

50,000 per day. 

  KXAN currently has 179,479 unique visitors per month. For John Moritz, digital 

executive producer, television is a little bit better able to adapt to the digital age. “Television 

has long provided its content for free to the viewers. At least in this particular TV station, in 

this particular market, I have not seen that pressure to downsize, to letting staff go, to 

shrinking the product.” Moritz agrees that television is living in a good moment in terms of 

funds coming from advertising. “TV understands that immediacy of news is not shackled with 

the burden of getting someone to pay directly for it. It’s all done through advertising”. 

KUT  

KUT FM 90.5 is the National Public Radio member station for central Texas. It is a non-

profit station owned and operated by faculty and staff of the University of Texas at Austin with 

275,000 weekly listeners, according to Arbitron. Its website, kut.org, has been online for more 

than 15 years, and has 872 unique visitors per month. 
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  As Emily Donahue, KUT’s news director corroborated, “our main service continues to 

be land-based broadcast radio signal.” In terms of funds, as stated above, radio is not 

experiencing the same difficulties that newspapers are. However, KUT's model is unusual. In 

the words of Donahue, “We have a completely different business model than any other 

commercial business model that you could encounter.” Part of KUT’s funding comes from the 

Corporation for Public Broadcasting, and the vast majority of the support for its programming 

comes from direct contributions from listeners and the support of local businesses. 
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FROM TRADITIONAL MEDIA TO CONVERGENCE AND CITIZEN JOURNALISM  

The most positive aspect of the digital revolution is without a doubt the huge amount 

of possibilities technology has provided in terms of new ways of telling a story, new ways of 

broadcasting a story and new ways to communicate in a bi-directional way with the audiences. 

Internet is more than anything else an interaction, a bidirectional communication among 

people and, increasingly, among media. Everyone has its role in this continuous expansion, and 

the more interaction, the bigger and faster the expansion is. We are not consumers anymore 

but “prosumers” (from “proactive consumer.”) 

As a consequence of that interaction, we are witnessing the birth of countless new formulas in 

which communication in general and journalism in particular is making its way to the future. 

Sites like spot.us, in which visitors can donate money to fund, among a number of pitched 

stories, the ones they want to be written, are good examples of how audience and media are 

merging today more than ever. 

   Not only the advent of the internet has made traditional ways of telling stories 

shudder, change and evolve, a wide variety of new ways of journalism are emerging and 

flourishing before our eyes. Blogging, micro-blogging, data journalism, multimedia and 

interactive storytelling, or citizen journalism, are just some examples of this new prolific and 

thriving ecosystem. Many news organizations have already embraced a blog structure in 

various parts of their procedures, in a way to acknowledge that they offer a chance for 
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newsrooms to turn out to be more transparent, accessible, and more accountable to their 

audiences. 

  According to the 2010 PRWeek/PR Newswire Media Survey, 52% of bloggers now view 

themselves as journalists (although only 20% obtain the majority of their income from their 

blog work.) This coexistence of traditional and citizen journalism is starting to settle in the 

current journalistic paradigm; Although, according to a report issued by the Pew Research 

Center’s Project for Excellence in Journalism, citizen media at this point don’t have the 

resources to replace or provide the same type of coverage as traditional outlets (New research 

conducted by a team of academics finds that some top citizen news sites average less than one 

new story a day,) its more hyper-local nature helps provide coverage on some of the areas 

traditional media barely publish about online. According to a study by readMedia, community 

newspapers throughout the US consider personalized “hometown” news stories (local interest 

stories submitted by college, universities, small businesses, and the military) as “must-publish” 

content, but only 48% of them put these stories online on a somewhat regular basis. 

   The role of independent blogging and Micro-blogging is also gaining momentum within 

the digital revolution. Wordpress and Tumbler combined have more than 150,000,000 blogs 

and Texas ranks third in the US as for number of bloggers. Feacebook and Twitter are today 

one of the main channels for the diffusion of news, and according to the Project for Excellence 

in Journalism report, 48% of bloggers, 31% of newspapers and 27% of print magazines use 

social networks for research purposes. 
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   Convergence is the other key aspect in the digital era of communications. Once every 

media entity realized they had to get more serious about their internet delivery, everybody 

was compelled to include multimedia content no matter whether their traditional product was 

print, audio or moving images. It has changed the logics media industries functions within, and 

the means that media audience processes the information. With the unavoidable migration to 

the online world, newspapers, TV and radio news stations are to a big extent stripping their 

primary distinctive attributes to become just news organizations, multimedia storytellers. No 

corporation wants to be left behind for not having included a video, a sound clip, a picture of 

the event, or interactive info-graphics to help understand a story on their websites.  

KXAN 

A great example of media convergence in Austin can be found in KXAN. Austin’s local 

NBC affiliate is sharing reporters with Community Newspapers, incorporating interactive 

elements from the Texas Tribune into its coverage, sharing content with KLBJ radio and sharing 

its station feeds to the Texas Tribune website. KXAN.com offers Blogs, Podcasts and Video-On-

Demand elements. 

  To John Moritz, convergence has brought changes in terms of programming; the flow 

of news is now continuous since there are no time or physical constraints. Convergence has 

also offered them the possibility to incorporate written content , and they have made of it the 

way they start the conversation with their audience. “It’s faster to just produce text and still 

images than it is to produce video content, and it’s more convenient to absorb the information 
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in that way. You just want to hear it, or you just want to watch it? You have that option.” KXAN 

also offers User Generated Content it gathers through their ReportIt feature. “We solicit UGC. 

We have to embrace it. People love to exchange that stuff and it also builds a relationship in 

the community that you’re covering”. They are also building a social platform called 

participate, in which they encourage people to share their pictures, videos or blogs in order to 

create a news community for the central Texas area.  

  KUT 

For Emily Donahue, These times of convergence, are times of competition and also of 

a collaboration that is mutually beneficial for all the organizations. “KUT has a content sharing 

partnership with the Texas Tribune, we also do interviews with reporters from The Austin 

American-Statesman, from In Fact Daily, from Austin Business Journal.“ On the other hand, 

Donahue considers each medium still preserves its inherent prime spirit “Nobody can be all 

things to everybody, so you have to do what you do best and find other ways to get your 

content in front of people in the platform that they use. I think as a news practitioner you have 

to be able to put your product where the audience wants to consume it.” 

Besides all the visual and textual elements on KUT’s website, a good example of KUT’s 

approach to multimedia content is Soryboard Austin, a multimedia production unit where 

people can find videos, events and behind-the-scenes interviews with musicians, artists, and 

everyday Austin people. Their motto condenses the fundamental nature of the convergence 

phenomenon: “We are excited to find new ways to be “public-radio” on-line and share 
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Austin’s stories with the world.” KUT has also launched community initiatives through its 

website. Get Involved: Forums aim is to expanding support of the Austin’s non-profit 

community by spotting local key issues and bond the community together to promote civic 

dialogue. The forum topics consist of a panel with people affected by the chosen topic and 

feature rich multimedia elements. 

 The Austin American-Statesman 

Convergence has also made competition amongst media migrate to the online 

scenery. Zach Ryall has witnessed how The Austin American-Statesman’s main competitors, 

and the nature of the competition itself, have radically changed in the last years. “Now we 

compete day in and day out with not so much the entities that we used to as much as local 

market share. We compete vigorously with the local TV market and not with what they are 

putting on the air, but with hat their outing on their websites. 

   The Statesman’s website offers a wide range of multimedia content under a whole 

section that provides photo, video, and interactive features. Within that section people can 

also find Collective Vision, a photoblog providing a chance to take a look at photos and videos 

that don’t fit onto their regular releases, accompanied by thoughts from the photojournalists 

who created them. The Statesman also includes content coming from the audience. “We 

appreciate getting reports, pictures, and occasional video. We realize there is a true value in 

asking for and receiving news and input from the public.” 
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As for independent bloggers, and even though in the words of Ryall citizen blogs are 

positive, “The more that is out there the better. In fact there is even a page on our website 

where we link to a lot of good community blogs.” he also stresses the importance of offering 

unbiased fact-checked standards to the Statesman’s audience. 

The Texas Tribune 

The Texas Tribune was born as a digital platform, it hasn’t had to adapt to the changes 

the digital era brought. It offers a whole multimedia section which includes video and audio 

clips. But what really makes the Tribune a distinctive outlet in terms of content is their 

particular emphasis in data journalism. It makes available to the audience a data section in 

which people can find interactive graphics and applications. According to Ross Ramsey, “One 

of the things that are a common place in newsrooms is reporters working with data, and 

reporters working with spreadsheets, big data sets and graphics, and then distilling that down 

into whatever medium they are working in. What you can do with the internet and with digital 

is put the entire database available to everybody.” To Ramsey, there is a difference between 

News “what happened a minute ago” and information “stuff that you gather over time,” so 

one of the things that they are conscious of doing is contributing to keep building a collective 

knowledge that is available to the audience. 

  The Tribune has as well a blog section. In accordance with Zach Ryall from the Austin 

American-Statesman, Ramsey thinks it is important to keep professional filters to assure 

certain quality and balance standards in the information. But he also accepts that the 
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proliferation of independent blogs is allowing everybody to choose the source they want to 

trust and to “have a different diet.” 
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RIVERS OF INK FLOWING INTO A SEA OF BITS  

The digital revolution has made available a huge amount of new ways of sharing and 

disseminating information, and new ways to establish a bi-directional flow of communication 

with the audience to foster engagement with the public. Technology is causing a radical 

change for the media and for the people, and we are living in a vortex of omnipresent 

information in which some things are smaller, easier and faster, and some other things are 

more diverse and complex. 

  KUT 

For Donahue, even the proliferation of smart phones represents a great revolution for 

journalism. “As a journalist I can gather tape, I can take video and I can take pictures at any 

point at any time.” KUT has apps available so listeners can access their signal from their mobile 

devices. KUT uses Facebook, Twitter and Flickr, it has a YouTube Channel and uses Really 

Simple Syndication technology to engage with its audience. According to Donahue, social 

networking sites are crucial when it comes to having a presence and being more accessible to 

an audience. 

  However, besides the usage of digital files and equipment, and the subsequent saving 

of space, she considers things are in many ways more complicated now for KUT due to the fact 

that it has to incorporate visual, print and social media elements with its stories. “It’s a lot of 
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more work.”  Donahue thinks “Journalism has gone through several metamorphoses and it will 

continue to evolve. The challenge is not to fall asleep while technology is changing.” 

 The Austin American-Statesman 

According to Ryall, “The Statesman has been a pioneer among newspapers in the use 

of social media. At the time we saw the potential and we certainly realize the potential now 

for it helping to grow audience and engage us with readers in a way that the newspaper can’t.” 

Ryall thinks many news outlets are concentrating their efforts on mobile delivery. The 

Statesman has an app available for iPhone users to download, and its entertainment site, 

Austin360, also launched in March an application called iReporter that allowed people to 

submit video reports of their experiences during the SXSW Interactive, Film and Music 

Festivals. iReporter also helped the outlet to drive traffic through Facebook and increase the 

number of followers, and to gain more user-generated content. 

  Statesman.com provides users with the possibility of getting their news feed via RSS, 

participating in community issues promoting discourse in the shape of a forums section, it 

offers links to live traffic cameras and provides access to a wide variety of databases. 

  KXAN 

  KXAN digitally tracks, from its newsroom and in real time, the interest the stories on its 

website are getting from readers. That way it can keep the most interesting stories easily 

visible so the reader can find them. KXAN also use social media, particularly Twitter and 
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Facebook. In the words of Moritz, “We use Facebook as a commenting platform. It puts the 

commenter on the spot and that helps us moderate the comments.” 

KXAN.com goes beyond the RSS feeds and offers to its users widgets they can 

incorporate in their desktops and in their websites that will automatically update with the 

latest news headlines. It also gives people the opportunity to monitor the weather through live 

weather web cams, to allocate the events it reports about by showing the place where they 

take place in interactive maps, to download its apps for iPhone, Android or Blackberry, and to 

subscribe to an alerts service that sends notifications to the users via text message.  

The Texas Tribune 

The Texas Tribune is not only a pioneer in terms of the way it presents its content and 

the emphasis in the usage of data to create and develop stories, it alsoprovides access to a 

highly searchable set-up of hundreds of public databases. Furthermore, it created, along with 

The Bay Citizen and with the assistance of a grant by the Knight Foundation, its own news 

publishing platform called Armstrong. Armstrong focuses on media management, search 

engine optimization, integration with social media, and development of revenue streams, and 

it was open to the public in 2011. 

  Texastribune.org offers features like a blogs section or TweetWire, which aggregates 

tweets of all Texas politicians who are on Twitter. The Tribune has presence in Facebook, 
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Twitter, YouTube and Vimeo, and it allows its users to access the content from their portable 

devices through its app. It also offers a huge assortment of feeds people can subscribe to. 
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