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Introduction

In today’s world reading newspaper is a ritual 
performed by every educated person. Every day 
around the world more than half of the adult 
population read a daily newspaper, 2.5 billion 
in print and more than 800 million digitally The 
newspaper industry generates over US$ 160 
billion of revenue globally from content sales, 
advertising revenues and increasingly other 

a vital source of massive revenue generation, the 
newspaper industry is going through a severe 
crisis. The global newspaper industry is moving 
towards digitalization and showing a negative 
growth. On the contrary Indian print media 
industry is going strong and it is expected the 
trend will continue.

Newspaper Industry and Indian Scenario

With over 110 million copies sold every day, 
India is one of the largest newspaper markets 
in the world. Worldwide the newspaper 
industry is showing downturn unlike the Indian 
newspaper industry. This may be due to the 
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fact that print media in India has always been 
creative, knowledgeably helpful and always 
been appealing to the readers through a range 
of innovative marketing and selling tactics. The 
newspaper industry, in particular, is confronted 
with many challenges posed by the present socio-
economic scenario in our country .Furthermore, 
wider consumers’ choice, changing preferences, 
decreasing circulations and declining revenues 

print newspapers are losing their importance 

The newspaper industry in India is performing 
much better than its counterpart in Europe 
primarily due to the severe economic slowdown. 
In USA, newspapers have almost vanished from 
the market. Readers are turning to new, free 
platforms on the television and Internet. The 

2010-2011 pertaining to the circulation of dailies 
for last ten years, amply shows the steady growth 
in circulation of newspapers. The table and the 
plots thereof are as under:
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Table 1: Circulation of Newspapers in India (2001 to 2010-11)

Year 2001 2002-03 2003-04 2004-05 2005-06 2006-07 2007-08 2008-09 2009-10 2010-11

Dailies 57,844,236 72,938,646 73,537,182 78,689,266 88,863,048 98,837,248 105,791,199 135,805,315 162,312,686 175,665,243

Total* 115,253,948 142,005,543 133,087,588 156,719,209 180,738,611 192,077,394 207,108,115 257,953,373 308,816,563 329,204,841

Source: RNI, Press in India, 2010-2011

Note: Total includes circulation of weeklies and other periodicals 

Figure 1(a) shows the increase in dailies 
distribution since year 2000 up to year 2010-11 

weeklies plus dailies. Both the Figures 1(a) and 
1(b) show a steep rise in the circulation of dailies 
as well as the total distribution of the newspaper 
(weeklies plus dailies). The increase in the 
distribution of dailies can be attributed primarily 
to;  ,the rise in overall population of India, 
however, this alone does not explain an almost 
exponential rise of newspaper distribution, and 
secondly, the increase in literacy level and better 
living standards for a larger proportion of Indian 
population. As the positive fruits of Globalization 
trickled down, it created a sharp rise in middle 
class population of India, which wants to be more 
aware of its surroundings and global trends. A 
vibrant democracy like India also has a positive 
effect on newspaper circulation as people 
want to be more aware of the current political 
tendencies and government policies. This trend 
of exponential rise in newspaper circulation 
in successful developing countries is in direct 
contrast to the opposing trend as seen around the 
newspaper industry in the U.S. and the European 
nations. The main reason for dropped newspaper 
circulation in developed economies can be 
attributed to the already achieved saturation 
level in newspaper distribution, almost static 
population growth, and tough competition with 
alternative news medium like fully developed 
cable TV news networks and more than ninety 
percent internet penetration.

Figure 1(a)

Figure 1(b)

Figure 1: Circulation of Newspapers in India 

(2001 to 2010-11)

Table 2: Trend of Newspaper Registration in India (2005-2011)

Year since 2000 2005 2006 2007 2008 2009 2010

Dailies 6800 7131 7710 8475 9355 10205

Total* 62483 64998 69323 73146 77384 82222

% Growth 3.43 3.86 6.65 5.51 5.79 6.27

Source: RNI, Press in India, 2010-2011

Note:* Total includes weeklies and other periodicals.
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Figure 2(a)

Figure 2(b)

Figure 2(c)

in newspapers registration since year 2005 up 

a linear increase in total registrations including 

newspapers and weeklies and other periodicals. 

which shows that there is almost linear increase 

in the growth. An exponential rise in newspaper 

distribution is aptly supported by a remarkable 

growth in number of new entrant (new 

growth can be seen in the yearly newspaper 

registrations, as shown in Fig. 2 (c).

Internet: A Formidable Challenge to 

Newspaper Firms

The growth of the internet is a potential threat 

to the Indian newspaper industry. The online 

accessibility of newspaper may result in erosion 

of advertisement revenues and decrease in the 

circulation of the newspaper resembling the 

experience of western countries. Today most 

of the Hindi dailies have started their online 

subscription and have easy accessibility on 

computers, smart phones, tablets etc. and the 

response among the end users is positive. With 

internet penetration increasing in India, the 

online news consumption is also on the rise. 

As shown in Fig. 3, according to com Score report 

(2012-13), India’s daily readership of online 

It has jumped by 34 percent in past one year 

(2012-13) to 9.4 million average daily visitors 

to this category. The increase is not only in the 

number of visitors, but also the amount of time 

spent by Indians on these news sites. The report 

points that in August 2012, average minutes 

spent on news sites were pegged at 31.6 minutes 

as compared to 41.6 minutes in August 2013, an 

increase on 31 percent. Total user visits in month 

of August 2013 were 364.6 million as compared 

to 259.7 million in the same month last year.
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Figure 2.1: Increase in Online News 

Consumption in India (2012-13)

Source: comScore report, 2012-13

Figure 3: Internet &Broadband Penetration 

in India (2007-2011)

Table 3: Internet &Broadband Penetration in India (2007-2011)

(Figures in ’000)

Year 2007 2008 2009 2010 2011

Internet users 44429.086 49930.464 59153.801 87820.350 125018.240

Broadband sub-
scribers

3130.000 5280.000 7745.710 10990.000 12830.000

Source: WPT 2012

This increase in online news consumption is 
directly related to the penetration of internet 
and broadband services in Indian households. 
As shown in Fig 4, the increase in internet 
owners is almost a square law progression while 
broadband subscribers are increasing at a linear 
rate, since 2007-2011. 

Table 4: Internet Users in India vis-à-vis 

other countries (2011)

(Figures in ’000)

Countries 2011

USA 242614.880

China 514801.790

India 125018.240

Indonesia 43618.615

Pakistan 15907.083

Source: WPT 2012

Figure 4: Internet Users in India vis-à-vis 

other countries (2011)

Nonetheless, a very important fact can be seen 

in Figure 4, which shows the country wise 

data of internet users. We can notice that in 

India, although the internet usage has shown 

an increasing trend, both in terms of users and 

subscribers, the internet penetration in India is 
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still not comparable to the developed nations like 

USA or a robust economy like China. Therefore, 

Indians in general are still dependent on the 

conventional mode of consumption of news and 

information that is newspaper and television. 

The relatively low level of internet penetration in 

India could be attributed to the fact that internet 

service providers in India still have a very limited 

reach. Further, the vast reservoir of  knowledge can 

be accessed free via internet but its connection is 

not without a charge while newspapers in India 

are very much affordable costing only 100-150 

INR/month. Small viability and aesthetic issue 

also comes in favor of newspaper, which can be 

shared by every member of the house while the 

sharing of phones and monitor screens are not 

practical, in general. Further, some people may 

prefer to read the news reports on paper rather 

than on screens. So, at present, the newspaper 

remains the ‘boss’ in Indian news market.

Innovative Marketing strategy: Imperative for 

Indian newspaper

Reasons for growth of Indian newspaper 

industry

It is being said that the economy is doomed 

if it produces no managerial innovations and 

so is applicable to Indian newspaper industry 

too. Growth of Indian newspaper industry 

is invariably linked to economic and social 

conditions. Just like any other sector India’s 

economic growth has also given boost to its 

newspaper industry. Also, growing population 

to spread of education newspaper are now being 

used by wider audience. Newspaper market in 

India is characterized by non-price competition. 

adopting a wide range of marketing and selling 

practices which are unique and innovative in 

their own way to present their brands in front 

of millions of end-users and thus compelling 

them to develop brand loyalty towards them. 

The future of newspaper depends on its ability 

to promptly response to the changing needs, 

retaliate rivals move, take on new layout to 

attract readers and changing media habits. 

Few marketing techniques employed by Indian 

newspaper are as follows:

1. Product innovation—Newspaper has many 
areas to explore to offer something unique 
and innovative at the disposal of the consumer 
.Innovation in newspaper may be both physical 
and virtual. The physical tools involve the reader 
manipulating the paper, using their sense of 
touch or smell to create a lasting memory of the 
page, while virtual tools allow the reader to move 
easily from the print medium to the online. Both 
greatly increase engagement with the brand and 
move them further towards the point of purchase 

as follows:

Rajasthan Patrika  

technology in its Jaipur edition pioneering 

the concept in print. The image of a mighty 

eyes of the readers and it also educated the 

reader’s with information on the technique 

and its viewing details.

The Cadbury Silk chocolate brand spread 

the message of love through a noteworthy 

print innovation in Hindustan Times. The 

newspapers came attached with Cadbury 

ribbons.

Hindustan Times launches HT Mini in New 

commuters. It is the compact half-tabloid 

sized publication which contains 24 pages 

of light, snippety content from top news 

stories to city news, sports, entertainment, 

and lifestyle. HTML is betting on the fact 

that HT Mini’s convenient form will make it 

easier for commuters to read and carry, and 

hence gather acceptance.

2. The societal marketing—The societal 
marketing concept holds that the organization’s 
task is to determine the needs, wants, and interests 
of a target market and to deliver the desired 
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competitors in a way that preserves or enhances 
the consumer’s and the society’s well-being 
(Kotler 2000). The societal marketing concept 
introduces corporate social responsibility into 
marketing practices (Piacentini, MacFadyen & 
Eadie 2000). The societal marketing concept is 

Besides other marketing techniques societal 
marketing practices are being undertaken by 

themselves from competitors. Few examples are 
quoted below: 

Dainik Bhaskar 

Campaign against female foetocide (2012).

Mission Shiksha

Netradaan Campaign

“Taj Initiative” campaign to include Taj 
Mahal in Seven Wonders of the World 
(2007)

Junior editor-2011

Ek Ped Ek Zindagi

Conduction of cultural events through 

organization under the Bhaskar umbrella 
to promote art and artists

campaign” 

Rajasthan Patrika

Ped Lagao, Harayalo Rajasthan

Concerned Communicator Awards (CCA) 

Aao Padhayein, Sabko Badhayein

Amritam Jalam campaign to clean up 
local water bodies and organize water 
conservation drives

Patrika launched a Mega Campaign 

for Khan River and regain its lost glory

Jaago Janmat, a democracy campaign for 
public monitoring of performance of elected 
representatives

Hindustan Times

3. Market orientation activities—Knowledge 
of surroundings is a must for the success of any 
business unit and so is crucial for the functioning 

is a business culture in which all employees 
are committed to the continuous creation of 
superior value for customers. It will boost up 
the motivation of organization to seek for the 
information of customers and competitors, and 

deal management relationship with customers. 

research and surveys to discover the latent needs 
of the masses and to develop strategies to cater 

4. New presentation/ Content Innovation— 

It involves presentation of the content of the 
newspaper in such a manner which is more 
appealing and pleasing to the readers. It usually 
suggests the notion “selling of old product in 
new packaging”. It generally makes the use of 
new themes, new formats, novel colour scheme 
and other such strategies to make the content 

Bhaskar presents before us an example.

Dainik Bhaskar says “No” to negative 
news on Mondays. The initiative is aimed 
at creating differentiation and ushering 
in a positive environment and change the 
attitude and stance of news publishing. 
This initiative will enable the publication to 
create a better environment every day, by 
focusing on value-creating developments.

Hindustan Times and The Washington 

Post entered into an exclusive content 
partnership deal. According to the 
agreement, Hindustan Times had an access 
to the entire content of The Washington 
Post and Newsweek from January 1, 2010 
for content sharing in India. Accordingly, 
Hindustan Times can pick as many news 
reports, columns and analyses it wants from 
The Washington Post.
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Dainik Bhaskar and Rajasthan Patrika

keeps on changing their format after every 
six month in order to stay attractive and 
appealing in the eyes of the readers.

Figure 5: Outline of Marketing Strategies 

Employed by Newspaper Firms in India

Conclusion

With the advent of internet, print media is 
generally thought to be at peril, the world over. 
The present study, however, reveals that the 
Indian story of newspaper industry is different 
with 25 percent penetration of newspapers, 
considering a billion plus population. Moreover, 

infuses innovation, research and development. 
The Indian newspaper industry, unlike its 
counterparts in most part of the world, has not 
reached saturation yet and is expected to grow 

the threat of internet and the fear of losing market 
to online consumption of news are real, the news 
in print is still undisputed ruler of the market, 
primarily due to accessibility and familiarity.
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