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M. lN'ycmaH:

YBaxaemble gambl W rocrnoga, poporve komsiern! Mbl HaunMHaem Hauwly
ANCKYCCUIO B paMKax exerogHoro [leTepByprckoro  MexagyHapoaHOro
9KOHOMMYECKOro dopymMa, KOTOPbIM BHOBb TFOCTENPUUMMHO BCTpPEYaeT CBOUX
roctem u3 [ecAaTKoB CTpaH Mupa. Hackonbko s 3Hat, 6Gonee crta cCTpaH
npuHUMatoT ydyacTtue B CaHkT-lNeTepOyprckom gnanore B 9TU OHMW.

OpHa u3 Tem, KOoTopyto opraHudaTtopbl Popyma, Ja U Mbl C BaMu, nocyMTanu
BaXHbIM W HYXHbIM 0b6cyauTb, — 3TO Tema, CBdA3aHHas C npodpeccuen
NPUCYTCTBYIOLMX 3a 3TUM CTOSIOM, C Npodpeccuen nogen, kotopble paboTtatot B
MeANNHOM, WH(OPMAUMOHHOM 6u3Hece. OTO pas3roBop O TOM, HACKOSbKO
HOBOCTU M BU3HEC SBMSAIOTCA napTHepamMu WU CONEpPHWKaMM B COBPEMEHHOM
MUpe, KaKk B3aMMOAEWCTBYET CEerodHsHAA MegunHas  UHOYCTpus C
COBpPEMEHHbBIM BM3HECOM, HACKOMBbKO Mbl HYXXHbl ApYr ApYry, BpaXXaebHbl N Mbl
Apyr opyry. IMeHHO aToMy B6yayT NOCBSALEHbI CErOAHSLLHNE BbICTYMMEHNS.
Bectn a1y guckyccmio 6bino NpeanoXeHo MHe U MOeMy CTapuHHOMY Opyry —
Knansy Mapwany, pyKOBOOMTENIO KpynHeunLero GpuTaHcKkoro
NHOpPMAUMOHHOrO areHTtcTBa. MeHsa 30ByT Mwuxauvn [ycmaH, a9 paboTtawo B
areHtctBe «MITAP-TACC» (B areHtctBe «TACC», kak Mbl yxe 6onblle roga
nmeHyemcsl). Mbl HauMHaem guckyccuo, m 4 xoTen ©Obl nonpocutb Knansa
CkasaTb HEeCKONbKO BCTYMUTENbHbLIX CMOB, a TaKke NpeacTaBUTb YyYacTHWUKOB

Hallero Kpyrrnoro ctona.

C. Marshall:

Thank you very much, Mikhail, and thank you very much to our hosts and to our
panellists, who are going to assist us in the discussion today. Media versus
business: partner or rival? Perhaps before we get some opening remarks from
everybody, we could just go around the table and have a brief introduction from
each of our panellists, starting on my right with Sergei Mikhailov from the

Russian News Agency TASS. Sergei.



C. Muxawunos:
Thank you.

Ceprenn MuxannoB, reHeparnbHbii gupekTop areHTcTea « TACCy».

M. Kirk:
Thank you; good afternoon. Malcolm Kirk, President of The Canadian Press,
based in Toronto, and we are the leading news agency in Canada, celebrating

our 100th anniversary in 2017, so we have been around a little while.

P. Ingrassia:
Good afternoon, everyone. | am Paul Ingrassia, Managing Editor of Reuters

News Agency, part of Thomson Reuters, and | am based in London. Thank you.

G. Cerbone:
Hello, I am Giuseppe Cerbone, Chief Executive Officer of ANSA, the leading

Italian news agency.

A. Ananyan:
Good afternoon, | am Aram Ananyan. | lead Armenpress, Armenia’s oldest and

largest State news agency, located in Yerevan.

H. Sugita:
Hi, good afternoon. | am Hiroki Sugita. | am the Executive Director of Kyodo

News, Japan’s largest news agency.

A. Macintyre:
Good afternoon. | am Sandy Macintyre, the Vice President of Global Video for

the Associated Press.



C. Marshall:

Thank you, everybody, for your introductions, and it is clear from those
introductions that just about every corner of the globe is covered by the
representatives on the panel: a fascinating subject for us to discuss over the next
hour or so. | would like to invite Paul Ingrassia from Reuters to kick off the

discussion.

P. Ingrassia:

Thank you, Clive, and again, thanks to everyone who is in the audience here.
One of the reasons | found this to be an interesting topic is that, for most of my
career, | have actually been a journalist covering business and industry, not
covering politics or markets or other things, and, in my particular case, it was the
motor industry that was my specialty. | have gone to a lot of press conferences
over the years, and, as a journalist, when you ask people questions at a press
conference, sometimes they do not always answer the question you asked them;
they sometimes change the question a little bit to give you the answer about the
subject that they wish to discuss, if you will.

| am going to take a little bit of a page out of their book, and | will address the
guestion, but maybe in a somewhat different way. The title of this panel
discussion is “Media versus Business: Partners or Rivals?”, and in truth, | would
say — although | can only speak for Reuters — that we are neither: neither a
partner nor a rival to business. Our role is rather more subtle and really rather
different. The very best thing we can do — and this is for both the businesses that
we serve as readers of our news and the business that we are part of (the
Thomson Reuters financial and risk business, mainly, but we also serve other
parts of Thomson Reuters, and provide news to other parts of Thomson Reuters)
— is to provide timely, deep, accurate reporting that customers can use to make

good decisions.



The target of our news really is decision-makers. That is our intended audience.
We strike to do this the best we can with objectivity, fairness, and integrity. | am
not being naive here; we of course have full knowledge that the people and the
organizations we write about — be they companies, be they executives, be they
governments, et cetera — will sometimes take exception to articles that we write,
the pictures that we move to our clients or run on our website, or the video
footage that we distribute to our broadcast clients. And, of course, sometimes
they will also applaud our articles as well. People like them or do not like them on
different days: different articles for different reasons. We are guided in our efforts
by what are known as the Thomson Reuters Trust Principles. | would like to
spend just a minute discussing those. They were established in 1941, and by that
time, Reuters was already 90 years old. But the impetus to adopt the Trust
Principles was that company ownership was restructured that year, and, in
agreement with the Newspaper Publishers’ Association and the shareholders of
Reuters, the Trust Principles were adopted to assure the standards and
independence of our news.

In 1984, Reuters became a publicly listed company, and what was known as the
Founders Share Company was created at the same time. The Founders Share
Company has a controlling vote on many major corporate decisions, and its
purpose is to assure adherence to and compliance with the Trust Principles, and
in 2008, Thomson acquired Reuters (creating Thomson Reuters, of course), and
the Trust Principles were not only continued, but were extended. They applied to
all Thomson Reuters’ employees, not just editorial employees.

What are these Trust Principles? There are just five. One: that Thomson Reuters
should at no time pass into the hands of any one interest, group, or faction. We
do not exist to serve a cause, other than the cause of accurate and timely news
information. We are not advocates for any point of view. Two: that the integrity,
independence, and freedom from bias of Thomson Reuters shall at all times be

fully preserved. Three: that Thomson Reuters shall supply unbiased and reliable



news services to newspapers, news agencies, broadcasters, and other media
subscribers and to businesses, governments, institutions, individuals, and others
with whom Thomson Reuters has or may have contacts. Four: Thomson Reuters
shall pay due regard to the many interests it serves in addition to those of the
media. We have a lot of readers and clients and subscribers outside of the news
media world. And five: that no effort shall be spared to expand, develop, and
adapt the news and other services and products so as to maintain its leading
position in the international news and information business. Now, | love that
phrase, “No effort shall be spared.” | have to tell you we remind our finance
people of that every year right around budget time, sometimes with more
success than others, of course.

The key question, honestly, is whether we adhere to those principles, and | think
the best judge of that comes from readers, frankly, and | think specifically the
readers in financial markets are the ones that have a lot at stake. Every day, they
put their money on the line, and their decision, really, is whether to make
investments, to make trades based on what they read from Thomson Reuters.
The question then is: do people trust our news enough to make trading and
investment decisions in which millions, or, in fact, billions of dollars are at risk
based on our news? The answer is that this is exactly what happens thousands
of times every day in the global business marketplace. | think | can say with
some degree of confidence that the verdict of the global marketplace is that we
do adhere to these trust principles. But having said that, | have to be careful
here, because someone in my position — and indeed all of my colleagues — can
never afford to be smug, to be self-satisfied, or to be complacent about the trust
invested in us. Our credibility is our foremost asset. Indeed, it is the sine qua non:
that without which nothing of Reuters News would exist. And we have to earn this

trust over and over again, again and again, every single day. Thank you.



M. Gusman:
Thank you, Paul, for your very interesting remarks. | think they will be a good
start for our discussions. That is why | would like to ask Malcolm to take the floor,

who is to the right.

M. Kirk:

Thank you, Mikhail. Again, good afternoon, everybody. It is a great privilege and
pleasure to be here with you today. You know, a lot like Reuters, my organization
— which is actually a for-profit news agency — is not funded by the State in any
way, so every dollar we earn, we earn it ourselves through the sale of our
journalism and that, by and large, accounts for more than 80% of the business at
The Canadian Press. And to echo, | guess, what Paul was saying, the integrity
and the quality of the information provided to our clients has to be accurate, has
to be not just seen to be, but be impartial, and be covered, | think, by the kind of
reporters and journalists who are striving to find all sides of a story. If we do not
find all sides of a story, | guarantee you there will be people out there who will put
their hands up to say, “Hey, you have missed something; there is something you
need to cover.”

The principles that Paul just talked about are the very same that we would abide
by at The Canadian Press, and our journalists would need to ensure that we
have covered the basis of the story and represented all sides of the story fairly
and accurately. Much has been said already here today about the need for us to
supply balanced and impartial news. That is the very heart of our business
model. If we compromise that, we compromise in many respects what we do day
in and day out at the news agency. In terms of covering business or economic
news, our approach is no different than it would be for covering government or
crime or any other general news. Everything we do must be honest; it must be
unbiased; and it must be unflinchingly fair. These are words that are enshrined in

our own stylebook that we publish and actually distribute to journalism schools, to



public relations firms, to anybody who is actually in the business of journalism,
whether they are creating it or in the business, perhaps, of helping provide news
and information to us. We never just go with one source in a story, for example,
and that would be the same in the coverage of business or economics. In the
sphere of business and economics, there are many well-documented examples
of corporate malfeasance and poor governance. There are also many more
stories about innovation and smart ideas and leadership in business that inspire
legions of business owners to achieve great success in what they do. We strive
to cover stories across the entire spectrum, factually and fairly.

Paul has mentioned as well, of course, that we are all out there trying to be first,
and we all want to be right at the exact same time, so accuracy is always a top
priority. | think this is amplified considerably when dealing with information about,
for example, large publicly traded corporations. As | mentioned, one source is
never enough and can potentially lead to mistakes that would cause us to risk
damaging our own reputation. It would also prove costly to investors. It is very
much our responsibility to correct mistakes immediately upon discovery, but we
do a lot of diligence to make sure that what we publish in the first instance is
accurate.

| think another interesting thing right now is that there is a tsunami of information
and content, and | will use that word in quotes: “content”. There is journalism,
and | think that there is content, and it is made available to people these days —
obviously, as we know — through social media and through so many other
platforms, and it can be overwhelming. A lot of it is disseminated by corporations
themselves, and many times, the real stories can be lost in the noise of
announcements and news releases and that kind of thing. The merger of two
companies, for example, may combine the strengths and improve production
efficiency of those companies, but it could also mean lost jobs, and good

journalism would expose the facts that corporate announcements might not. That



is a key role an organization like ours plays. Good journalism shines a light on
potentially false economic assumptions.

As it gets more difficult to discern real journalism these days, our future as news
agencies is dependent upon our commitment to editorial independence and to
insightful, objective, and impatrtial reporting, and as | said, that is really the heart
of our business model.

Mikhail, Clive, if | may, a couple of other things. We would not see ourselves as
partners or rivals of business from an editorial point of view in terms of the news
coverage produced every day, but that is not to say that we do not work with
corporations to provide them with services to perhaps monitor the news, to
distribute their press releases, or to perhaps help them coordinate photography
or videography assignments. We have a reasonably good business at The
Canadian Press that helps corporations and governments create content for
themselves. It is theirs; it is not ours, but we have expertise, and in many cases
these days, whether you are a retail brand or a media company yourself, a lot of
people come to us because of our expertise in the creation and production of
content as well. In that respect, | do say that we can be partners with business in
being able to provide useful services to them. Content is a very difficult thing to
do well, and one of the things | think that news agencies like all of ours at the
table today have is expertise that could be shared and that could also be
provided as a service to businesses. | guess | would just like to hand it off back to
Clive or to Mikhail at this point, but | just want to underscore the fact that, from an
editorial point of view, we maintain our independence. It is critical to what we are,
but it does not mean that we cannot provide our expertise to other organizations.
This provides, | think, ultimately, a new revenue stream for businesses like ours
at a time when our industries are also facing a considerable amount of disruption.

Thank you.



C. Marshall:

Thank you, Malcolm, and thank you, Paul. | think both of your introductions have
gotten us off to a great start and given the perspective from two news agencies
that are for-profit, and stressed the importance of impartiality and independence
and balance and freedom from bias. | would now like to introduce Sergei
Mikhailov from TASS. TASS is a State-supported agency, so it will be very

interesting to hear their perspective. Sergei.

C. Muxaunos:

Cnacnbo, Knawme. [Hoporue pgpysbs, konnern! Ha npaBax ogHoro w3
OpraHmM3aTopoB HaLUMX MepOornpuUATUA s xoTen Obl ewe pa3 nobnarogapuTb Bac
3a npuesn Ha CaHkT-lNNeTepbyprckmn akoHOMUYecKknn dopymM. Hagetoch, 4To Bbl
NONyYnnun ygoBONbCTBME OT MPOryriok Mo HovHomy [utepy, OT Genbix Ho4ewn.
Monb3ysacb cnydaem, xoTen Obl nobnarogaputb «Poccuickne XenesHble
A0pOrny» — Hallero rnaBHOro NapTHepa u coopraHM3aTopa 3TOro MeponpUATUS.
Cnacunbo 6onbLuoe!

MoMHA O Teme Hawen cerogHAWHeW auckyccuu, s xoTen 6bl nogpobHee
OCTAHOBUTLCS Ha OTHOLUEHUSIX, KOTOpble CKNaablBalTCs CerogHa mexagy
pasHbiIMM  BMOAMW  CPeAcTB  MaccoBon  MHoOpMauum —  HOBbIMUM U
TPaaUUMOHHBbIMK Meama. [ocTaBnto BONPOC Tak: ABNAKOTCS NM TPaLULMOHHbBIE U
HOBble CpeacTBa MacCOBOW WMHopMauMm NapTHEpaMU WM COMepHUMKaMn Ha
cerogHAaWHuM geHb. MHe KaxeTcsl, 3TO OdeHb UHTepecHas TeMa, B TOM Yucre B
cBeTe TeMbl AncKkyccunm o 6musHece n CMWU: ato Toxe GusHec, npudem GusHec
BHyTpu CMW. Cenyac 310 camas obcyxgaemasas TemMa Ha BCex Hawux
KOHdepeHUumsXx. 3TO BOMNPOC, KOTOpbIn Gonblue BCEro BOSHYET KaXaoro
CcUaALWero 3a 3TMM CTOSIOM U B 3arne.

3a nocrnegHue fecAaTb neT MuMpoBas MHAOYCTpPUS Meaua nogsepriacb OYeHb
CEPbE3HbIM U3MEHEHUAM, M C KaXKablM rogoM aTa TpaHcgopMauums nponcxoanT

BCE WMHTEHCUBHEE M pa3HoobpasHee. PaboTta usgaHun, megma no BCeEMy MUpY



CYLLECTBEHHO YCMOXHUNAacb B CBA3WM C BUAMMbBIM COKpalleHnem o6bemoB
ne4yaTHOW NPOoAyKUMW, BBEAEHMEM MaTHOro AOCTyna K MHgopMauuu, a Takke
n3-3a pacTyllero CTpeMfieHus nonb3oBaTenen nonyyvyatb MHGOPMaUUIO Ha
MOOUMbHbLIX YCTPOMCTBAX, NMaHweTax, Tenepb yXXe WU Ha cMmapT-4yacax, Apyrux
ragxeTtax u Tak ganee. Hoble meguna v coumanbHble ceTu urpatoT Bce 60nbLUyto
poJSib B CO34aHMM U pacnpocTpaHeHun nHgopmaumn. Ha atom dpoHe efBa nv He
aKCMOMOKM cTasnio yTBepXxaeHue O MNOCTeneHHOM 3akate TpaguuuoHHbix CMW.
Mpn oaTomM Hanbornee akUEeHTMPOBAHHO JTOT TE3UC MNPUCYTCTBYET nNpu
obcyxaeHun cTpaTermm KOMMyHukaumm omnsHeca. OTmeyaeTcs, B YaCTHOCTU, YTO
B3anmoencTemne bmusHeca C rocygapCTBOM OCYLLECTBNSAETCA rfaBHbIM 06pasom
yeped GR — mHCTpyMeHTbl government relations, a B koMMyHuMKaumnax 6usHeca c
o6LeCcTBOM NPUOPUTETOM Ha3blBalOT UHTEPHET-KaHanbl. TpaguunoHHBIM Meauna
npuxoauTtca 3awmwatbesd. [MokasaTtenbHa 6opbba, KoTOpas pasBepHynacb B
NPOLWIOM rogy Mexay TpaguuMOHHBbIMW UCNAHCKUMWU MeguiHbIM1 BpeHgamn n
kopnopaumen Google. Kopnopauum Google, kKak Ham XOpOLO W3BECTHO,
MNPULLMAOCh 3aKpblTb CBOK HOBOCTHYK cnyx0y B WcnaHum Hesagonro Ao
BCTYNSIEHUS B CUIy 3aKOHa, KOoTopbi notpeboBan Obl OT MHTEpPHeT-rMraHTa
nnaTuTb rasetam 3a npaBo NybrvkoBaTb (pparMeHTbl X KOHTEHTA.

Moxoxun cueHapun mor 6bl NponsonTn B MepmaHun, rge npowsibiM fneTom Obin
MPUHSAT 3aKOH, cornacHo kotopomy Google gormkeH nosnyyaTb paspelleHne ans
pasMeLLleHns KOHTeHTa apyrux usgaHun. Ho crtouno Google npekpatutb
nybnukoBaTb Ha CBOMX NnaTgopmax pparMeHTbl KOHTEHTa HeMeukux CMU, kak
KOHCOpUWYM, B KOTOpOM obbeauHunucb 6Gonee 200 SNEeKTPOHHbIX W3OaHWUMN,
00bsBUM, YTO OHM paspelwlaT rnodanbHOMY NOUCKOBUKY pasMellaTb oparMeHThbl
cBoux ctaten. [1eno B TOM, YTO OHM BCe OblNn 0BGECMNOKOEHbI CYLLECTBEHHOWM
notepen ayautopun. Bce 3TO roBoput O TOM, YTO B COBPEMEHHOM
WHPOPMALUMOHHOM  MWUpEe MOXEeT HaWTuCb [OOCTOMHOe MecToO W Ons
TPAAVLMOHHBIX, U ONs HOBbIX MeAua, KOTopble AOSMKHblI COTPYAHUYaTb, a He

NblTaTbCA «NMOAEJTINTb MONAHY» UITN «OTIPbI3Th cebe KyCOK» Y Apyrnx megua. 710



yXXe NPoOUCXoAnT BO MHOMMX CTpaHax, U Havano 3ToMy npoueccy NosIoXUNn BCE
Te Xe HOBble Meawa, KOTOpble Havanu npeanpuvHMmaTb MOMbITKM JOOUThCS
MaKkCcMManbHOW WHTerpauum ¢ TpaguumoHHeiMm CMW B kayecTBe OCHOBHbIX
NMOCTaBLLMKOB KOHTEHTA.

Ham BcemM xopoLlo n3BecTHO, 4TO B Mae 3aT1oro roga Facebook 3anyctuna HOBbIN
cepsuc Instant Articles, nossonawWNMA KPYNHENLWNM MUPOBLIM  U3O0AHUAM
Lenukom nybnmkoBaTb CBOM MaTepuanbl Yepes npunoxenus Facebook ans iOS.
Cpeon nepBbiXx NapTHEPOB couManbHOW CEeTU OKasanucb cpasdy BCe TUraHThbl
meaua, Takme kak BBC, Guardian, New York Times, National Geographic n Tak
panee. OHM obbeguHMnNucb B napTtHepctBe ¢ Facebook wn 6yayt nonyyatb
pononHutenbHole goxoabl — 70% oT peknamHbix cbopoB Facebook.
[Monb3oBaTenn coumnanbHOM CEeTU MNoslydaltT B pesyrnbTaTte 3TOro napTHepcTBa
AOCTYN K OPUIMHANIbHOMY KOHTEHTY Ny4luX MUPOBLIX M34aHUMA B Haubonee
npuBreKkaTenbHOM Ha CEerofgHsWHUN AeHb Ans HuX cbopmaTe U B ecATb pas
ObiCTpee, 4eM NpU UCMNONb30BaHUM CTAH4APTHOIO MOOUNBLHOINO MNPUMOXKEHWS.
lMpepocTtaBnseTcss UM U BO3MOXXHOCTb MOSfb30BaTLCA ONUMSAMU UHTEPaKTUBHOIO
KOHTEHTa, TakKMMM KaK BCTPOEHHOE BWAEO WAN aHUMUPOBAHHbIE KapThbl.
HecMOTpss Ha HEOAHO3HA4YHYI MOKa peakumio HEeKOTOPbIX APYruX KPYMHbIX
mMupoBblX CMW Ha 9TV NONbITKM HOBbLIX Meama K CONMXeHuto, paclumpeHue
NogoOHOro CoTpyaHUYecTBa NpeacTaBnisieTcs Bce Xe HensbexHblM B A0BOJSIbHO
6nn3kon nepcnekTnBe. ATO O3HAYaeT, YTO 3a [AOCTOBEPHbIM, OPUrMHANbHbLIM
KOHTEHTOM HOBble Megua Bcerga ©OyayT  BblHYXAeHbl obpawaTtbcs K
TpaAVLMOHHBIM, 3apekoMeHaoBaBLWnM cebs meanabpeHaam.

MpumevaTenbHO, 4TO ANA OnpefeneHns 3TUX OTHOLEHWA TPagULMOHHbLIX WU
HOBbIX MeJua B aHrfIMACKOM 4A3blke YXe MOABUNCA TEPMUH, KOTOPbIN
obbeaunHsieT B cebe aBa cnosa: «apyr» u «Bpar», To ectb «friend» n «enemyy.
OHn  roBopaT «frenemy». 3OTO, MHe KaXeTCcsl, O4YEeHb WHTEPECHbIN W
CBOEBPEMEHHbIN TEPMWUH, KOTOPbIN TOYHO OTpaXaeT, YTO cendac NPoOUCXOoauT B

HaLWIMX CONMXEHUAX U HALLUUX TONKaHUAX apyr ¢ apyrom. HGOTBpaTI/IMOCTb 3TOoro



COTpyOHMYECTBA HOBbIX W TpaguUMOHHbLIX Meama obycrnoBneHa B MNepBYIO
odepeab TeM, 4YTO NOTpebuTenb HaynHaeT TepsATbCSA B MFAHTCKOM MOTOKe
WHpopmaumm. Ha nepsBbii NnaH HayvMHaeT BbICTynaTb akTop AoBepusa u
yBEPEHHOCTN noTpebutena B OOBLEKTMBHOCTM nosiydaemMon uHdopmauuu.
ApyruM  BakHbIM  (QaKTOpPOM  SABNSIETCA  OTHOCUTENbHOE  yAelleBrieHue
WHpopMaLmMM ANns  KOHEYHOro nosib3oBaTens, 4YTO BblHY)XJaeT cpeacTea
MacCOBOW MHOpMaLMM NCKaTb pasHble MNYTU CHUXKEHUS CBOUX U3OEPXKEK.

Ecnn obpatutbecs kK coumonoruum, 1o, N0 AaHHLIM POCCUNCKOIO aHanmTU4ecKoro
ueHTpa JleBagbl, 75% poccusiH nonyyarT UHGOPMAaUUIO U3 TPaaULMOHHBLIX
CpeacTB MaccoBOW WHGopMaumMm W Tonbko 24% p[na 9TOro  UCMNONb3YHOT
coumanbHble ceTh. OTO O3HaYyaeT, YTO B Hallen CTpaHe TpaauUMOHHble Meaua
NO-NPEeXHeMYy MPOAOIPKAT UrpaTh KIOYEBYHD POfb HE TOMbKO B KavecTBe
npounsBoanTens WMHGOPMALMOHHOIO KOHTEHTA, HO WU B KadecTBe OCHOBHOIO
KaHana ero pacnpocTpaHeHusi. TpaguuMoHHble Ccepbe3Hble MeauabpeHabl
coXpaHsitolmne 3a cobor Tak HasblBaeMbli «MaHaaT» Ha [OOCTOBEPHYH W
BepudmunpoBaHHyo MHdopmauuio, byayT npogormkaTb ocTaBaTbCs OAHUM U3
Hanbonee BocTpeboBaHHbIX KaHanoB Ansi  MOCTPOEHUA  3PdEKTUBHbBIX
KOMMYHUKaUMA  Mexay pasnuyHbiMi  cekTopamn  obliectBa,  BKoYas
KOMMYHUKaumm Brnactu n 6msHeca. OgHaKO 3TO BOBCE He O3HA4yaeT, YTO 3Tu
megMa He OyayT MeHAatbca.  MynbTMnnatOpMEHHOCTb, MakcuMarnbHas
KacToMM3auMsl KOHTEHTa, y3kas cneuuanusauuss — BOT OCHOBHblE BEKTOpbI, B
KOTOpPbIX  NPOM3OMAYT  KM4eBble N3MEHEeHUS. Ycnex, Hanpuwmenp,
NH(POPMALMOHHbIX areHTCTB, O4HO N3 KOTOPbIX S UMEID YeCTb NpeacTaBnsTh, No-
NpexHemy B NepByto odepenb OyaeT 3aBuCETb OT UCMOSTHEHUS NX KNAaCCUYECKOM
pONn — roucka 1 BbiNycka obLeCcTBEHHO-NONUTUYECKUX HOBOCTEN B MHTEpecax
APYrux, B TOM YMCfe U HOBbIX, Meana N 3KOHOMUYECKMX HOBOCTEN B MHTEpecax
OGusHeca Ons nNpuHATUA OusHec-peweHun. B Bobwmrpbile B nobom cnyyae
OKaXyTca Te Megua, KOoTopble MaKCUManbHO TOYHO nonagyT CcoO CBOUM

KOHTEHTHbIM MPEArioXXeHMeM B 3anpocbl BbiOpaHHOM ayautopun. Mo-npexHemy



OyoeTt akTyaneH TOT crforaH, KOTopbii B CBOE BpeMsi nponucano ans cebs
areHTcTBO Reuters, mmeHyemoe cenvyac Thomson Reuters. 3ToT noctynar
3ByunT Tak: «We should be first, but first we should be right». OH Bcerga
OCTaHeTCHa akTyanbHbiM And Bcex Hac. Kak Obl Mbl HW TOoponunucb ObiTb
nepBbIMU, Mbl BCE pPaBHO, Aaxke cTapasicb ObiTb NEPBbIMU, JOMKHbI ObITb Npasbl,
AOJTKHbI HECKOSBbKO pa3 NpoBepsiTb TO, YTO Mbl Ny6nvkyem. MHe kaxeTcs, 370
OyaeT akTyanbHbIM Bcerga — W Afs HOBbIX Meaua, U Ang NosiBNSAOWUXCA U

TpaanumoHHblx CMW. 3Tn cnosa Bceraa OyayT HalWMM OEBU30OM.

M. N'ycmaH:

Cnacunbo, Cepren! Cyaa no peakumm, OUCKYCCUS BbIXOOMT KakK pas Ha TOT
YPOBEHb, KOTOPOro Mbl XOTENN AOCTUYb. MHTEPECHO 3HaTb, YTO AyMaEeT Mo 3TOMy
nosogy — BO BCSKOM cnyyae, no nosogy cnoraHa Reuters — [xysenne
UepboHe, reHepanbHbl gupektop areHTctBa ANSA. Mbl ¢ yOOBONbCTBMEM €ro

nocnyLiaem.

G. Cerbone:

Thank you, Mikhail. Going back to the question of partners or rivals, the answer
is that it depends, and | will tell you at the end why it depends.

A book written many years ago by Andrew Grove called Only the Paranoid
Survive talked about the 10X revolution when Intel, the chip maker, used to make
memory banks, and then Andrew Grove changed all the factories in six months,
and they started making chips because they understood that the business was
not there anymore.

In the news agency business, there is a 10X factor now. Everything is changing;
what Sergei was saying before is totally correct. We are in a different context; we
have to understand that we are not in the same business we used to be in five

years ago or even three years ago, and much ten or more years ago. Ten years



ago, Sergei’s predecessor would not have spoken the same way as Sergei did
today.

This a great sign of evolution and innovation. Agencies have to be champions of
innovation. Nowadays, our prime ministers probably do not give statements to
news agencies anymore. They post a Tweet, and then we run after them to
understand what they said about important political issues.

Why does it depend if we have to be partners or rivals with companies and
businesses? Well, we certainly have to be rivals when it comes down to
information. We have to be free to say what we need to say about the business,
what the thing is supposed to be in our interpretation because of the principles
that were spoken about before, the light under which we have to work. In that
case, we have to be rivals. If they do not agree, then too bad. We will just have to
do whatever we feel like doing. We have to be partners because without
business, we would not be in business. We have to be partners because we said
we also need to help companies, make them understand their markets better
through services, through pictures, and so on, but with certain rules that when it
comes to information, there is no debate. There is no mediation. One does the
agency and the other one does business, and these are two different businesses.
That is why it depends. We can be partners, or we can be rivals, and the bottom
line is that businesses are still our clients, and are still our customers. This
means that they appreciate the business we are doing, because when it comes
down to the bottom line, we have to follow our principles. Agencies, under these
huge changes that are happening, have to understand that businesses are
focused on sound principles that are written down as statutes. It is not enough
that we say we follow them. If the customers buy your services, they
acknowledge that you are following those principles, but not just because you

say you are.



C. Marshall:

Thank you, Giuseppe. | think you made a great comment at the beginning of your
remarks about the amount of change going on in our businesses but also the
amount of change going on in our customers’ businesses. | think the fact that you
suggested only the paranoid survive is probably a great thing to take away from
this debate today. | would now like to travel east from lItaly to Japan and invite
our dear colleague from Kyodo, Hiroki Sugita, to give us his comments now.

Thank you.

H. Sugita:

Thank you very much for holding this very interesting and challenging discussion.
| will speak about what is going on in Japan on this subject of the news versus
business partners and competitors. | would like to talk about how Japan’s
traditional media outlets are now overwhelmed or overshadowed by digital media
operated by information technology (IT) companies, rather than journalism
companies. They pursue profit rather than journalism, and their business model
Is to buy news articles and video clips from traditional media and post articles
and videos on their news sites. They post them according to the criteria of which
news can be viewed and attract the most viewers. They are called aggregator
sites; | think you know this term. The sites are one-stop shops and very useful,
viewers do not need to check all the papers and broadcasters to read necessary
news. There are ten billion total monthly page views of those websites in Japan.
Forty-seven million Japanese people routinely check one of the aggregators.
One of them is the Yahoo! News Japan site. The Yomiuri Shimbun, a famous
newspaper in Japan, sells nine million copies every day, so we can assume that
Yahoo! News Japan is now the most influential media outlet in the country.
Japanese IT businesses started the aggregator sites in the late 1990s. They first
posted articles supplied by small media companies, not by the major ones like

Kyodo News, but with a high purchase price. One by one, traditional media



outlets agreed to supply their news to aggregator sites. Seven years ago, the
Japan Newspaper Publishers and Editors Association built an informal alliance to
counter the aggressive business behaviour of the aggregator sites, but they
could not lessen the attractive proposal put forward by the sites, and eventually
agreed to supply news. Yahoo! News Japan, which, as | said, is the most
influential in Japan, buys the news from 150 traditional news media sites —
mostly all of the newspapers and news broadcasters in Japan, including Kyodo
News — and posts 4,000 articles every day. But just 26 news selectors do the job
of selecting the news from all of the news that is provided by the traditional media
outlets. So you see the top 20 stories that are accessed, and they are
entertainment news items such as celebrity marriages in Japan. The operators of
those sites say they post hard news on politics, the economy, social issues, and
international affairs in order to maintain their credibility as news sites and show
sponsors that they serious, but in actuality we do not see that much.

The news selectors are very powerful, but they do not write the articles, they just
choose news from providers. The average selector is in his or her mid-30s, and
most of them do not have a career in journalism at all. The lack of experience in
journalism causes many problems. First of all, their staff selectors make mistakes
in factual checks and judgement. With regard to the factual checks, they post
articles with misspelled names of famous politicians and business leaders in
Japan. They make more serious mistakes in choosing articles: they tend to post
light news instead of hard-hitting national news, due to their lack of
understanding of important news events. The other concern is possible
connections, or real connections, with the aggregator sites and private
companies. Japanese private companies say they issue press releases with the
request to be posted on the aggregator sites. An executive of a big private
Japanese company who is my friend said the posting on the aggregator sites is
more valuable and appreciated than front-page articles in the major Japanese

newspapers. Inevitably, public relations (PR) staff of private companies try to



contact news selectors at aggregator sites, providing expensive dinners or
luxurious gifts. PR staff think that selectors of the aggregator sites are beholden
to journalistic ethics codes. Another executive said that, after several dinners with
one of the selectors, the news about his company was often posted in the centre
of the aggregator site. This could turn into a bribery case involving nhews media
and private business.

It is not only business executives but also politicians and policymakers who want
to get mentioned on those sites, because, simply put, people or voters see the
site. Articles are read more on the aggregator sites than at the traditional media
outlet; some reporters said that they are pressured to write articles that will be
viewed more on the aggregator sites, regardless of the importance of the stories.
The aggregator may sell personal information calibrated to each viewer without
the permission of the individual viewers. Information about viewers who always
read the news is highly appreciated by medical companies, because they are
potential buyers of new medical services.

When the sites get protests about mistakes or distortions of the story, they simply
relay the message to the original provider of the article. They do not show a
sense of responsibility. Correction is a core obligation to be carried out by the
traditional media. Intellectuals and experts do not view aggregator sites; it is
ordinary people who look at entertainment news on aggregator sites and do not
scroll to the hard news section. When they always check the entertainment news,
they lose interest in politics, policies, and international economic affairs, and
weaken their ability to think about national policies and social problems. One of
my friends, who is an expert on international affairs, says that the aggregator
sites simply denigrate the democracy of Japan.

We have to answer the hard question of what is news. Do we mean that news is
what people like to read, or what people should read to sustain healthy systems
in the country and in the world? | believe that media companies should use IT

tools and knowledge of business and take maximum advantage. We should not



be used by IT business companies just to provide sensational news to bring them

profits. With that, | will stop here.

M. lN'ycmaH:

Cnacunbo 6onbwoe, goporon Haw apyr Cyrnta, 3a MHTepecHoe cooblieHne. Mol
NPOOOMKaeEM BbICTYNIEHNS HALLUMX CMIUKEPOB.

[ormkeH ckasaTb, YTO Mbl 4OCTATOYHO XOPOLIO UAEeM No BpemeHu. [lymato, 4to y
Hac 6yaeT Bpems Ansi BONPOCOB M OTBETOB U3 3ana, WU, BO3MOXHO, AN KpaTKMX
BbICTYM/EHUNA, €cnv Yy KOro-to ©Oyaet XenaHve BbICTYNUTb. A XoTen
npegoctaButb  crioBO  Apamy  AHaHsIHY,  reHepanbHOMY  OUPEKTOpY

«ApmeHnpecc», MoeMy CTapuHHOMY apyry. [Noxanyuncra!l

A. Ananyan:

Thank you, Mr. Gusman. | will try to follow the tradition and be very brief, and
leave time for our colleagues in the audience to respond. First of all, | would like
to congratulate and extend my gratitude to the Forum for this warm hospitality
and for these ideas. | have already written six pages of theses that need further
elaboration, and | suppose it is a common understanding that this Forum and this
media summit is becoming an interesting area to discuss new ideas and trends.
First of all, talking about this media versus business, to me, we are also a
business. News is doing business, and | will talk from the perspective of a media
manager, although my company is not a private company, but rather a public
company, and it belongs to the State. All of us, or most of us, are, in our
information businesses, guided by business incentives, because we as media
managers are frequently guided, in the case of agencies, by the interests of our
subscribers or readers; in the case of newspapers and magazines, by the
circulation number; in the case of TV and radio, by the ratings; and in the case of
all our websites, by the visitors, or what we call “traffic’. These indicators reflect

the amount of our traditional sources of income, which are content and



advertising sales. In this regard, we have a huge ethical element, about which my
colleague from Japan was talking about just now.

Furthermore, we journalists were not solely guided by economic motivations
when we chose this profession. Our motivation was much different: it was to
report, to tell the truth, to make communication easier. The economic realities
and the critical phenomena we see were reflected even last year, and my
colleague Giuseppe noted that global economic situation will keep media income
under serious pressure. Regardless of the form of ownership, all media outlets in
emerging markets are feeling pressure from economic hardship. This means that
we are all reviewing our budgetary structures, cutting expenditure, and thinking
about revenues at the same time as we are thinking about media, with a view to
businesses as a chance to acquire additional funding. For businesses, it means
media outlets are becoming increasingly interesting places in which to invest.

In the modern world, when we see rapid changes and transformations, with
changing more quickly than we can imagine. It is impossible to talk about new
media anymore. | will just say a few sentences about this. Blogs and social
networks are not known as “new” media any longer. The phenomenon of user-
generated content does not belong in the category of new media anymore. To
some extent, this toolbox of social media and social networks already belongs to
the traditional media category, and we all use it in our activities. Traditional media
are taking bigger opportunities from new media tools and taking advantage of the
opportunities of modern technology. One year ago, we were saying that people
are surrounded by information everywhere, and it is more obvious today that
people are literally wearing information as an accessory of their everyday life, like
a smart watch or smart glasses. What is fascinating is that we, as news
producers, are closer to human beings than ever, both physically and in a matter
of timing, because everyone checks their smartphone within 15 minutes after
waking up. It is quite an interesting phenomenon that did not exist some years

ago. It seems that our interests with business coincide here, because we are the



means to get to the specific consumers a business is targeting, because search
engines, social networks, and all the other analytical tools give us information
about customers. When we use these instruments, they give us the opportunity
to have a distinct image or a distinct portrait of our readers. Business is very
interested in reaching out to the consumer very directly, but we have an ethical
issue, as my colleague mentioned with regard to privacy issues, the protection of
the private data, and so on.

Another concern — and | will try to be brief — is that businesses are starting to
abuse social media and social networks. Popular bloggers and commenters are
at their disposal, and sometimes we cannot see the line: they are crossing the
red line of reporting and of ethical norms, and becoming a hidden advertising
platform for business. Therefore, having these financial constraints, there is a
temptation on the business side to try to get control over the media. This is
something we have to fix here.

On the other hand, news and media are now enjoying better opportunities in the
case of strong capital markets, as my colleague from Reuters mentioned,
because each and every piece of information posted on the Internet and on news
wire services that is more or less reliable has an influence on business decisions.
These trends are apparent not only in macrocosm but also in the microcosms of
the agencies, one of which | represent. It is maybe the smallest one around this
table: small but proud.

But there is another trend. Small agencies represent the vast majority of market
players. This opens up new opportunities for us as small newsrooms. We are
more adaptive to market changes; we can go with those changes on a rapid track
and use the opportunities that technologies provide, with their cheaper, faster
Internet and ultra-high-speed video content broadcasting.

None of these things | have mentioned are one-way traffic; they are two-way
traffic. It goes the other way as well, and, while small agencies are adaptive, we

have a harder time competing on the global market. But we have local expertise,



and if we can create the necessary, critical mass of volume, of quality content, it
will raise our self-sufficiency and strengthen current capacities, as well as our
editorial independence.

Armenpress, as you know, is a State-run organization. We are approximately
70% publicly funded, and now earn around 30%. This, on the one hand, gives us
an opportunity to work without unnecessary scandal. The accuracy of the
information we provide is very, very important to us, because our reputation and
credibility is all we have. We have financial transparency: we do not hide who our
stakeholders are. We have regulations that provide us with editorial
independence, and this stability gives us an opportunity to work with businesses
as a reliable partner.

As my colleagues already mentioned, we cannot avoid working with businesses.
We are now realizing serious projects, predominantly with social content and
social elements in it to avoid the influence on our editorial policy. Our colleague
from TASS suggested a very comprehensive topic. We could sit and talk for
hours, but this is the place | will finish, with the last point that was written in the
programme, but was not touched upon. When we are talking about editorial
independence — and we know that it is a priority for us — we also have to be very
ethical in covering business and reflecting the relations between integrational
processes, because we see that sometimes, some political incentives are
stronger in addressing those issues. Five minutes before | came to this panel,
there was a discussion on the Eurasian Union, and one of the panellists said that
first it was neglected, and then they felt the threat, and now it is considered as a
partner. It would have been better from the media perspective to think positively
about the new developments in this part of the world.

Finally, 1 would like to express my gratitude once more and thank you for this

wonderful opportunity.



C. Marshall:

Thank you, Aram, and thank you also as the smallest agency in the room to
remind everybody that we are also a business, but also that the motivation of
journalists is not primarily for profit: that people came into this business mainly for
other things. | think that is a very important comment as well. Before | hand it
over to Alexander Maclintyre from the AP for the final address, | would just like to
remind our audience that as soon as Alexander — or Sandy, | think, as he prefers
to be called — has said his few words, we are going to open it up to the audience
to make comments and ask questions. | know, looking across at my dear friend
Branka DBuki¢ from the Serbian National News Agency Tanjug, she also has

something to say, but first of all, over to Alexander Macintyre.

A. Macintyre:

Thank you. | think we can allow ourselves to inject some real optimism into this
conversation, because we are all in danger of seeing some doom and some
gloom around the news business. | think actually we should rejoice that more
people are consuming more news and more information than ever before. The
disruptive consumer technologies — smartphones, tablets — have allowed more
people in more places more access more of the time to news and information. |
think those folks, like we as consumers of news, are making no distinction
between old media and new media, and | would echo very much what Aram says
in that regard.

But | think there is one thing that we all know to be true, and that is that there is
no button you can press on a smartphone or a computer that separates fact from
fiction. Therefore, while fact can be reached quite easily by crowdsourcing what
Is stated, there is still a real role for professional journalists to get to the truth, and
| think that is our job. It builds, frankly, on what the news agency did from the get-

go. They need to be the searchers of truth.



If we go back to our original question, | think the role of the press is neither to be
a partner nor a rival to business, nor a partner or rival to government. Instead, it
is to stand apart, to report on how business is being conducted. If you like, it is to
be the upholder of public trust, and to do that successfully in the public interest,
journalists must be allowed to operate freely. They must be able to operate
without hindrance from the State; they need to be able to operate free of
commercial interests.

What lies at the heart of this is, in fact, press freedom, and certainly at the
Associated Press, we believe our mission today is the same as it was 170 years
ago. It is to inform the world, and that means seeking out the truth; it means
reporting facts, not opinion, and it means, on behalf of the public, holding those in
elected office and those running corporations responsible for their actions. | think
in that regard, those disruptive consumer technologies, be they the Internet or
the smartphone, are a great tool and a great help in doing that. | am very
optimistic that the future is bright for media companies, and that businesses
themselves, who can now tell their story and reach the public directly, will
actually come to the media to look for partnerships. Because | think the content
that we have in our archives is compelling content that helps them tell their story,
and | think equally, we will continue to hold those businesses to account,
especially in areas where they are dealing with finances that the public have put
in to make those businesses successful or otherwise. For businesses to enjoy
public confidence, there must be trust, whether it is trust in the sanctity of the
product they are making, whether it is trust that the customer is paying a fair
price, whether it is trust that the company is operating legally and ethically. That
is all part of the role of a free press: to hold that to the light. | think we really
should be quite optimistic that so long as a free press can flourish, then business

too will flourish.



M. lN'ycmaH:

Y Hac BbICTYNWAKN BCe cnukepsbl. [lymato, BCeM ObIf0 MHTEPECHO UX BbICNyLIATb.
OTO ObINM MHTEpPECHble, pasHble BbICTYNSIEHUS M3 pasHblX CTpaH Mupa, U3
pasHbIX areHTCcTB, 6onblMX M ManbiX. OTO OblN OYEeHb WHTEPECHbLIN OBMeEH
MHeHuamMu. Cenvac npegnarato NpUCYTCTBYIOWNMM B 3ane 3ajaBaTb BOMPOCHI.
EcTb Takas BO3MOXHOCTb, M HaluW CNUKEpPbl C YOOBONbCTBMEM HA HUX OTBETAT.

MoxanyncTa! Tonbko NpeacTaBNANTECH U YTOUYHANTE, K KOMY oBpalleH Bonpoc.

B. ConoBbesB:

Hobpbin geHb, MeHsa 30ByT Bnagumup ConoBbeB, S rMaBHbIN  pedakTop
«[lMeTepbyprckoro Tenetekcra.

Bonpoc k Bam. YBaxaemble npegcrtasutenn MHMOPMAUWOHHBIX areHTCTB
NPEeKpacHO  M3MOXUNM  CBOKO  MO3MUMIO,  MO3MUMIO  roCyOapCTBEHHbIX
NH(POPMALMOHHbIX areHTCTB, UMELNX 3HAYUTENbHYI0 A0 (PMHAaHCUPOBAHNSA

CO CTOPOHbI FOCYAapCTBa...

M. lN'ycmaH:
OTO He TaKk. ['ocygapCTBEHHOE areHTCTBO 3[ecCb Tonbko ogHo, ato TACC, Bce

OCTallbHble HE ABJTAKTCA rocyapCrtBEHHbIMN.

B. ConoBbeB:

Xopowo. B nobom cnyyae BO3HMKAET OvYeHb Cepbe3Hbi Bonpoc. [loaroTtoBka
nobon  0O6BLEKTMBHOM  WMHGOPMauMM  CTOUT  BecbMa  goporo. Ecnnu
OopueHTupoBaTbCa Ha cbop M 006paboTky 3TOM MHGOPMauUKM, a NOTOM Ha ee

NpPoAaXxy, BO3HUKAET BOMPOC O peHTabenbHOCTM 3ToW paboThl.

M. N'ycmaH:
MoHaTtHo. A nonpowy Knawea, OoH ewe He BbicTynan. OH Boarnasnser

KpynHewnwee 6putaHckoe MHopMaunoHHoe areHTcTBo. Knane Mapan!



C. Marshall:

| think it is a fascinating question, and | think that part of the confidence and the
optimism that Alexander Maclintyre introduced into the discussion is that it is
difficult, but the market for news is now greater than it has been in human history,
with all of the devices and all of the different ways of consuming news. | think a
well-run news agency that focuses on meeting the needs of the public or its
audiences and providing compelling news — sometimes entertaining news that is
well-run — can balance the books at the very least. Some of my colleagues here
are not-for-profit. Others, like my agency, like Reuters and The Canadian Press,
are trying to make a profit, maybe a modest profit; | think you can make the

numbers work, but it is something you have to work at each and every day.

A. Macintyre:

| think that is exactly right. The honest truth of the matter is that the technologies
people use to consume news are moving faster than the business models of
most of the people around this table. The problem is not with news; the problem
Is with us, and we need to be more imaginative and change our business
models, because the interest in news has never been greater, particularly factual
news. | go back to being optimistic about this. But we have a bit of catching up to
do, and | think what we will also need to be very cognisant of is that however we
change those business models, they will not be everlasting. Change will keep
coming, and it will keep coming at warp speed, and we all need to be very much
more agile than we have ever been before if we are going to have a place in this

new ecosystem.

M. Gusman:

Thank you, Sandy. Your question, please.



HE J. Oratmangun:

Thank you very much. My name is Jauhar Oratmangun. | am the Ambassador of
Indonesia. My question is very simple. What the AP and Reuters said is too
naive, because you both quote independent Thomson’s principles. For me, news
now has become more pragmatic. Take for example this current situation. If you
read AP or Reuters or TASS, or watch Russian television, you will see reports on
the current situation from very different perspectives based on their interests. For
me, the news approaches current events now in a much more pragmatic way.

Thank you.

M. Gusman:

First of all, Ambassador, thank you for your participation in our conference. It is a
great honour that ambassadors take part in this audience.

MoxeT ObITb, S MOMbITalOCb OTBETUTb Ha 3TOT Bonpoc. WTak, HOBOCTU
cobupatoTca n nepegaroTcs pasHbiMU areHTcTBamu. HOBOCTb Takas, Kakas ecTb,
cobbITve Takoe, Kakoe eCTb. HO y XXypHanucToB pasHble B3rnagbl, pasHble TOYKU
3peHnd. CnegoBaTtesibHO, M areHTCTBa NpeacTaBAT 3TWM HOBOCTU MO-pasHOMY.
OT0 HOopManbHO. Tak 6b110, Tak ecTb U Tak byaeT. [lymato, YTO B 3TOM HUYEro
CTpaLWHOro HeT. JTO B3rMA4bl Nogen Ha cobbiTMA, Ha TO, YTO OHXM BUAOAT.
Kaxabin BuantT ato no-csoemy. O4yeHb 4acTO B3rnsbl He coBnagatoT, MHoraa
pacxogdatcs, A 30eCb He BUMXY HU ApamaTuama, Hu koHdnukta. Korga To vnm
WHoe cobblTe BMOAUTCS pasHbIMU MOAbMU  MO0-pPa3HOMY, 3TO HOPMasbHbIN
NHOpPMaUMOHHBIN npouecc. MNMoBToptock: Tak bbiBaeT ganeko He Bcerga. OyeHb
4acTO S BHUMATENIbHO CJieXy 3a HOBOCTHbIMM MOTOKaMW, KOTOpble cOo3JatoT
HalWM Konnern B pasHblX areHTCTBax U3 camMblX pasHbIX yrrioB Mupa. Hacto mbl
CXOOMMCSl B MOHWMaHMM TOFO WAW MHOrO COObITMS, TOW WUAN MHOW HOBOCTH,
MHOrga pacxoguMMmcs, HO, B MOEM MOHUMaHWKW, 3TO COBEPLUEHHO HOopMarnbHoe

I/IHCbOpMaLI,I/IOHHOe ABlieHune, N 34ecCb A4 He BUXY HUKAKUX npo6neM.



C. Marshall:

Giuseppe, you had a comment?

G. Cerbone:

Yes. | had a comment for His Excellency, the Ambassador. Think of it the other
way. What if you only had one interpretation of things? | would be more scared of
that than having ten interpretations of things. Having only one is extremely
dangerous, and we have had lots of examples in history of having only the same
interpretation of the facts. Also, believe me, that in the news business, if you give
the same news at 3 o’clock in the afternoon that you gave at 11 o’clock in the

morning, you get two different pieces of news.

C. Marshall:

Can we take an intervention from Branka? Do you have some comments?

A. KoBaneHko:

HobGpbin geHb, yBaxkaemble konnern! AHHa KosaneHko, «TenesBuaeHue 6e3
Hacunusa» (TBH), Poccus. B pamkax cerogHsiLLHEro MeponpuaTus XoTenochb Obl
koe-4yTo Yy3HaTb. CMW HasbiBalOT 4eTBEPTOM BNacTbld, U XOTenocb Obl
NONHTEpPeCcoBaTbCA BalUMM MHEHMEM: OHU OOBLEKTMBHO MOrYT MOBMUATH Ha

3KOHOMMYeckyto cutyaumo? Cnacumbo.

C. Marshall:

Would any of my colleagues like to answer that? Paul Ingrassia.

P. Ingrassia:

It depends on what you mean by influence, | guess. But if you look at what is
happening today, right now, even as we speak in this room — and this also goes
to the gentleman’s point about the expense and the cost involved of gathering

news — one of the biggest financial stories in economic events in the world today



is the Greek financial crisis. Where is that news coming from? It is coming from
right here in Saint Petersburg. Just a little while ago, Mr. Storchak, the Deputy
Finance Minister of the Russian Federation, had some newsworthy comments to
make that are out on the news wires right now. Some of that news is coming
from Athens; it is coming from Brussels; it is coming from Berlin; it is coming from
International Monetary Fund (IMF) Headquarters in Washington; it is coming from
the banking and investment communities in London, New York, and around the
world. Clearly, people are watching their screens and their mobile devices for the
latest development on what is going on in Greece and about Greece. So to that

extent, | think the answer is fairly self-evident.

M. N'ycmaH:

A xoTten Obl NpegocTaBuTb croBo bpaHke [KIOKMY, Hawen Aoporon Konmnere m3
Cepbun, oHa reHepanbHbIM AupekTop cepbeckoro areHTctBa TANJUG. 310
areHTCTBO COXPaHWUIIO 3a cobon UMs, KOTOPOE paHbLLE HOCWUITO areHTCTBO BCEW

FOrocnaBuu, Ho ceityac 3To Tonbko cepbckoe areHTCcTBO. MNoxanyicTa, BpaHka!

B. Duki¢:

Thank you, but that is not only the name. | share Clive’s sympathy with the idea
that only the paranoid survive, so the former Yugoslavia does not exist anymore,
and Tanjug is still alive.

| would like to come back to our topic because it is very interesting to me and my
agency. As Mr. Gusman has said, | come from Serbia, from the Balkan region,
and media in my country and in the whole region are predominantly focused on
politics. It is not the case with Tanjug. Three years ago, we started a new
independent portal named Tanjug Biz, and it is focused on business and
economy in the whole region. We believe that economic growth — or, more
precisely, economic recovery — has had a great impact on the stability of the

region, and it is very important to share economic news within the whole region.



From Tanjug’s point of view, partnership with large companies aims at improving
the quality of our business in the economic information service, but also
expansion in the media market, and there is neither reason nor room for any
rivalry with respect to that. Therefore, it is in Tanjug’s interest to provide its users
with information about everything that is important in the corporate world, to
which our agency belongs in a certain way. Large companies, both Serbian and
foreign, doing business in the western Balkan region are almost certainly
interested in informing as many people as possible about what they do, and are
interested in being informed themselves. The most appropriate, the most serious,
but also the most receptive way for such information to reach its end users is a
project in which Tanjug has invested significantly over the past years by
strengthening its technological base, especially in the IT sector, training staff, and
recruiting new, young people and educating them. We have created a team
capable of independently handling the most demanding media tasks and
organizing high-level meetings or setting up media partnerships at major
business conferences in the region that are specially dedicated to business in all
ways, and, of course, not just in Serbia. This way, we have proven to be equal
partners to large economic systems and to influential international institutions
and organizations. Tanjug was, for example, the main media partner of the China
and Central and Eastern European Countries (China+16) Summit, then the
Summit of Capital City Mayors of Central and South East Europe, the Belgrade
Security Forum, the Summitl00 Business Leaders of Southeast Europe, and so
on.

On all these occasions, Tanjug has proven not only that it can do the work
efficiently, but also that it can be a dependable partner, and that has opened the
door for us to major corporations and organizations, primarily within the region.
We, as the national news agency, find the regional aspect of our activities, where
we endeavour to connect companies, institutions, and organizations and help

create opportunities for successful cooperation in the vast international arena



equally important as the media aspect of our work, which we are taking care of in
an extremely, | believe, professional, responsible, and dedicated manner. Thank

you.

E. KoxaHoBcKkas:

3apaBcTBynTE, MeHs 30BYT EneHa KoxaHoBckas. S xo4y 3agaTb BOMPOC O eule
OJHOM HOBOM Meaua. HepnasHoO KOMMaHua MTC, KpynHeunwas
TenekoMMyHUKaumMoHHaa koprnopaums B Poccumn, 3anyctuna Ha CBOEM cauTe
HoBoe Megna — «MTC-megua». YHukanbHas ayautopus camta MTC — 15
MUNNMOHOB YeroBek. C 04HOM CTOPOHbI, 3TO cauT-arperaTtop, C Apyron — y HUX
COBCTBEHHbIE KOPPECMNOHAEHTLI, KOTOpble AenawT HOBOCTU MO WHHOBALMAM.
Mpohunb 3TOr0O MeamMa — MHHOBAUMM ONS XM3HW. 3a NepBble OBE Heaenu
CyWeCcTBOBaHNA MX HOBOrO Megua Yy Hero Habpanocb okono 30 Tbicay
YHUKASbHbIX MNosib3oBaTenen. Y MeHa BOMNpoc K aygutopun. ITO abConoTHO
HoBoe CMW. Kakue yrposbl unu, ObiTb MOXET, BO3MOXHOCTM Bbl Ons cebs
BMOUTE B MOSAABMIEHUM BOT TaKMX Kak Bbl KOPNopaTUBHLIX Meaua, HanpaBreHHbIX

Ha macc-mapkeT? Cnacubo!

M. lN'ycmaH:

[ns MeHs-To BoNnpocC NPOCTOW...

A. AHaHSIH:

[nsa Hac Kaxxgoe HoBoe Meaua — 9TO HOBbIN KNMeHT. Mbl pagyemcs, 4To...

M. lN'ycmaH:
Kakon-To ocobor onacHOCTU NPUCYTCTBYIOLLME 3a STUM CTOSIOM TOYHO HE BUAAT.
£ Mory 970 C yBEPEHHOCTbLIO YTBEPXKAaTb — HECMOTPS Ha BCe pasnuuus Mexay

HMMUW, HECMOTPS Ha COBEPLLEHHO pa3sHbIn YPOBEHb U ay,D,MTOpMVI, N HOBOCTEN, U



MX KadyectBa W KonudectBa. [lpaBunbHO ckaszan Apam: 9TO ONsi Hac NpoCTO

BO3MOXHbIN JONOMHUTENbHbIN nognucyuk. Noxanyncral

B. bouko-Benukumu:

Bacunuin Bbownko-Benvkuin, npesngeHT arpoxonamHra «Pycckoe MONoko» U
npe3naeHT «Pycckoro KynbTypHO-MPOCBETUTENBLCKOro goHaa unmeHun CBAToro
Bacunua Benukoro». ¥ MeHs TakouM BOMPOC:. KakK Bbl OTHOCUTECb K yrposam,
BO3HMKAIOLWMM B YCIOBUSIX 0O6UNNA HEeAOCTOBEPHOM MHAOPMaLMMN, KOTOPOWN Tak
MHOrO B TaK HasblBaeMbIX «HOBbIX Meguax»? [Ona npumepa mory npuBecTu Tak
Ha3blBAEMYID  3fEeKTPOHHYK  JHUMKnoneguto  «Bukunegus». Basate  ee
NCTOPUYECKUI pasgen: npenogasaTesiv UCTOPUYECKUX (aKynbTeTOB BY30B
XanywTcd, YTO CTyAeHTbl YyacTo 6epyT 3HaHUSA HE U3 Y4EeOHUKOB, @ UMEHHO U3
NCTopuUYeckux pasgenos «Bukuneanny, roe cooepXUTCa Macca He4oCTOBEPHOM
nHpopmauum. C Bugy 31O NropanusM, pasHble MHEHUS, @ Ha cCaMOM dene —
HeQoCToBepPHble hakTbl, AaTbl, UMdpPbI. Kak TpaguunMoHHbIE MeamMa OTHOCATCS K
TakKMM HOBbIM 3M1EKTPOHHBLIM 3HUMKNONEAMsM N K NepcnekTMBe MOHOMosm3aumm
3HaHUSA, KOTOPYK npeackasbiBan M3BECTHbIM aHIMMUUCKUK nucaTenb [ropax

Opyann B n3BeCTHOM KHure «1984»7?

M. N'ycmaH:

Cnacubo 3a Baw Bonpoc. Ecnu konnern no3soniaT, A KPaTKo BbICKAXYCb O TOM,
YTO S NIMYHO MO 3TOMY MOBOAY AyMalo. A NPOCTO HE XOTen OTKpbIBaTb 60MbLUYIO
ANCKYCCUIO, KOTOPYIO MOXET Bbl3BaTb Celdac MO KOMMEHTapui, HO 51 BOObLLe
He cuuTal couuanbHble Meama cpeacTBamuM MacCoBOWM WHAOPMaUMKM  Kak
TakoBbIMW. H cumTalo, YTO 3TO hopmMa KOMMYHUKaUUK, a He hopma meaua.
TpaguumMoHHble Meana — 3TO COBEpLUEHHO Apyras uctopus. Ana MeHs UMeHHO
NPUCYTCTBYOLWME 3[eCb KOMMern npeacrasngaoT Muposble Meaua. CoumarbHble
Xe Megna B MOEM JIMYHOM MOHMMaHUM — 3TO He Meauna BooOue. ITo dopma

KOMMYHUKaLnn € nCnorib3oBaHMEM COBpPEMEHHbIX TEXHOMNOMMN. JINYHO 5 NPOBOXY



NPVHUUNWANBHYIO  rpaHuLy MeXay HuMW. 3OTO MNOXOXe Ha CpaBHeHue
npodeccuoHanbHbIX TeaTpoB M AOMALLUHUX UMW CTYOEHYECKNX TeaTpoB. ITO Kak
cpaBHMBaTb NoAeEN, MNo-HACTOALWEMY YMEWLWNX urpaTb Ha rmrape, M 3HaroLwmx
HECKONbKO akkopdoB. [pn 3TOM Mbl He AOMKHbI BpaTb B pacyeT KpuTepui
nonynapHOCTU. YNoMsaHyTble Bamn onacHOCTU OENCTBUTENbHO CYLLEeCTBYIOT, U
3TO BbI30B HE TOMbKO W HE CTONbKO HaMm, NpodecCUoHanbHOMY MeOUMHOMY
coobLecTBy, CKONbKO BCeMy obLecTBy B LenoMm. [1oBToploCk: onpeaesnieHHas
onacHocTb cyulectByeT. Konnerm He pgagyT coBpaTtb: 3TO nNpeaMeT Haux
Cepbe3HbIX AUCKYCCUA Ha MHOMMX MeXAyHapoOHbIX ¢hopymMax, NOTOMy 4TO B
3TOM €CTb CEpPbE3HbIE ONACHOCTMW.

Hawa 3apgadva, kak npegcrasutenen npodeccnoHanbHOro MHAPOPMaLNOHHOIO
coobuiecTtBa, npodeccnoHanbHbiX WUHPOPMAUMOHHBIX CTPYKTYP, — BCAYECKU
NPOTUBOCTOATb 3TUM MYTHbIM Y aBCONITHO HEAOCTOBEPHBLIM MH(POPMALMOHHbLIM
MOTOKaM, KOTOpble CyLLeCTBYHT CerogHs B Mupe 6rnarogaps COBpeMEHHbIM
TexHonormam. [a, 9TO OAWH W3 BbI3OBOB HALLEro BpPEMEHW, WU Mbl, 30€eCb
NPUCYTCTBYIOWME, KaK pa3 W OOSMKHbl eMy npOoTMBOCTOATb. Hapgercb, 4TO

KOSnnern co MHOW corfiacHbl U B CBOEM OTBETE A Bblpa3unsl Halle obLiee MHeHuMe.

A. Baykov:

If I may ask a question of Clive and Sergei, please, because | assume that you
might have different perspectives: what do you think are the three major
challenges that Russian business should address in the global arena at the

moment, or maybe within the next couple of years?

C. Marshall:
The challenges for Russian business? | would have to ask Sergei to respond on

that, because he is the expert on Russian media.



C. Muxaunos:

Mbl ¢ Bamu 4nTaem cooOLieHnss MHAPOPMALMOHHBIX areHTCTB U BUAUM, YTO
CUTyaumsa 4yTb-4yTb NOMeEHANacb. He Mbl 3TO Hayanu, HO B NocrneaHee BpeMsi C
HamMu pas3roBapvBaloT SA3bIKOM CaHKuui. Mbl oTBevaem Tem xe. A gymalo, 3a
nocnegHun rog Poccus nokasana, 4TO Mbl MOXEM M B YCNOBUSIX CaHKLUN
cywiecTBoBaTb M pa3BmBaTbCA. ATO He TaK CTpaLUHO, KakK Kas3anocCb BCEM rof
Hasag. OTO peanun, B KOTOPbIX Mbl Celvac BbIHYXOEHbLI CyLLeCTBOBaTb.
KoHeuyHO, xoTenocb Obl, 4YTOObl BOCCTAHOBWMNOCH B3aMMoONnoHMMaHue. Mbl Obl
BHOBb CyLleCTBOBanM B aTtmocdepe AobpoxenaTtenbHOCTN, CMOKOUCTBUS U
B3aMMHOI0 YBaXX€HUS1 MHTEPECOB KaK Hallen CTpaHbl, Tak U OPpYyrux cTpaH. Yem
ObiCTpee 3TO BpeMsi BEPHETCS, TeM nyywe. Poccus 3Toro o4eHb XO4eT, U Mbl
Bce Bpems 00 3Ttom roBopuMm. CroxuBLasca cuTyaumsa cTana rnaBHbIM
YyenneHopxKem He TOMbKO AN Hac, HO WU Ans BCero 3emHoro wapa. [loka mbl
BbIHY>XAEHbI NpMcnocabnmBaTbCs K 3TUM YCIOBUSAM, HO XOTeNocb 6bl NOObICTpee

nepexunTb 3Ty CUTyauuto.

M. N'ycmaH:

Cnacubo, Cepren! YBaxaemble Konneru, 3aKOHYMIOCh BpeEMS,
npedocTaBfieHHOE opraHm3aTopaMmn Ons 3TOM BCTpeun. Ecnn HeT HUKakmx
CBEPXCPOYHbBIX M CBEPXBaXHbIX BOMPOCOB, TO A nNpegocTasnto croso Knamey, a
BCEX 3a CTOMOM M B 3ane 6Gnarogapi 3a yyacTme B Hallen CerogHsiLuHeu

LVCKYCCUN.

C. Marshall:

Thank you, Mikhail, and | would also like to give my thanks to all the panellists.
I’'m trying to put some thoughts together, drawing on comments from some of my
colleagues around the table. | think the key message is to be optimistic, but to
remain paranoid as well, as Giuseppe reminded us. Let's also remember that we

are a business, and a business that has independent, impartial journalism at its



heart. If we take those three messages away then | think that we have a fantastic
future. Thank you again to the panellists and thank you to our audience. Thanks

everybody.
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