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Business models of news media organisations are currently undergoing profound transformations as 

the ability of traditional news media to effectively monetise their audiences is eroding (Napoli 2011). 

Since the beginning of the global economic crisis the news industry is facing not only problems of trust 

in journalism, but also of increasing financial difficulties resulting from declining numbers of readers, 

listeners and viewers, lower advertising revenues and failed technological innovations in the sphere of 

journalistic production (e. g. Jones and Salter 2012; Grueskin et al 2012). While online news production 

has often been studied from the perspective of audience participation in the creation and distribution of 

news or the impact of digital technology on newsgathering routines, it has less frequently been examined 

how business models of news organisations are being transformed in the digital age. Different authors 

(e.g. Napoli 2011; Fuchs 2011; Turow 2012; Allmer 2012) emphasize that digital technologies enable 

increased surveillance of internet users; it remains to be answered to what degree media industries 

(beyond biggest Internet corporations) in fact utilize these possibilities in their daily business and in what 

ways “economic surveillance” influences their decisions. It is therefore of key importance to study the 

changes in these industries that occurred in the recent years because of technological developments and 

the economic squeeze. In short, these transformations must be analysed from a critical political-

economic perspective as well. 

 

While Slovenia has been especially hit by the global capitalist crisis (e.g. Vobič et al 2014) and 

Slovenian media industries have undergone transformations similar to other capitalist countries, Slovene 

media have also been under pressure from holders of social power during the last 20 years in the form 
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of unstable ownerships, unstable management and frequent changes of editors, making it hard to 

balance journalistic and business goals. (Vobič 2012) The transition to online has in part because of this 

troubled history been quite problematic. In Slovenia detailed analysis of business models of digital media 

are available only for online editions of newspapers (e. g. Vobič 2013) and they find they are adapting 

to deteriorating financial circumstances mainly by reducing production costs, especially the costs of 

labour. 

 

Using the methods of content analysis, document analysis and in-depth interviews with journalists, 

editors, and advertisers, the authors analyse the three most visited Slovene news sites (24ur.com, Planet 

Siol and MMC RTV SLO) to examine: a) how these organisations are adapting to changing 

circumstances (particularly decreasing advertising revenues); b) how relationships between media 

organisations and advertisers are being transformed; and c) how is the availability of online audience 

metrics impacting the work process in newsrooms, relationships between different parts of news 

organisations (particularly the editorial and marketing of advertising space) and relationships between 

news organisations and advertisers. 
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