Pfilohy

Priloha €.1: Chronologicky vyvoj masovych médii (graf)
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Priloha ¢.2: Konvergentni model (grafika)
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Priloha ¢€.3: Vyvoj poctu uZivatelii mobilnich telefoni (graf)
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Priloha ¢.4: Spotieba médii dle kanilu (grafika)
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Priloha ¢.5: Vyvoj a prodej Apple iPhone
(infografika)
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Ptiloha €. 6: Trzni podil hlavnich znacek opera¢nich systémii pro mobily v
prodejich mezi prvnim kvartalem roku 2009 a 2013 (graf)
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Priloha €.7: Riist v mobilnim prostiedi dle jednotlivych zafizeni v USA 2012 (graf)

The Growing Mobile Landscape

Tablet Smartphone Either tablet or smartphone
22% 44% 50%
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::: get news on = owners get smartphone
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L L n device news on their
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N=9,513.
Tablet Ownership By Brand 2011 2012
Percent of tablet users who own... 15% Android

219% Kindle Fire

81%
Apple iPad

2011 N=1,196; 2012 N=1,068.




(infografika)

Changing Behaviors

News is tied with other popular activities on tablets such as email and playi

Fging y

it is behind only email.

News Remains a Top Activity on Tablets...

Percent who use a tablet/smartphone to...
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Priloha ¢.8: Ménici se zpisoby chovani na jednotlivych zarizenich v USA 2012
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Piiloha ¢.9: Konzumace zprav dle zarizeni v USA 2012 (infografika)

News Consumption

The evidence is mourting that mobile devices are adding to, rather than replucing,

how much news people consume.
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Priloha ¢.10: Loajalita k oblibenym tituliim v USA 2012 (infografika)

News Brand Lovalty
People have regular sources they turn to for most of their long-form reading.

Trusted Brands Matter for Many Also Follow Their Favorite
In-Depth News Publications on Other Devices
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Priloha ¢€.11: Navratnost, pfedplatné, mobilni reklama v USA 2012 (infografika)

Revenue

There is inued resi; o paying for news or mobile devices. Just six percent say they
have paid divectly [or newes on their tablet.

Mobile News Users Subscribe Digital Subscribers Are Often New
More to Print Subscribers
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People notice ads on mobile devices and may even be more likely to
click on them than they are to click on other digital ads,
People Notice Mobile Ads, But Rarely Act On Them
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Priloha €.12: Statistika nakupu obsahu dle zemi (tabulka)

USA Italie V.Britanie Némecko
Hudba: 62% 44% 19% 9%
Knihy: 58% 26% 10% 7%
Film: 51% 23% 9% 6%
Casopisy: 41% 16% 6% 6%
TV: 41% 10% 8% 4%
Rédio: 27% 7% 6% 2%
Sport: 22% 19% 7% 4%
Zpravy: 19% 20% 19% 15%
Vzorek respondentit 1,695 245 593 591

Piiloha €.13: Ochota platit za digitalni obsah dle kategorii ve Velké Britanii (graf)

Attitudes Toward Paying for Digital News Content
According to UK Internet Users, by Category,
March 2014

% of respondents

Would consider paying for content
23%

Don‘t know
7%

Categorles considered

Expert opinion, analysis 8%
and commentary

Quality investigative journalism 6%

and exclusive big stories Wouldn't
» consider

Sports news 6% S

paying

Local news 6% for any

Video content 4% ‘;8,’?‘9“'

Exclusive access to live 4% »

video sports events

Business/financial news 4%

All kinds of content 2%, :g‘;’::::gz;’::

Exclusive celebrity revelations 1% news content

Other 1%

Note: n=1,043

Souwrce: London Press Club, “Are paid-for news content areas the right
strategy for commercial success?" conducted by YouGov, March 18, 2014

171223 W eMarketer.com




Priloha ¢.14: Typ plateb za digitalni zpravy uzivateli v Britanii (tabulka)

Types of Payments UK Internet Users Have Made for

Digital News, March 2014

% of respondents

Made a single one-off payment to access a news app or 3%
dewnload an edition via an app, digital newsstand or PDF ‘
Made an ongoing monthly payment (subscription) for a 2%
digital news service

Made an ongoing payment to a digital news service as part 2%
of a wider print subscription

Made an ongoing payment for a digital news service as part 2%
of a wider cable, broadcast, mobile or other relationship

Not personally paid to access digital news but someone else 2%

has paid for you to subscribe or access a digital news service
(e.g., a company pald for subscription)

Made a single one-off payment to access a news article or 1%
website (e.g, day-pass)

Made an ongoing payment to a service that gives you access 1%
to multiple digital news services

Have not paid for digital news, nor has someone else paid for 82%
you to subscribe or access a digital news sarvice

Other 1%
Don't know 6%

Note: n=1,043; in the past 12 months, includes entertainment,
international, national, regional/local news and other topical events
accessed online via @ website or an app on any electronic device
Sowrce: London Press Club, "Are paid-for news content areas the right
strareg_y for commercial success?” conducted by YouGov, March 18, 2014

171222 www eMarketer.com

Priloha €.15: Nejoblibenéjsi platebni model za digitalni zpravy v Britanii, (graf)

Digital News Paywall Model that Is Most Appealing to
UK Internet Users, March 2014
% of total

Hard paywall model***
2%

Don't know
17%

) ) Free model*
Metered or "soft” 76%

paywall model*~
6%

Note: n=1,043; numbers may not add up to 100% due to rounding;
“content is free and revenue is generated solely from advertising;
**consumers have limited access to content and revenue is generated
through consumer digital payments and advertising; ***consumers must
access content via a subscription and revenue Is generated through
subscription ents and advertising )
Source: London Press Club, "Are paid-for news content areas the right
strategy for commercial success?" conducted by YouGov, March 18, 2014

171224 W eMarketer.com




Priloha ¢.16: Pocet periodik dle Zanru v Apple Newstand leden 2015 (graf)
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Piiloha €.17: Aktualni layout mobilni verze The New York Times pro iPhone
dostupny v Newstandu (otisk obrazovky)
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Priloha ¢.18: Nejnovéjsi layout mobilni verze The New York Times pro Apple
Watch dostupny v Newstandu (otisk obrazovky)
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Piiloha ¢.19: Sledovani zprav v mobilu a na tabletu v CR (graf)
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Priloha ¢.20: Prodeje digitalnich verzi denikii a ¢asopisti v CR 2011-2012 (graf)
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Piiloha ¢.21: Prodeje digitalnich verzi denikii a ¢asopisti v CR 2011-2012 (tabulka)

PRODEJE DIGITALNICH VERZI NOVIN A CASOPISU

titul 11/11 12/11 01/12 02/12 03/12 04/12 05/12 06/12 07/12 08/12 09/12 10/12 11/12
Denik 113 15 110 13 114 19 125 129 130
HN 247 1228 1880 2104 2140 2156 2173 2183 2195 2202 2626 3176 3307
LN 269 284 320 340 335 352 366 377 359 345 353 363 361
MF Dnes 104 111 267 423 492 544 553 574 617 649 669 688 708
Computerworld 7 5 7
Ekonom 148 174 462 799 861
Respekt 772 931 1103 1211 1240 1353 1434 1148 1506 1587 1633 1603 1592
Tyden 185 191 274 271 186 170 160 139 147

Zdroj dat: ABC CR



Piiloha &.22: Vybavenost ¢tecimi zafizenimi v CR dle véku (graf)

Vybavenost Ctecimi zarizenimi
podle véku (%)
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Piiloha ¢.23: Vyvoj vybavenosti s nejvys§im ristem v CR 2012-2013 (graf)
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Piiloha ¢.24: Vyvoj vybavenosti populace ¢tecimi za¥izenimi v CR 2012-2014 (graf)
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Priloha ¢.25: Vybavenost ¢tecimi zarizenimi v CR skupiny s nejvy$Sim ristem

2012-2014 (graf)
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Priloha €.26: Porovnani planované a skutecné vybavenosti ¢tecimi zafizenimi v CR

2014 (graf)

Porovnani planované a skutecné vybavenosti Ctecimi zarizenimi

50 % -
45 %
40 % - o )
-zz- Pldnovana vybavenost
35 % m==

30 % —e—souhrnny ukazatel
25 % —#—smartphone
20 % - —a—tablet
15 % - —o— Ctecka
10 % -

5% -

0% T T
2014/1 2014/2 2014/3 2014/4

Piiloha &.27: Vybavenost ¢tenait denikii s vyhledem do budoucna v CR (graf)
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Piiloha &.28: Vybavenost tenaiti ¢asopisii s vyhledem do budoucna v CR (graf)
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Piiloha ¢.29: Planovani Eetba elektronické verze novin a ¢asopisi v CR (graf)
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Piiloha &.30: Planovana Cetba elektronické verze - &tenafi deniki v CR (graf)
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Etenari denikl (posledni vydani)

Hospodarské noviny

Sport

E15

Metro

Mlada fronta DNES

Lidové noviny

Pravo

Blesk (bez Nedélniho Blesku)
Aha! (bez Nedélniho Aha!)

0 % 5 % 10 % 15 %

Piiloha &.31: Plinovana &etba elektronické verze - &tenaki ¢asopist v CR (graf)
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Priloha ¢.32: Postoj k tiSténym vs. elektronickym médiim 3.Q 2013 (graf)
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Ptiloha €.33: Prekazky v piechodu na elektronické platformy 3.Q 2013 (graf)
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Priloha ¢.34: Diivody zajmu o elektronickou verzi 3.Q 2013 (graf)
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Odpovidaji: pokud cte i elektronické verze n=1184

Priloha €.35: Ochota platby za informace na internetu 3.Q 2013 (graf)
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Priloha ¢.36: Aktuilni verze variant predplatného deniku The Financial Times

(otisk obrazovky)
FINANCIAL TIMES

Already an FT subscriber? Click here

Standard Digital

Access to FT.com on your desktop, mobile and
tablet.

Premium Digital

Unlimited access to all FT.com articles.
Includes exclusive content and email

Contact us +44 (0)20 7775 6248 | help@ft.com n

Where do you live?

. . e
Print + Digital

FT Newspaper delivered daily plus unlimited
access to all FT.com articles.

United Kingdom s

Print

FT Newspaper delivered to your home or
office daily.

briefings as well as the ePaper.

INANCIAL TIMES
ek

£5.35 per week m £7.35 per week m £13.50 per week m £11 per week m

/  Access 1o FT articles and blogs including +  Unlimited access fo all FT.com articles +/  Freedelivery to your home or office, +/  Freedelivery to your home or office,
the searchable archive and blogs Monday to Saturday Monday to Saturday
+/  Mobile and tablet access via our award- +/  Mobile and tablet access via our +/  FT Weekend - a stimulating blend of +/  FTWeekend - a stimulating blend of
winning apps award-winning apps news and lifestyle features news and lifestyle features
,/ Personalised email briefings by industry, J ePaper - the digital replica of the / ePaper - the digital replica of the J ePaper - the digital replica of the
columnist or sector printed newspaper printed newspaper printed newspaper
,/ Portfolio tools to help manage your J FastFT - market-moving news and " Plusallthe benefits of a Premium
investments views, 24 hours a day Digital subscription - unlimited
+  FastFT - market-moving news and views, " Exclusive emails including Editors FT,c?m ac@s. exdfasnve weekly
24 hours a day Choice, Best of Lex and NewsMine emails, premium daily commentary
from the Lex column and more
+/  Premium daily commentary with

exclusive access to Lex

Ways to enjoy FT content

FT apps for mobile and tablet

The FT’s full range of optimized mobile and tablet apps give you
constant access to the FT's award-winning global news,
multimedia, comment and analysis. Whether downloading the FT
web app or the Windows 8 and Android app you can be sure to
receive the best experience, no matter what your device.

Full article access through all our mobile and tablet apps is
included in all FT digital subscriptions.

FT.com for desktop

FT.com provides comprehensive coverage of global business,
finance and politics from around the world with a wealth of
articles on industries and sectors that matter to you.

Discover a wealth of interactive blogs, videos and exclusive tools
and services that provide the comment and analysis you need to

stay ahead.
| Newspaper
S& MARKETS
P — The FT is the definitive morning briefing on world affairs,
m;u:gnin;m;fg' bi‘.."‘:h TR ‘;';- business, finance and politics, distilling what you really need to

know. Sharp, informed and independent, it brings you news and
views you can trust.

Enjoy free daily delivery to your home or office before 7am, or
receive pre-paid vouchers to exchange for the FT at retailers
nationwide.
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