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Abstract

As iin other European countries, the online media have eompleted thefr first ter years in,
Speiin. Iin this furst decade, the Spanish online publications have experienced a process: off
lirth, devellopment and consolidation of professional standarels. Based en a gtantitative
rrethodology #pplied to a census of 1,274 online media, which was achieved by the fesearch
tteamn in January 2005, this paper provides valusble data regarefling the degree off devefopment:
reached by the Spanish enline media. This research, earried out by professors: from four:
eniversities (Navarre, Baserue Country, Santiago de Compostelt and Malaga), analyses stich
varidbles @ tthe greographical distribution of enline publications, media types and their
comtents, tthe correspondenee with offline print and broadcast media, the ling[ﬂst_ie diversity
ant tthe development of lbusiness models, among others.

1. Introduction: a decade of online media in Spain
“The higtory of the presence of fhe imass media en the Internet jn Spain gan be dated from the
yyear 10994, wich giives wis & perspective of a little ever @ decade for gensidering gertajn

1Bhemomena wiith tthe mepessery distance. It iis now pessible o distinguish tendencies gnd gven
eastablishpetiods.
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The weekly magazine EI” Temps was the first publicatiorr that we have documented  to
to become somewhat scarce. Also ot Servicom, through its BBS, two general information-
newspapers, El’ Periédicode Catalrt¥a and El” Mimdo;. experimented with online editions.. I
March 1994, El" Periédico de CatalirtYa began research, together with other- European-
companies and with Europearr Cormenission funding, into a flat screen, a computer- dedicated
speciftcaltyto receiving news in an electronic formato They were pioneers in this respecto

The deftnitive leap to the Intermet by the main newspapers oceurred in 1995. EI. Pais,
however, delayed the unveiling of its digital versior until May of the followingyear, i order-
fo coincide with its twentieth anniversary.

From 1996, the question becormes one of the comrnitted search for a business model,, the
configuration of products that become increasingly independent: from the mere reproduction-
of the contents of the printed editions, the formation of more or less independent: editorial
comrnittees, etc.

The great leap was taken in the year 2000 by El Pais - the general information- newspaper
with the highest szles in Spain - with the formation of Prisacom. The new eompany-
contracted the servioes of Mario Tascon and the rest of his colldbarators from Elmundo.es;
whidh caused a conflict with the latter newspaper. Elmtmdd:es was forced to react. They had
reallized the potential held by the animated infographics made possible by Flash, and had
opted decidedly for this. Time proved them to be right: in 2004, the infographics section was
one of the most visited sections, possibly tfie most visited, of Elfundd:as; as was demonstrated
by the imflex of wisits it received foltoviing the terrotist attacks in Madrid that year.
Sormething simitar had occurred foltowingthe attacks on the Twin Towers in New York en
Sypterriber 1Wth 20071 (Sdtaverita, 2005z 74).

A mew stage began in about 2002 (Parra & Alvarez, 2004 59). This was characterised by
ithe iimtroduction of payment for contents by some media. Lavanguardiaes, for example,
iindluded iin iits services Allof its back issues, digitalised in pdfl format - probably the mest
extensive digitdl press archive in Europe, since the newspaper dates baek to 1883, Between
2000 @md 2002 there was not only a change of design in many digital media (and a eemrnitted
move towards the more or less constant updating of news) but also a ehange in business
strategy. lln 2005, Elpais.es, which had moved to a model invelving eomplete payment,
opered the mejority of jits contents, as well as experimenting with the pessibilities ef
mellfiedia in ¢he firee digitel edition of its supplement for young peeple, F1' Pais de Jas
“Tentacioney(EP3). Amyway,one thing is clear: there is no going bagk along the path travelled
toy tthe digitdlmedia ttowards complete emancipation (Sdkavertfa,2005b).
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1.1. Main tendencies in the online press market in 2005

The start of online journalism coinsides with, and is the offspring- of . the- use- of “the- N&t- i
our eountry: The data of the Asociaciérn para la lnvestigaciém emr Medios de- Comunicacién-
(AIWVIC) [Assochation for Research in the Communicationss Media] sfiow- how- such use-
inereased continuotsly from 1996, wherr the mmmber- of users was somewhat over-1.5 milliom,,
t0 the end of 2004, when the figure reached 12 million users.

The majority of users now cormect with the Tntermett fronT their. iomes;, no- longer- from-
their workplaces as had happemed’ at first, which shows the growing: penetration- ofi ther
computer as an instrurnertt of domestic use. This evolutiom has also meant thatr the \Vorld
Wide Web has become the most used service; it has even overtakem electronic- mail, which
wes the most used ten years ago. Similardy, use by gender is becoming more balamced;,
evolvirg from 75.4% male and 24.6% female Intermetr users im 1996, to 57.2% male and
42.&% frerrelle users. Ages are also becorming more balanced: the mumberr off younger usens has
doubled (to the extent that the computer- has virtuallybecome a housefiolt” appliance like the
television), growing from 8.1% to 16.1%, although in higher age brackets its wse remains
almost the same. In the last decade, the middle class has become the main. Internets wser (42%
iim 200%), while in 1996 the upper class was the main user (35.6%).

Today, the most visited media - according to AIMC and Ofiicina de Justificacion de Ir
Difesion (OID) [Audit Bureau of Circulation] - are precisely those ewned by the big groups;,
with ffew exceptions and in spite of the disaster of the dot.com eompanies in the late-1990s,
fidlrowing am initidl stage of investment euphorfa that them eollapsed. However, it is
signifficanitthat the digitdlversions of some big Spanish newspapers, sueh as [a, Yanguardia-er
EV Pas, hawve preferred not to be controlletiby the OJD.

Determining tthe aelience of the Sparish digital media Is a diffieult undertaking. Not: enby
thecatse of the discrepancy existfing in the methodofogy employed In measuring the pumber;
off realiers, pages visitel or visits per day, but because many Spanish media do ot submit o
tthe wolumtery mreasering of the OID. Nonetheless, with the figures avajlable it is possible to
ttracethe tistory of fhe tendencies and the audience evolution of digital predia er fnternet; In
12999 tthe fitrst pllace amongst the digitdl newspapers was oeeupied by El" Pais Digital’ (in spite
of iitsbeing = llatecomer wiith respect fo the ether pewspapers with a pational distribution),
wiidh hedl ttwice &s mamy deily visits as Elinungd.es (90,768 eompared o 46,836). Today,
thowewer, tthe ffirst flace iis @ecupied by Elnundd.es, with ever 35 mittion visits jn November.
2uosmsarestitof the strategy of Elpais.es of eharging payment for gontents, There has peen
asspectactargrowth iin three years, from 19 million visits in January 2003, fo the figure ef 35
milllienzat tthe entl ©f 2005. Ameongst dhe generdl Rews media, it was followed py fiberlad-
Digitel - aa jjorrndl, wre shoulld reedll dhat Pever had a printed version and that therefore
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BFigiRAted 8R the N With 3,863,000 visits, am’ by heerwiitth 1,.056,606visitsinrNovember:-
2008, Next, significamtly, we find & confidisnia’ mavatetter: Confidénaat Digital: with over -
LEVBYSO visits at the end of 2005, already stvpassimg sormee rmeattomat” gerrerat mewvse medis,
SHeh a8 ADr-es

With regard to otfier types of msdia, bott televisions ami’ radios: Haves opted “to~ar certainr
exient for Internet. Both to publicise their programs —a type of dispiay window-—and “atéos;,
in 4 sense following in the wake of the BBE, to mtte use of mews ifems: that( reach thieir -
ediorish offices and that are used in an even lower percentage: tharr iiv tHeegrinted mecia: THis-
malkes it possible for the listener or the spectator to be informed” By the- media- duringytiter
Irong periods when such channels are nott ofierimg a mews grogram- everr the- aitwaves:, Tie:
ffer s completed by the possibility of listening to, or evem watching; the gregrams: an-
ST, OF eVen recovering fragments from an archive, natfier tham live, wHichi maRes: if-
pessite o overcome the space-time shortcomiings of radic and' tefevision Droadtastaverrtile:
airriryees Frally many channels have opened their own website to: different: grograms; - these:
B I particelenly successfull where the participatory dimension i promoted throught
frormes o dnitt, forr esarmple.

e andifovinswd] media have an advantage in a multimedia world sinee they: make: use: ofc
diffraestt rrws fformmns 2md ermploy editorial and work strategies that: are letter- suited to- 24
rour ayltestttm tthe printed media, which are more accustomed to periodicity.

2. Research method
2.1. The researching group: composition, characteristics and origin

Titits prayer ifs thre rewiit of dhe weseardn proiect “El impaete de Interret en los Medios de.
cosmurifeacion een Iegpaia ((Z00222008)" [[tmpast of the internet in fass gedia in §paini,
fifinaneddbbytttre NAmistrywft Seienceant Technology of Spain. This paper was gx.esuteqk gng
regsazcbhteaamiiitegratet] oy researdhers of some of the mest active labaoratories gnd fesearch
gyeomsswinhibhifwestigateimaniineirournalism andl dligital communication in Spain.

THre aauthors off tthe paper ffufftlled dhe jinitial ehjective of the @r{girpafl gesign gF fhis
regsearbh: thite ceeaation off aa rrdlidBle ensus of dhe @nline media in Spain. Meanwhile, the
ppooject-oontitiuteti<tottherrdirfforeement O Aot of Spastigh researchers ywiho work g galine
iqounabitism A b6T-Hremcodlitberatet in the European preiect COST A20 and, By g means,
irintegaederavitiriuhbbbsevvatary gt theSSpanish aalinei@urnatism.
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2.2. Research design

In order to approach this research’s objective, we piammed” @ method modet which integrates-a
deuble process:
2) Tdentification of the tmities that are part of the onfime media census- i Spaim, and the-
application of an analysisindex cardo
b) Analyitic and interpretative reading of the data obtained iir the precedent: phiase of the-
research.

2.2.1. Online media census in Spain

For the creatiion of the online media census in Spain, we setded, in the first place, the main,
characteristics of an online media. We resume this concept in three parameters::

&) There are online media those which pursue an ISSN (Tnternationall Standand Setial
Number). 183N is, in the way of an ISBN in a book, acodér for all those periodicall
publications which demand it.

Io) There are online media afl those which are borm as an online edition off anotherr media,
printed or avdiovisudl, which refresh their information, ard do ot act as mere
“showrcases” —im which, for instance, some televisions arnounce: their. programming--
of those media. This tendency of radios and televisions, mosdy, was quite ¢ommon-
derimg the 90s, but nowadays those sites are being substituted by pew enes hat
develop the informative #im of the media.

@) There are onfine media those that were exclusivelyereated for the internet.

“This cemsus lhad in January, the 31#, 2005, 1,274 entries. It is the fesult of doeumentary-
tresearth jprocess, which permitted vs compile afl the data referred to the location eff enline
medlia.

IFor dhis purpose, we checked private and public eemmunication guides. Once we
contrasted andl wdlitatell this data, the research team sumrmed up afl the alternative entine
mretlia. By means of mon-printed llocdl directoties and ether references, we eould ebtain 3
fiimdllistwiith 2l lthe emline mediawdlil for our research.

IFrom dhis seeont] media registry, we did an intensive eheeking in erder o gonftrm their
eexisteneecor tto dleterming iits rdin eharaeteristies. This task was pet restricted jn fime, put
wptiatet! oy tthe rresearch team iin dfhe seardh for new pessible entries. We alse paid specjal
aattention tromewsregartingfhe ereation of entine media. Meanwhile, each gix months, gr Jess,
ttherresearthtteamcesrfitrmet] the eominuity of the previous entries.
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2.2.2, Index card structure and interpretative guide

In second term, the research team created an index card for the data compilation of the
online mediain Spain and its further exhaustive analysis.

The dispersion of the different research groups -Basque Country, Galicia, Navarre, and
Malaga- required an intranet to optimise data compilation. The intranet, private and
protected with a password, permitted the members the access to the main database.

The designed index card contains a full range of empiric variables integrated in two main
areas: a) identification and geographic location data, and b) data regarding the production of
information.

a) ldentification and geographic location data
The selected fields for this ftrst objective were: name (complete name of the online
media); address (physicallocation data of the main office of the online media); city or
village of the main office of the online media; province of the main office of the
online media; autonomous community in which is located the main office; URL (full
address to access the site); e-mail;and contact people.

b) Data regarding the production of information
The fields selected for this task were: updating frequency; corresponding media
(mentioning if the online media had its correspondence in print, radio or TV); type of
content; language of publishing; brief description, in no more than 250 words, of the
online media contents.

3. Results

By means of the above-explaiaed methods, as a result, the census gave the number of 1,274
active online media in the whole of Spain, as of.]anuary 31st, 2005.

It is certainly not an exhaustive number, since due to the characteristics and scale of the
project an absolute tracking was beyond our reach. Nevertheless, it is, without a doubt, a
representative number. In addition, it provides figures that are in perfect agreement with
other media census in other platforms that are considered as a trustworthy reference, such as
the printed publications listings made by organizations of circulation auditors or the public
registries of audiovisual media.

1 This database was built with MySQL.. It provided our researcﬁ with a great versatility in the statistic work, with
the use of SPSS, for instance. We could, by this means, optimise as much as possible our data collection.
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In this sense, informacior y Comtrol’ de Publicaciones (fntrol)  [Tnformation-
and Publications Contral: formerdy OJO. the auditor society of printed” media in- Spaii;.
eeriified in Decermber 2664 the circulation of 788 publications:. Thesewere distributed “in.the-
fol rownmyway: 114 daily newspapers (167 pay mewspapers and 7 free of charge),. 69 non=daily-
newspapers (56 pay and 13 free), 18 mewspaper supplerments: and” 586 magazines (576 pay-and”
10 free). However, not al’lthe Spanish periodical publications are subject to the control’ of;
Introl, 8o the real volume of peblications printed im Spain is way beyond™ these numbers:.
WAN,; for instance, certified the existence of 135 mewspapers im Spain in. 2004 (WAN,2004); ,
at the same time that the number of magazines was estimated in 7,000 (Salavertiaet al., 2005)

Regprdirg the audiovisval media, there are not data as precise as tfiose of the case of;
printed media, since the map of the television and radic companies im Spain is very
fragmentary. In addition, in many occasions, mainly in the case of local stations;, ther
awdioviseell media work within a framework of allegdlity. As a consequencs;, those- radio and
television stations do not appear as registered on official censuses, although they eompete- in.
the sarre market as the authorized media.

lin spite of these difficulties, we are able to point eut seme illustrative pumblers;, With
regard to television stations, we may mentiom, for instamce, the eensus published i Octoller
20082 by the AIMC, which counted 897 local televisions distributed among 606 localities ahl
over the country (AIMC, 2002). Taking apart the channels received via satellite, it would be
mecessary to &dd 4 television companies of national scope ard 13 public fadio-tefevision
companies of autonomic scope to those 897 local stations, without forgetting that iin, several
ouses those companies own more than a channel. Therefore; the pumberr off television
companies exceeds the 900.

“The situation of radio in Spain was at the beginning of 2005 even more eenfused, if that is
possible. "The Asociacion Espafiola de Radiodifusion Comercial (AERC) [Spanish
Associgfion of Commercidl Raflio Broadcasting], which gathers the private stations that:
lorowdcast wiith a legdllicense, congregated 1,150 stations (AER, 2005), It was pecessary o
20t tto tthese more dhan & thousand of public ewned stations, either dependent- of the State,
tthe autememous communities or the local esunells = for Instanee, erly Radic Nacional de
IEspefia (RNE) [SpariithNational Radid] counted with 827 radio frequeneies (RTVE, 2005) -
», il mere dhan 2(000 dransmitters that broadcasted without Jegal license (EI Pafs, 2005).
Altegether, mmore than 4000 redio stetions.

Table 1. Media figures in Spain (January 2005)

INevsspapers Wlagazines TV Stations | Radio stations Online media

1835 >T7(300 >900 > 4,000 L1274

Source: personal elaboration.
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Assseen((Tablel]),tthe murmiber of orline mediaregistered in this research is about 10% ef
tthe aaccumutlated ttotdl of tinted &md mutiovisudl active mediain $Spain. In other words: for
ecathconlirermedia, tthere aretten mmedia ffrom other type.

MNeverthaless, iit rmust e considered that out of the 1274 online media registered, 268
((22%) ccorrespond tto Tinternet media exclusivély, whereas 1006 (73%) correspord to media
gpromoted By mewspaper, magazine, television or radio companies. Although we have already
ssaidithatithe mumber of omlinemediaiis probably higher than the registered amount, generally
sspedkingiitiispossibletto #fTtrm that, &t the Ibegiming of 2005, about one out of ten Spanish
fprinted sand audiovisual media cotnted on an active Web site — that is to say, with updated
iinformation andmot jjustcorporate contents —. In fact, the printed media were the media with
@reater resence on the Internet (mditly newspapers and, to a relatively lesser extent,
imagazines), whereas the audiovistdl media had a more modest presence in the Web (see
Tablez).

Table 2. Parent media company of the Spanish online media (N=1,274)

Parent mediacompany Online media number %o
INewspapers and magazines 695 54.6%
Radio 352 27.6%
©Online mediaontyiin Internet and others 116 9.1%
‘Television 111 8.7%

Soutce: personal elaboration.

Other interesting results of the study have to do with the geographic distributior off
online jmedia. ‘The Spapish administrative strueture is made wp of 17 automomeuse
commupities and 2 autenremous eities; the eommunities in ture are divided in 52 previnees:.
‘The geographie dimensions and the velume of popuihtion are very differentt among: the
different eemmunities, as wetlas theit egonemic development. Although during the last
twenty years the wealth ef the regions has balaneed remarkably, there still are differences off
more than 20% ef GDP per eapita ameng the peetest and the rchest communities (see
Taple 3).
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Table™ 3: NUABer " 6F 6Mling= Mrtlia~ by” AMt6NOMBDS ™ commiomities ~~arid”indicators ~of wealth. and:”

Uuss 6f the inerrner (36645

Altorynmonys [ Population2” [[ Online Popuiation— || Totat GDP2 GDPper - || Internet-
Cormmunity~ | (2604) i by online~ || (20635 capita-?  |jusers?”
mimberr” mediunmt’ || thousands coE €y ||@003i€y || (@27200"
(061/2006) 4)
ARdalosia | 7,667,518 | 125 61.500 T8.714.612 10,670 30.4%
Aragor 1,248,684 26 43.085 17,756,622 15,284 33.9%
Asturias 1,073,761 26 3707 17,558, 764" 127913 30.1%
Balearic 866,645 48 19.491 12 597,327 14,915 36.3%
The Canary | 1,915,546 58 33.027 27,247,987 12,759 30.5%
Tslands
Cantabria 554,784 26 21,338 7,100,3100 13,369 35.3%
Cestila-La | 1,848,861 55 33616 19917779 13.23% 23.8%
Mancha
Cestillaand | 2,493,918 19 131,259 32 447,080 11,469 26.0%
Leon
Catalonia 6,813,318 206 33,074 103,709,507 16,484 36.5%
Valencian C. |4 543,304 74 18,664 55,227,377 13,220 78.9%
Extremeduree | 1,075,286 29 61,396 10,023,704 9,254 26.0%
Galicia 2,750,985 69 37,079 30,547,808 11,164 27.2%
T haliid 5,804,829 2719 39,869 98,919,757 18,603 40.3%
Mercia 1,294694 | 45 20,806 13,952,133 11,971 29.9%
Navarre 584734 37 11,336 9,894,347 18,127 34.4%
Boe 2115279 118 28,771 36,235,858 17,499 39.4%
Country
Rivja(Le) [ 293553 9 15,804 4,253,614 15,741 26.8%
Ceota 74654 4 17926 865,162 11,285 -
WNidilla ©BOL6 6 32,617 778,439 11,398 -
TOTAL 43197684 | 1274 36,720 568,311,000 13,575 32.9%

Sworces: 1) persamat! elaboretion: 2) Instituto~ Nacjpreh! e Esiacistiea (National:! Institute. . ef¢
Sratistics)) ((eccessible: data iin: hitp/visror ineiesidasa/” o~  dacod2! / eref /ered503 XI5, 3) AINMCT

“These dlata show a high statisticat! correlation-~ between-~ the GDP~ per- eapita; gnd the:
fpenetration~ of Internett. withins an autoremeus:s community. In ether- words,; in Spain- the:
wrealth of atterritory dis dletermidinig.» in its Internet« vse Jeve! However;- althought exisfent- such
setatisticall ceorrelation- iis mot: tthat prorouneeth-” with Fegard” ¢o the pumber. - oF enline media,
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lin addition to the geographic distributiom,, our study considered other variables such as 1)
the type of content, 2) the llanguage and 3) the rate of information- update.. These were the
sresults regarding those three variables.

lin relation to the type of content, we detected a clear preponderancer of general
iinformation online media. More particulacly, out of the 1,274 registered online media, 761
((59.8%) were general information- media and 513 (40.2%) dealt with specialized information:.
‘The :autonemous; community with more general information- online media was Catalonia,
with 143; although this community obtains a modest ninth positiom in the ranking of
population by online media, nevertheless it counts with avery numerousr local press
dedicated to general information- on small communities;, which explains its ftrst positiom as
the community with more general information- online media. On the other- hand, the
community of Madrid iis the one that counts with more specialized information- onlfine media
((183); this is due to the ffact that a great part of specialized publications of natiomal diffusiom
(daily newspapers and, mainly, magazines) have theic head offices in Madrid..

Our study also tackled the typology of specialized information- online media. In this case,
we verified that cultural information- online media were cleatly predeminanti (see Table 4).

Table 4. Type of content in specialized online media (N=513)

Type of content Online media number- % specialized online
media

Culture 120 23.4%

Leisure time and Tourism 51 9.9%

Econemy 49 9.6%
Communication and media 45 8.8%

Seyvices 43 B.4%

Sports 40 7.8%

Science, Health and Technology 35 6.8%

Society 34 6.6%

New technologies 25 4.9%

Education and Children 19 3.7%

New social trends 18 3.5%

Politics 10 2.0%

Religion 10 2.0%

Legal informatjon 4 0.8%

Other 10 2.0%

Soutce: personal elaboration.
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REGAFAIMT e 1050 thee SRMER- iy Idanidsthe ~mmarker-of the contifie media i -Spain;-.
88 it Was {0 b sxpsatar’- A (' 6¥° 75 stiree it (7873%) offé-their Tontefts exclLisivelyi -
i that langwages:

Nevsiteriess. it shoulli' Mt bee foreonenr that* Sprirrissae mottitiiguat- ‘country:— I raddifia -
18 Spanish, it has otiar thieer fangoumes aquatly” recognived: as officiablin..some raotanomets -
cOmmuntiss: Catalan in Cataloniz aw’ i thee Bilbaric. andt” thier Vlneianr communitisy
Basque language in the Bassure Covmty™ and’ Gatlciarr ifr Galiciar Ihracidition; there-are othér: r
minarity languages — Astrvian. Aragomeser, Arereses Jiddic-SPanish! anet tite gjpsy dialdetsr: —
that have pressmse on the Interre! ever thouet tesr Haves mot tHeeome ~o0-0fficial: in iverse -
commuatias- It is alse nesessay to ramernbler tatt Speit- ik a eminendy’ -tourist:cotntry, apd
this iz a VY impevitant fastor sines it causes thatt sormes anline: meeld rare~regeidrly ppbhshed--
i Innguages sush a8 Englisk or Gommamn Einelly; in curr researeht we-iflerified-az sigRificant -
ameunt of bifingual enline media, whictt in mestt cases alternated-” tte> Shanisht with ane -of e -
thvee minerity eo-official languages, or, to a lesser edent: wHicH afféred-” an- international .
adlfitien With contentss in a foreign language; whictt is mearty: alvvays ERghsht (Gee-Tahte 5.

Table 5. Languages used by online media (N=1,274)

I pryeees (htinee medlia pumier- %
SOyt 972 6.3

|| Catdran 148 1h.6%
sqie 57 4.5%
GHfican 29 2.3%
Horgiindn 11 0.9%
(Gurman 7 0.5%
Qther Lamyvegss and ‘Hilingual B0 3.9%
meetiia

Source: personal elaboration.

Leashly, thivesstutty aandiyzetl the wipdate #aie of oaline gress in Spajn. Regarding. this aspect;
ckieampeetiominance off -viiline rmmediia wiith wmaridble .ypdate Syeles yas detected: -_ that ig 19 Y,
st off thvem ldakkell off didfined guidielines gegarsding ghejr Hpdate. pate- {g%elher \«Hh-
probtoradi wphiate raates— wiith- updiate sydlesof mors dhap awyeek - (see Table, §).

39



M. A. CABRERA, J. D. NOCL, X. LOPEZ, K. MESO & R. SALAVERRIA

Table 6. Models of information update in online media (N=1,274)

Wpdatermotlél Ontine mediarumber %
(Constart 1By 148%
IDaily 200 22 8%
Weekly 116 9.1%
Watidble &79 53.3%

Source: personal elaboration.
4. Conclusions

"The ccontinuous appearance of mediain the Internet, as wellas, the illegdl framework some
Aaudiosvisualmedia work with in Spdig, makes diffictlit data accuracy in the official census
2and, AasAaconsequence, dlsoiin this research, so some fiigures must have been considered in an
otientativeway. Anywaythe restilts of this research provide important: conclusions abott the
ontline Spapigh media development, as well as its position in relation to its Eurogear
equivalents. As a cllndination of this analysissome trends or perspectives are explained for
the second onfine media which ebviously, we research with more knowledge about: orfine

tthejinternet origino
4.1. Interpretation of Spanish online media market

1In the @uantitative interpretation of the results gathered in the research team database, iit is
congluded that Spanish enlire media are the thitd mefe purmerous meelia in Spain affer
magazines and fadies. Frem a fere generie perspeetive it ean be said that ome outr off six
Spariigh media, whether print (newspaper of magazines) or breadcast (radio or tefevision),
Ihave gurrently an aetive website, Furihermere, the preserce of piint publications in the
Internet is higher than audievisual media presenee.

As for geegraphieal distributien, it is reticed that orline media developmentt is more
related o territory wealth than fe the Tniernet peretration degree . O the otflerr hand, the-
analysisof the eentent shews the predeminance: of gereral information- online media, everr
specializedinformation enline media, apd within the latter, eeittrral information- publications
are i) a leading pesitien, Considering language, 76.3% of eniine media are enly im Spenish..

From the apalysis ef the pews updating: paee, it has beer seen thatr ever- hall the oniine
media de net have a defined updatmg moedel (they are variable in this context)’ er-remaiir overr
ong week witheut updating,
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4.2. Spanish online media in the European framework

Sparish sRliRe media gor in thetr first dineadi 2 simiirdéveldpment févet torthe rone seenrat
the fest of Ewsmann coumtiies: Ao ther Simistl mrediias nmarkitthase sonter sppcidk
arawbacks (Tower Awmbar of intsrmr v and Ibwerr resadifeintéx-thanrmmost 'of dévetdped -
Europsan esuntries); the quality off its omline mentize it High comparinig~to- ther Eliropgan -
e, The main Spanish onfine publicatioms are rermarkatid-dliesto~their innovation rinrthe -
e of interastive and multimedia possibsiiities (Salaverrfaatral’,, 2005

Anothsr peeuliarity of Spanish owlime iz iiv comparisor withi Hurepean -~ nredia-hhs -
heem the eoexistence of different busimess modbth: i the nett (ffee; qayed-f6r: ant: mixed),
Frowever this sitnation has started to chamge since Spring 2005, as: @ aonsestience - of “tie -
e iNestiing market recovery and the proliferation off ffee afférs- i~ ang” ottt optine.
mediin. In 2006, the mixed business model predaminatess i Spaim. THismoeel combines cest-
freeestaftts 2 payment of some services and coments:

At the erd of their fist decade, the mere significant Sparisht anllne- rpedia, haye-
cxpsinsead] 2 reorientation that has taken themr from the ariginedl cestffee- status ; te- thie
minast ibisiiess model, @s well as, from the mere repetition: of ma{flx-mediuIm ipformation-tg -
thedrdsatinom of ventent amd added value services, sueh as, last minute- Rews; doeumentary--
CEUHRSMIS @ mrewapaper anchive of the own mediume. This wey, Spamish pedia, as- well ag-
Touspenm mstiia kcsap siimiltar publishing roles in whick the: main irend! if e, mixed; husiness-
tsstid| aarsti thve tvore zndl more dietermined bet on own contents: publishing: (Salaverraet-alt,
25658).
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