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Executive	  Summery	  
	  
This	  report	  is	  an	  in-‐depth	  study	  and	  analysis	  of	  a	  new	  non-‐profit	  media	  company	  
based	  in	  Adelaide	  –	  Our	  World	  Today.	  The	  SWOT	  analysis	  and	  TWOS	  matrix	  are	  
used	   here	   to	   identify	   weaknesses,	   opportunities	   and	   strategic	   position	   of	   the	  
company	   in	   a	   fiercely	   competitive	   media	   market.	   While	   the	   company	   has	  
immense	   potentiality	   to	   emerge	   as	   the	   leader	   of	   positive	   news	   to	   inspire	  
community	  and	   individuals	   to	   think	  and	  do	  good,	   it	   also	  has	  many	   threats	  and	  
challenges	   for	   expansion	   and	   survival.	   It	   is	   suggested,	   the	   company	   chose	  best	  
strategies	   to	   tap	   its	  potentiality	   to	  prepare	  a	  stronger	   foundation	  and	  tactically	  
face	  the	  threats	  and	  challenges.	  
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Company	  introduction	  	  
	  
	  
A	  few	  big	  companies	  dominate	  Australian	  media	  industry.	  This	  is,	  more	  or	  less,	  
scenario	   in	  many	   other	   countries	   as	  well.	   They	   influence	   government	   and	   the	  
public.	  Many	  business	   tycoons	  have	   invested	   in	  media	   to	  secure	   their	   interests	  
and	  markets.	  But	  Internet	  has	  gradually	  challenged	  the	  domination	  of	  these	  big	  
media	  houses	  and	  the	  way	  they	  present	  news	  and	  information.	  Our	  World	  Today	  
has	  entered	  the	  market	  under	  these	  circumstances	  –	  offering	  news	  in	  text,	  audio	  
and	  audio-‐visual.	  
	  	  
Our	  World	   Today	   is	   a	   new	  media	   company	   based	   in	   Adelaide,	   started	   by	   two	  
young	   media	   professionals	   Chris	   Campbell	   and	   Mike	   Worsman.	   OWT	   is	   an	  
independent	  not-‐for-‐profit	  online	  news	  organization	  reflecting	  a	  balanced	  view	  
of	  our	  world.	  Our	  World	  Today	  is	  a	  not	  for	  profit	  news	  website	  sharing	  the	  truly	  
inspiring	   and	   challenging	   stories	   that	   are	   often	   not	   portrayed	   in	   mainstream	  
media.	  
	  
Chris	  has	  worked	  with	  Channel	  9	  and	  ABC	  TV	  for	  quite	  a	  long	  time	  along	  side	  his	  
post-‐grad	   in	   journalism.	  Mike	  has	  worked	  with	  WIN	  TV	  in	  Riverland	  and	  Royal	  
Adelaide	  Hospital	  as	  Media	  and	  Communication	  officer.	  
	  
The	   company	   is	   very	   new:	   it	   celebrated	   its	   first	   anniversary	   August	   this	   year.	  
However,	  within	  short	  period	  of	  time,	  the	  company	  has	  reached	  to	  unbelievable	  
number	  of	  readers.	  The	  company	  website	  mentions	  in	  a	  year’s	  time,	  it	  has	  over	  
61,000	  regular	  unique	  readers	  from	  175	  countries.	  
	  
All	   company	   operations	   are	   through	   volunteers.	   Some	   200	   people	   have	   joined	  
the	  company	  as	  volunteers	  in	  various	  capacities,	  in	  Adelaide	  and	  interstate.	  The	  
team	  of	  volunteer	  writers	  in	  the	  company	  has	  produced	  over	  1300	  inspiring	  and	  
sensational	  stories	  in	  a	  years’	  time.	  
	  
OWT	  has	  announced	  that	  it	  will	  always	  be	  a	  free	  service,	  inspire	  every	  reader	  by	  
sharing	  the	  positive	  side	  of	  humanity,	  inject	  a	  contagious	  shot	  of	  happiness	  into	  
each	   and	   every	   viewer,	   by	   providing	   a	   unique,	   interactive	   forum	   for	   people	   to	  
share	  their	  stories	  of	  achievement	  and	  hope.	  	  
	  
OWT	   has	  made	   efforts	   to	   bring	   back	   the	   'raw'	   style	   of	   news-‐gathering,	   where	  
news	  writing	  is	  not	  about	  copying	  a	  media	  release	  or	  just	  taking	  a	  phone	  call.	  The	  
media	  professionals	  here	  take	  to	  the	  streets	  and	  speak	  to	  the	  community	  one-‐on-‐
one	  to	  allow	  for	  that	  human	  connection	  in	  story	  telling	  and	  promote	  a	  true	  sense	  
of	  community.	  
	  
Thus,	  the	  media	  outlet	  gives	  an	  alternative	  angle	  of	  writing	  news	  and	  providing	  
information	   to	   the	   readers,	   and	   to	   public	   at	   large.	   Barely	   fewer	  media	   outlets	  
have	  made	  efforts	  to	  this	  direction.	  This	  is	  challenging	  as	  well	  as	  opportunity	  for	  
the	   company	   to	   reinvent	   the	   way	   news	   and	   information	   are	   presented	   in	  
traditional	  media.	  
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Opportunity	  and	  Threat	  Analysis	  
	  
The	   company	   is	   very	   young.	   It	   has	   many	   challenges	   to	   tackle	   while	   trying	   to	  
established	   itself	   in	   the	   competitive	  media	  market	   in	   Australia.	   Circumstances	  
might	  force	  it	  to	  operate	  under	  the	  shadow	  of	  the	  media	  giants	  who	  influence	  the	  
readers,	  government	  and	  the	  advertisers	  together.	  Yet,	  giving	  an	  alternative	  way	  
to	   present	   the	   news	   is	   positive	   aspect	   that	  we	   see	   it	   to	   flourish.	   Readers	   have	  
been	   fed	   with	   negative	   news	   for	   generations.	   OWT	   has	   tried	   to	   look	   things	  
through	   positive	   glass	   and	   the	   angle	   that	   inspires	   readers.	   Here	   are	   some	   of	  
areas	  where	  OWT	  has	  opportunities	  to	  grow	  and	  challenges	  to	  survive	  in	  market.	  
	  

External	  Opportunities	  
	  
O1	  Be	  market	  leader	  	  
We	  rarely	  find	  any	  media	  outlets	  giving	  positive	  news.	  In	  that	  context,	  OWT	  has	  
good	  opportunity	  to	  be	  a	  market	  leader	  in	  delivering	  positive	  and	  inspiring	  news	  
to	  readers.	  
	  
O2	  New	  way	  of	  presentation	  
Our	   World	   today	   has	   opportunity,	   if	   adhered	   by	   its	   principles	   thoroughly,	   to	  
stimulate	   the	  media	  market	   in	   the	  way	  news	  are	  presented	  –	   in	   the	  sense	   that	  
news	  are	  not	  always	  about	  press	  releases,	  incidents	  or	  events.	  
	  
O3	  Inspire	  positive	  thinking	  
Gain	  larger	  readership	  in	  long	  run,	  who	  are	  looking	  for	  positive	  things	  to	  happen,	  
that	  might	  change	  the	  people’s	  way	  of	  thinking	  on	  issues	  in	  public	  discussion.	  
	  
O4	  Economical	  and	  trendy	  
The	  evolution	  of	  Internet	  is	  forcing	  companies	  to	  go	  paperless.	  OWT	  has	  devoted	  
itself	   to	   go	   paperless	   –	   preferable	   means	   of	   readers	   at	   this	   age	   and	   produce	  
output	  at	  lowest	  possible	  expenditure.	  
	  
O5	  Always	  free,	  more	  readers	  
OWT	  has	  also	  claimed	  that	  it	  will	  remain	  free.	  The	  traditional	  media	  giants,	  who	  
have	   turned	  to	  reach	  readers	   through	  online	  as	  well,	  have	  started	  charging	   the	  
readers.	   OWT,	   as	   a	   free	   source	   of	   information,	   have	   opportunity	   to	   reach	   the	  
maximum	  readers.	  
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External	  Threats	  
	  
T1	  Being	  dominated	  bit	  big	  companies	  
Being	  a	  newly	  born	  company,	  OWT	  is	  likely	  to	  be	  dominated	  by	  big	  media	  houses	  
and	  today’s	  market	  leaders.	  
	  
T2	  No	  donations	  or	  sponsorship	  for	  long	  
The	  company	  operates	  under	  small	  pool	  of	  funding	  generated	  through	  donations	  
and	   sponsorships.	   There	   is	   no	   guarantee	   that	   the	   company	   will	   continue	   to	  
receive	  such	  support	  and	  sponsorship	  for	  a	  long	  time.	  
	  
T3	  Advertisers	  not	  willing	  to	  pay	  for	  placement	  in	  OWT	  
Advertising	  has	  not	  become	  enough	  to	  meet	   its	  daily	  expenses.	  Advertisers	  are	  
not	  willing	  to	  make	  advertisements	  though	  which	  it	  can	  reach	  to	  small	  number	  of	  
consumers.	  OWT	  has	  not	  gained	  that	  strength	  to	  allure	  advertisers	  to	  give	  them	  
money.	   Thus,	   the	   company	   also	   faces	   the	   challenges	   of	   generating	   financial	  
resources.	  
	  
T4	  Ads	  snatch	  by	  rivals	  
There	  are	  big	  companies	  with	  big	  reach.	  The	  big	  companies	  can	  offer	  concessions	  
to	  advertisers	  who	  are	  planning	  to	  put	  their	  ads	  in	  OWT.	  This	  will	  push	  the	  OWT	  
out	  of	  the	  race.	  
	  
T5	  Staff	  leaving	  for	  better	  pay	  and	  perks	  
Big	   companies	   can	   allure	   OWT	   staff	   with	   better	   perks	   and	   pay	   as	   a	   tactics	   to	  
weaken	  its	  presence	  in	  the	  market/produce	  better	  and	  sellable	  stories.	  	  
	  
T6	  Reasons	  for	  readers	  to	  choose	  OWT	  
There	  are	  millions	  of	   companies	  providing	  news	   to	   readers	  on	  multiple	   issues.	  
Readers	  will	  find	  it	  difficult	  to	  find	  reason	  why	  should	  they	  choose	  OWT	  for	  news	  
source.	  
	  
T7	  Weak	  reach	  to	  advertiser	  
There	  are	  not	  enough	  people	  to	  market	  the	  company	  to	  generate	  revenue	  to	  give	  
sustainability	   of	   the	   company.	   The	   company	   has	   failed	   to	   reach	   out	   to	   the	  
business	  to	  get	  advertisements.	  
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Strengths	  and	  Weaknesses	  Analysis	  
Weaknesses	   and	   strength	   are	   internal	   factors	   for	   companies.	   While	   external	  
threats	  are	  harder	  to	  resists,	  internal	  weaknesses	  and	  can	  be	  avoided	  and	  make	  
best	   use	   of	   the	   strength	   to	   tap	   opportunities.	   This	   analysis	   here	   helps	   us	   to	  
identify	  the	  weaknesses	  and	  strengths	  of	  the	  OWT	  Inc.	  
	  

Internal	  Strengths	  
	  
S1	  Committed	  volunteers	  
All	   staffs,	   working	   on	   volunteer	   basis,	   have	   shown	   their	   commitment	   towards	  
development	   of	   the	   company.	  More	   people	   have	   expressed	   interest	   to	   join	   the	  
team	  either	  as	  volunteer	  or	  contributor.	  
	  
S2	  Faster	  growth	  of	  readership	  
The	  readership	  has	  grown	  faster	  than	  expected	  and	  the	  growth	  rate	  is	  increasing	  
at	  the	  same	  rate.	  
	  
S3	  Experts	  volunteering	  to	  train	  journalists	  
Experts	   have	   volunteered	   to	   train	   the	   young	   journalists.	   The	   availability	   of	  
experts	   was	   successful	   due	   to	   close	   connection	   with	   big	   universities	   around	  
Australia.	  	  
	  
S4	  Source	  for	  people	  looking	  to	  read	  positive	  news	  
People	   looking	   for	   positive	   news	   to	   read/listen/see	   are	  making	   OWT	   as	   their	  
source.	  
	  
S5	  Stronger	  partnership	  
The	  company	  has	  strong	  partnership	  with	  many	  other	  organizations/companies	  
who	  share	  similar	  vision	  and	  passion.	  
	  
S6	  Unique	  product	  to	  sell	  
The	  company	  has	  unique	  product	   to	  sell	  –	   to	  see	   things	  positively	  and	  develop	  
happier	  society.	  
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Internal	  Weaknesses	  
	  
W1	  Not	  enough	  volunteers	  
The	  company	  has	  not	  enough	  volunteers/writers	  to	  cover	  news	  regularly.	  
	  
W2	  Fewer	  issues/regions	  covered	  
The	   company	   has	   not	   been	   able	   to	   cover	   all	   regions	   and	   issues.	   There	  will	   be	  
fewer	  readers	  for	  selected	  region	  or	  specific	  subject/issues.	  
	  
W3	  Less	  attractive	  for	  resourceful	  persons	  
The	   company	   fails	   to	   attract	   resourceful,	   energetic,	   competent	   and	   talent	  
individuals	  who	  can	  twist	  news	  to	  present	  to	  suit	  the	  interest	  of	  the	  readers.	  
The	  big	  media	  companies	  absorb	  most	  of	  these	  individuals.	  
	  
W4	  No	  established	  structure	  
The	  company	  does	  not	  have	  strong	  managerial	  structure	  resulting	  in	  operational	  
problems,	  inconsistencies	  and	  poor	  coordination.	  
	  
W5	  Challenging	  human	  resource	  development	  
At	  this	  stage,	  OWT	  is	  run	  and	  operated	  by	  volunteers,	  who	  invest	  only	  their	  spare	  
time.	   Building	   a	   team	   of	   committed	   and	   regular	  writers	   and	   train	   them	   in	   the	  
way	  OWT’s	  style	  of	  news	  presentation	  is	  challenging.	  There	  are	  questions	  of	  the	  
company’s	  sustainability	  in	  terms	  of	  human	  resources.	  
	  
W6	  Need	  for	  regular	  staffs	  
The	  company	  also	  faces	  to	  keep	  a	  pool	  of	  regular	  staff.	  Writers	  joining	  the	  team	  
as	  internship,	  volunteers	  or	  others	  who	  like	  to	  pose	  themselves	  as	  journalists	  or	  
writers	  will	  not	  give	  sustainability	  to	  the	  company.	  
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Business	  Strategies	  
	  
Our	   World	   today	   is	   registered	   as	   non-‐profit	   company.	   One	   of	   its	   founding	  
directors	  Mike	  says,	  ‘It	  does	  not	  mean	  we	  don’t	  want	  money.	  Our	  primary	  goal	  is	  
not	   earning	   money	   but	   to	   inform	   readers	   of	   the	   positive	   things	   happening	  
around	  the	  world’.	  
	  
Under	   longer-‐term	   vision,	   OWT	   intends	   to	   feed	   positive	   stories	   to	   the	   young	  
people	  and	  inspire	  them	  to	  build	  positive	  thoughts	  when	  they	  grow	  up.	  OWT	  also	  
targets	   adult	  professionals	   to	  bring	   change	   in	   the	  way	   they	   think,	   thus	  making	  
positive	  impact	  in	  the	  way	  they	  work.	  	  
	  
Thus,	   the	   company’s	   primary	   customers	   are	   young	   and	   the	   working	  
professionals	  and	  those	  who	  have	  uninterrupted	  Internet	  facilities.	  	  
	  
Unlike	   other	   companies,	   OWT	   decides	   not	   to	   go	   for	   cutthroat	   competition.	   It	  
decides	   not	   to	   gain	  monetary	   benefit	   by	   exposing	   competitors’	   weaknesses.	   It	  
resolves	   to	   take	   advantage	   of	   the	   growing	   Internet	   market.	   “Satisfying	   the	  
growth	  of	   the	  market	  will	   include	   expanding	   our	   operations	   by	  making	   amore	  
expensive	  website,	  employing	  more	  staff	  to	  cover	  stories	  locally	  and	  contracting	  
freelance	   journalists	   to	   cover	   stories	   interstate	   and	   overseas.	   (OWT	   Business	  
Plan	  2010)	  
	  
Besides	   traditional	   way	   of	   collecting	   advertisements,	   OWT	   has	   developed	   the	  
concept	  of	  clubs.	  Minor	  fees	  paid	  to	  be	  member	  of	  these	  clubs	  will	  give	  immense	  
access	   facilities	   for	   the	  members	   including	  major	   festivals	   in	  Adelaide,	  musical	  
band	  shows,	  night	  parties	  and	  many	  more.	  The	  company	  plans	  to	  promote	  these	  
club	  brands	   aggressively	   in	  days	   to	   come	  organizing	  more	   and	  more	   events	   in	  
future.	  
	  
The	  company	  also	  plans	  to	  promote	  the	  business	  through	  distribution	  of	  leaflets,	  
pamphlets,	   and	   strategic	   relationship.	   It	   has	   so	   far	   tied	   relations	   with	   UniSA,	  
Welcome	   to	   Australia,	   Australian	   Refugee	   Association,	   Habitat	   for	   Humanity,	  
Griffith	  University,	  Action	  for	  Happiness	  and	  few	  others.	  
	  
The	   strategies	   focus	   on	   to	   reach	   the	   readers	   through	   university	   students	   and	  
staffs	  and	  their	  relatives	  and	  friends,	  customers	  of	   the	  non-‐profit	  organizations	  
and	  special	  campaigns.	  	  (http://ourworldtoday.com.au/partners)	  
	  
OWT	  aims	   to	   capture	  at	   least	  50%	  of	  South	  Australia’s	  online	  news	  market,	   as	  
well	   as	   up	   to	   10%	   of	   the	   Australia’s	   and	   1%	   of	   the	  world’s,	  within	   five	   years.	  
(OWT	  Business	  Plan	  2010)	  
	  
The	   plan	   states,	   it	   will	   employ	   a	   rigid,	   integrated	   and	   extensive	   marketing	  
strategy	  that	  will	  ensure	  its	  reaches	  its	  largest	  possible	  audience	  from	  the	  outset	  
and	  continues	  to	  increase	  market	  share.	  The	  marketing	  strategy	  includes	  word	  to	  
mouth,	   TV,	   radio,	   print,	   social	   networking,	   direct	   mail,	   market	   stalls,	   public	  
relations,	  promotional	  materials	  and	  strategic	  alliances.	  
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Corporate	  Strategies	  
	  
Being	  a	  new	  company,	  OWT	  has	  not	  diversified	  its	  services.	  It	  has	  text,	  audio	  and	  
video	  news	  services	  –	  all	  intended	  to	  provide	  fresh	  but	  unique	  and	  positive	  news	  
trends.	   Offering	   three	   means	   of	   news	   service	   is	   good	   start	   for	   such	   a	   new	  
company	  but	  offering	  the	  singe	  product	  –	  news.	  	  
	  
This	  is	  low	  level	  of	  diversification.	  ‘A	  single	  business	  diversification	  strategy	  is	  a	  
corporate	   level	   strategy	  wherein	   the	   firm	  generates	  95	  per	   cent	  or	  more	  of	   its	  
sales	  revenue	  from	  its	  core	  business	  area1.	  	  
	  
This	   low	  level	  of	  diversification	  enables	  the	  company	  to	  build	  capacity	  to	  reach	  
the	  consumers	  through	  means	  of	  their	  choice	  and	  remain	  competitive	  with	  other	  
media	  companies	  who	  are	  gradually	  offering	  news	  through	  different	  means.	  The	  
mechanism	  to	  present	  news	  has	  dramatically	  changed	  since	  the	  arrival	  of	  World	  
Wide	  Web	  and	   its	   version	  2.	  OWT	   is	  making	  all	   effort	   to	  make	  use	  of	   all	   these	  
available	   avenues	   of	   their	   affordability	   but	   focusing	   to	   strive	   on	   low	   level	   of	  
diversification.	  
	  
OWT	  is	  partnering	  with	  universities	  and	  non-‐profit	  organizations.	  This	  strategy	  
intends	  to	   join	  hands	  with	  the	  other	  big	  brands	  to	  penetrate	   into	  society	  to	  tell	  
them	  that	  world	  not	  only	  has	  news	  of	  destruction,	  murder,	  kill	  and	  accident	  but	  
far	  more	  good	  things	  to	  see,	  hear	  and	  get	  inspired.	  This	  is	  complete	  shift	  from	  the	  
conventional	  media	  industry’s	  strategies	  to	  earn	  through	  any	  means.	  	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  R.	  P.	  Rumelt,	  Strategy,	  Structure	  and	  Economic	  Performance,	  Boston:	  Harvard	  
Business	  School,	  1974	  cited	  in	  Hitt,	  Ireland,	  Hoskisson,	  Strategic	  Management:	  
Concepts	  &	  Cases,	  (8th	  Edition),	  p155.	  
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Sustainability	  of	  Our	  World	  Today	  
	  
Owners	  point	  our	  five	  important	  factors,	  against	  those	  of	  their	  competitors	  and	  
big	  media	   companies,	  which	  will	   help	   the	  OWT	   sustain	   despite	   challenges	   and	  
hurdles.	  The	  five	  important	  factors	  are:	  
	  
The	  changing	  climate	  in	  media	  	  
Current	   trends	  of	  media	   show	   that	  newspapers	  and	  TV	  news	  are	  at	   a	   financial	  
loss.	   It	   shows	   that	   revenue	   models	   are	   broken	   and	   the	   consumer	   (society)	   is	  
directing	  itself	  towards	  online	  news.	  Unfortunately	  for	  the	  big	  news	  players,	  such	  
as	  News	  Corp	  and	  Fairfax,	  can	  not	  take	  their	  existing	  revenue	  model	  to	  the	  new	  
online	   platform,	   and	   are	   very	   much	   struggling	   to	   continue	   their	   large	   profit	  
margins.	  So	  for	  OWT,	  being	  online	  is	  a	  great	  asset.	  
	  
Readership	  
Even	   readership	   in	   old	  models,	   newspapers	   and	  TV	  are	  dropping.	  The	  news	   is	  
current	  model	  to	   'tell'	  people	  the	  news,	  is	  un-‐engaging	  with	  our	  knowledgeable	  
society,	  especially	  with	  all	  information	  at	  hand.	  OWT	  not	  only	  engages	  its	  readers	  
with	  news,	  through	  social	  networking	  and	  website,	  but	  provides	  a	  physical	  space	  
for	   community	   to	   engage	   further,	   meet	   each	   other	   and	   discus	   topics.	   The	  
company	   hold	   networking	   events	   and	   other	   events	   that	   engage	   community	   to	  
follow	   up	   on	   the	   news	   agenda	   they	   follow	   throughout	   the	  week.	   News	   is	   now	  
about	  engaging,	  not	  telling.	  
	  
Overheads	  
Other	   Media	   models	   operate	   with	   a	   large	   overhead	   expense.	   OWT	   employs	  
volunteers	  and	  as	  such	  can	  keep	  costs	  relatively	  low.	  Rent	  and	  outgoings	  such	  as	  
Internet	   are	   the	   company’s	   largest	   expenses.	   The	   founders	   hope	   to	   find	   a	  
sustainable	  revenue	  stream,	  and	  in	  time	  pay	  a	  small	  team	  off	  employed	  staff.	  
	  
News	  'agenda'	  
From	   surveys,	   they	   say	   they	   have	   found	   that	   people	   are	   sick	   of	   the	   'negative'	  
aspect	   the	  news	   focuses	  on.	  With	   their	  motto	   to	   inspire,	  empower	  and	  educate	  
our	  audience,	  they	  have	  found	  it	  is	  something	  people	  really	  resonate	  with.	  People	  
are	   very	  much	   keen	   to	   'start	   their	   day	  with	   a	   smile',	   and	   be	   inspired	   by	   their	  
world.	  Also,	  OWT	  claims	  it	  give	  people	  an	  avenue	  to	  make	  positive	  change.	  
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Strategy	  and	  Structure	  
	  
The	   company	  has	   loose	   form	  of	   functional	   structure,	   but	   not	   a	   replicate	   of	   the	  
conventional	   one.	   Building	   a	   functional	   structure	   for	   a	   company	   at	   this	   initial	  
stage	   is	   an	   attempt	   to	   build	   stronger	   foundation	   for	   future.	   The	   company	   has	  
more	   like	   a	   loose	   form	   of	   hierarchy	   in	   practice	   since	   all	   the	   staffs	   work	   on	  
volunteer	  basis.	  
	  
The	  company	  is	  making	  effort	  to	  formalize	  the	  structure	  and	  make	  it	  stronger	  in	  
terms	   of	   decision-‐making	   process.	   After	   short	   training	   camps	   recently,	   the	  
company	   has	   formally	   entered	   into	   agreement	   with	   few	   volunteers	   who	   have	  
agreed	  to	  work	  with	  the	  company	  for	  at	  least	  six	  months.	  And	  these	  committed	  
volunteers	  have	  been	  assigned	  their	  defined	  roles	  –	   thus	  building	   the	  company	  
structure	  gradually.	  	  
	  
Chief	   of	   staff	   directly	   oversees	   production,	   human	   resources,	   chief	   editor,	  
volunteer	   coordinator	   and	  marketing	   and	   this	   form	  puts	   a	   closer	   coordination	  
among	   departments	   where	   chief	   of	   staff	   act	   as	   the	   point	   of	   contact	   and	  
distribution	  of	  information	  and	  strategic	  planning.	  
	  
In	  many	  cases,	  department	  managers	  are	  given	  authority	   to	  make	  decision	  but	  
many	  strategic	  and	  policy-‐making	  decisions	  are	  taking	  in	  a	  collaborative	  manner.	  
Collective	   decision-‐making	  makes	   it	   easy	   for	   all	   company	   staffs	   to	   understand	  
resolutions	   clearly,	   thus	   helping	   in	   uniform	   and	   smooth	   execution	   of	   the	  
decisions	  made.	  	  
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Mergers	  and	  Acquisitions	  
	  
As	   a	  new	  company,	  OWT	  has	  no	   issue	  of	  mergers	   and	   acquisitions.	  We	   cannot	  
deny	   the	   possibilities	   from	   big	   media	   companies	   to	   takeover	   OWT	   or	   OWT	  
acquiring	   smaller	   companies	   in	   future.	   However,	   no	   such	   indications	   are	   yet	  
seen.	  
	  
There	  have	  been	  big	  mergers	  in	  the	  media	  industry	  around	  the	  world,	  turning	  it	  
one	  of	  the	  attractive	  investment	  sector.	  Most	  media	  mergers	  happened	  in	  the	  US.	  
	  
There	   are	   very	   few	   cases	   of	   media	  mergers	   in	   Australia.	   The	  West	   Australian	  
Newspapers	  Holdings	  taking	  over	  Seven	  Media	  Group	  in	  April	  last	  year	  in	  a	  $4.1	  
billion	  deal	   is	   the	   latest	   instance.	  After	   the	  merger,	   the	   company	  was	   renamed	  
Seven	   West	   Group.	   Foxtel	   taking	   over	   Austar	   TV	   operator	   early	   this	   year	   is	  
another	  example.	  Today,	  it	   is	  the	  talk	  of	  the	  town	  that	  News	  Limited	  and	  Seven	  
West	  Media	  are	  eyeing	  to	  bid	  loss	  making	  Fairfax.	  
	  
In,	  US,	  Capital	  Cities	  Communications	  Inc.	  purchased	  American	  Broadcasting	  Co.	  
for	   $3.5	   billion	   to	   create	   Capital	   Cities/ABC	   Inc	   in	   1986.	   A	   decade	   later	   Walt	  
Disney	   bought	   buys	   Capital	   Cities/ABC	   for	   $19	   billion.	   	   In	   2006	   Walt	   Disney	  
agreed	   to	   turn	   its	   22	   radio	   stations	   and	   ABC	   Radio	   Networks	   over	   to	   Citadel	  
Broadcasting	  in	  a	  deal	  valued	  at	  $2.7	  billion.	  
	  
The	  other	  big	  merger	  is	  CBS	  corp.	  In	  1995	  Westinghouse	  Electric	  Corp.	  took	  over	  
CBS	   Inc.	   for	   $5.4	   billion	   and	   a	   year	   later	   the	   company	   bought	   Infinity	  
Broadcasting	  Co.	  for	  $4.7	  billion.	  After	  these	  mergers,	  the	  company	  was	  renamed	  
CBS	  Inc	  in	  1997.	  Similarly,	  in	  1999,	  CBS	  Corp.	  announced	  agreement	  to	  buy	  King	  
World	  Productions	   Inc.,	   the	   leading	   syndicator	   of	   television	  programs,	   for	   $2.5	  
billion.	  Further,	  Viacom	  Inc.	  announced	  a	  deal	  to	  buy	  CBS	  Corp.	  for	  $81.5	  billion	  
in	  1999.	  A	  year	   later,	  America	  Online	   agreed	   to	  buy	  Time	  Warner	   Inc.	   in	   $135	  
billion	  merger	  agreement,	  the	  largest-‐ever	  combination	  in	  the	  media	  industry.	  
	  
Merger	  of	  Warner	  Communications	  Inc.	  and	  Time	  Inc,	  Time	  Warner	  and	  Turner	  
Broadcasting	  System,	  General	  Electric	  and	  RCA	  Corp.,	  The	  New	  York	  Times	  Co.	  
and	   Affiliated	   Publications	   Inc.,	   Tribune	   Co.	   and	   Times	  Mirror	   Co.,	   News	   Corp.	  
and	   Intermix	   Media,	   Inc.	   are	   some	   of	   the	   many	   mergers	   and	   acquisitions	  
observed	  in	  media	  industry	  in	  last	  few	  decades.	  
	  
The	   trend	  of	  mergers	  and	  acquisition	   is	   continuing	   luring	   investors	   to	   concern	  
more	  on	  income	  and	  profits	  of	  the	  business	  than	  primary	  objective	  of	  the	  media	  
to	  inform	  the	  people.	  	  
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TOWS	  Matrix	  

	   Strengths	  
	  
S1	  Committed	  volunteers	  
S2	  Faster	  growth	  of	  
readership	  
S3	  Experts	  volunteering	  to	  
train	  journalists	  
S4	  Source	  	  of	  positive	  news	  
S5	  Stronger	  partnership	  
S6	  Unique	  product	  to	  sell	  
	  

Weaknesses	  
	  
W1	  Not	  enough	  volunteers	  
W2	  Fewer	  issues/regions	  
covered	  
W3	  Less	  attractive	  for	  
resourceful	  persons	  
W4	  No	  established	  
structure	  
W5	  Challenging	  human	  
resource	  development	  
W6	  Need	  for	  regular	  staffs	  

Opportunities	  
	  
O1	  Market	  leader	  	  
O2	  New	  way	  of	  
presentation	  
O3	  Niche	  market	  of	  positive	  
thinking	  media	  
O4	  Economical	  and	  trendy	  
O5	  Always	  free,	  more	  
readers	  

Use	  of	  Strength	  to	  take	  advantage	  
of	  opportunities	  
	  
S1S2S6O2	  Ensure	  to	  embrace	  
the	  same	  rate	  of	  growth	  
S4O3	  Generate	  contents	  to	  
meet	  the	  demands	  of	  people	  
looking	  for	  good	  news	  
S1O4O5	  Encourage	  volunteers	  
to	  generate	  contents	  for	  free	  
and	  reduce	  costs.	  Embrace	  
more	  committed	  volunteers	  
S5O1	  Widen	  market	  through	  
the	  NFP	  organizations	  in	  
partnership	  
	  

Eliminate	  weaknesses	  taking	  
advantage	  of	  opportunities	  
	  
W1O2	  Provide	  a	  platform	  for	  
new	  talents	  a	  new	  way	  to	  
inspire	  people.	  Increase	  the	  
number	  of	  freelance	  
contributors	  
W2O2O3	  Expand	  the	  
regions/geographical	  areas	  
covered	  to	  inspire	  more	  
people	  
W3O1O3	  Inspire	  people	  to	  lead	  
a	  journalism	  of	  positivity	  and	  
get	  involved.	  Develop	  content	  
with	  extensive	  research	  and	  
factual	  data	  
	  
	  

Threats	  
	  
T1	  Dominated	  by	  big	  
companies	  
T2	  No	  donations	  or	  
sponsorship	  for	  long	  
T3	  Advertisers	  not	  willing	  
to	  pay	  for	  placement	  in	  
OWT	  
T4	  Ads	  snatch	  by	  rivals	  
T5	  Staff	  leaving	  for	  better	  
pay	  and	  perks	  
T6	  Reasons	  for	  readers	  to	  
choose	  OWT	  
T7	  Weak	  reach	  to	  
advertiser	  

Overcome	  threats	  by	  use	  of	  
company’s	  strengths	  
	  
S1T1	  Increase	  the	  readership	  
growth	  rate	  
S1S5S3T2	  Expand	  partnership	  
and	  train	  more	  volunteers	  
S2S6T3T4T7	  Increase	  
readership	  and	  website	  
viewers	  to	  ensure	  advertisers	  
that	  their	  product	  
information	  will	  reach	  the	  
large	  number	  of	  people	  
S4S6T6	  Present	  more	  positive	  
and	  inspiring	  stories	  
S3T5	  Provide	  regular	  training	  
for	  volunteers	  to	  enhance	  
their	  skills.	  Provide	  
opportunities	  for	  volunteers	  
to	  improve	  their	  skills.	  
	  

Prepare	  defense	  to	  minimize	  the	  
impacts	  of	  threats	  and	  weaknesses	  
	  
W5W6T5	  Enhance	  HR	  
development.	  Recruit	  regular	  
staffs/volunteers	  on	  a	  fixed	  
period	  contract.	  
W4T2	  Be	  more	  organized	  to	  
reach	  out	  to	  the	  donors	  in	  
professional	  approach.	  
W3T6	  Generate	  more	  
research-‐based	  and	  
resourceful	  content	  
W1T3T4	  Include	  Google	  
AdWords	  and	  AdSense	  
program	  	  
	  

Internal	  
Factors	  

External	  
Factors	  
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SO	  Strategies	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
	  
	  
	  
	  
	  
	  
	  
	  

O2	  New	  way	  of	  presentation	  
	  

S1	  Committed	  volunteers	  
S2	  Faster	  growth	  of	  
readership	  
S6	  Unique	  product	  to	  sell	  
	  

Strategy:	  	  
Ensure	  to	  embrace	  the	  same	  rate	  of	  growth	  through	  
effective	  marketing	  of	  new	  product	  and	  better	  
mobilization	  of	  volunteers	  

	  

O3	  Niche	  market	  of	  
positive	  thinking	  media	  

	  

S4	  Source	  of	  positive	  news	  
	  

Strategy:	  	  
Invite	  more	  volunteers	  and	  writers	  to	  
generate	  contents	  to	  meet	  the	  demands	  of	  
people	  looking	  for	  good	  news/positive	  news	  
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O4	  Economical	  and	  trendy	  
O5	  Always	  free,	  more	  
readers	  

	  

S1	  Committed	  volunteers	  

Strategy:	  	  
Encourage	  volunteers	  to	  generate	  contents	  for	  free	  
and	  reduce	  costs.	  Embrace	  more	  committed	  
volunteers,	  retain	  old	  ones	  
	  

O1	  Market	  leader	  in	  
positive	  news	  	  S5	  Stronger	  partnership	  

Strategy:	  	  
Widen	  market	  through	  the	  NFP	  organizations	  
in	  partnership	  
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ST	  strategies	  

	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
	  

	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

T1	  Dominated	  by	  big	  
companies	  S1	  Committed	  volunteers	  

Strategy:	  	  
Effectively	  mobilize	  brand	  ambassadors	  and	  
volunteers	  to	  increase	  the	  readership	  growth	  rate	  

	  

T2	  No	  donations	  or	  
sponsorship	  for	  long	  
	  

S1	  Committed	  volunteers	  
S3	  Experts	  volunteering	  to	  
train	  journalists	  
S5	  Stronger	  partnership	  

Strategy:	  	  
Expand	  partnership	  and	  train	  more	  volunteers	  to	  
boost	  marketing	  to	  reduce	  relying	  on	  donations	  to	  
run	  the	  company	  
	  

T3	  Advertisers	  not	  willing	  to	  
pay	  for	  placement	  in	  OWT	  
T4	  Ads	  snatch	  by	  rivals	  
T7	  Weak	  reach	  to	  advertiser	  
	  

S2	  Faster	  growth	  of	  
readership	  
S6	  Unique	  product	  to	  sell	  

Strategy:	  	  
Increase	  readership	  and	  website	  viewers	  to	  ensure	  
advertisers	  that	  their	  ads	  information	  will	  reach	  the	  
large	  number	  of	  people	  
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T6	  Reasons	  for	  readers	  to	  
choose	  OWT	  for	  news	  

S4	  Source	  of	  positive	  news	  
S6	  Unique	  product	  to	  sell	  

Strategy:	  	  
Present	  more	  positive	  and	  inspiring	  stories	  to	  
ensure	  reads	  come	  back	  again	  
	  

T5	  Staff	  leaving	  for	  better	  
pay	  and	  perks	  

S3	  Experts	  volunteering	  to	  
train	  volunteering	  
journalists	  

Strategy:	  	  
Provide	  regular	  training	  for	  volunteers	  to	  enhance	  
improve	  skills.	  Provide	  other	  opportunities	  for	  
volunteers	  to	  widen	  networks.	  
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WO	  Strategies	  

	  
	  
	  
	  
	  
	  
	  
	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

O2	  New	  way	  of	  
presentation	  W1	  Not	  enough	  volunteers	  

Strategy:	  	  
Provide	  a	  platform	  for	  new	  talents	  a	  new	  way	  to	  
inspire	  people.	  Increase	  the	  number	  of	  freelance	  
contributors	  
	  

O2	  New	  way	  of	  
presentation	  
O3	  Positive	  thinking	  

W2	  Fewer	  issues/regions	  
covered	  

Strategy:	  	  
Expand	  the	  areas	  covered	  to	  inspire	  more	  
people	  

O1	  Market	  leader	  	  
O2	  New	  way	  of	  
presentation	  
O3	  Positive	  thinking	  

W3	  Less	  attractive	  for	  
resourceful	  persons	  

Strategy:	  	  
Inspire	  people	  to	  lead	  a	  journalism	  of	  positivity	  and	  
get	  involved.	  Develop	  content	  with	  extensive	  
research	  and	  factual	  data	  
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WT	  Strategies	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

	  
	  
	  
	  

T5	  Staff	  leaving	  for	  better	  
pay	  and	  perks	  

W5	  Challenging	  human	  
resource	  development	  
W6	  Need	  for	  regular	  staffs	  

Strategy:	  	  
Enhance	  HR	  development.	  Recruit	  regular	  
staffs/volunteers	  on	  a	  fixed	  period	  contract.	  

T2	  No	  donations	  or	  
sponsorship	  for	  long	  

W4	  No	  established	  
structure	  

Strategy:	  	  
Be	  more	  organized	  to	  reach	  out	  to	  the	  
donors/advertisers	  in	  professional	  approach	  

T6	  Reasons	  for	  readers	  to	  
choose	  OWT	  for	  news	  

W3	  Less	  attractive	  for	  
resourceful	  persons	  

Strategy:	  	  
Encourage	  volunteers	  and	  writers	  to	  generate	  
more	  research-‐based	  and	  resourceful	  content	  
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T3	  Advertisers	  not	  willing	  to	  
pay	  for	  placement	  in	  OWT	  
T4	  Ads	  snatch	  by	  rivals	  

W1	  Not	  enough	  volunteers	  

Strategy:	  	  
Include	  Google	  AdWords	  and	  AdSense	  
program	  
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Emergent	  strategies	  and	  recommendations	  
	  
Because	  OWT	  is	  a	  new	  company,	  emergent	  strategies	  might	  have	  to	  be	  adopted	  
for	   several	   years	   from	   now.	   The	   company	   not	   only	   has	   challenges	   to	   compete	  
with	   the	  already	  established	  media	  giants	  but	  also	   to	  make	  best	  use	  of	   the	   fast	  
changing	  IT	  facilities	  ensure	  it	  products	  and	  services	  reach	  to	  readers	  in	  easy	  and	  
efficient	  ways.	  	  
	  
The	   company	   needs	   to	   invest	   heavily	   in	   building	   human	   resources	   to	  work	   in	  
spirit	  of	  its	  principles	  and	  philosophy.	  	  Regular	  training	  and	  orientation	  are	  good	  
means	  to	  inject	  OWT	  ideology	  to	  volunteer	  writers.	  
	  
To	  bring	  out	  more	   inspiring	   stories	  and	   let	  others	   replicate	   the	   idea	   to	  build	  a	  
happy	  world,	   OWT	   has	   to	   expand	   its	   partnerships	   to	  more	   organizations.	   It	   is	  
advisable	   that	   OWT	   reaches	   out	   to	   international	   humanitarian	   organizations	  
across	  the	  globe,	  not	  just	  Australia.	  
	  
New	   strategies	   are	   needed	   to	   attract	   advertisers.	   Unless	   the	   company	   earns	  
enough	   to	   sustain	   itself	   economically,	   it	   is	   hard	   to	   inspire	   other	   people.	   It	  
requires	  at	  least	  a	  few	  permanent	  staffs	  to	  ensure	  company	  continues	  to	  operate	  
even	  in	  adverse	  situation	  of	  no	  volunteers	  turning	  up	  to	  contribute.	  
	  
More	  stories	  from	  other	  parts	  of	  the	  world	  are	  necessary	  to	  expand	  readership	  
market.	  
	  	  
Adwords	  and	  Adsense	  service	  of	  google	  can	  be	  good	  alternatives	   to	  make	   little	  
earnings	  to	  meet	  daily	  office	  expenses	  of	  the	  company.	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  



	   22	  

Appendices	  
	  

Appendix	  1:	  Company	  structure	  
	  
	  
	  
	  
	  
	  
	  
	  

	  

	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  

Board	  of	  Directors	  

Chief	  of	  Staffs	  

Productions	   HR	   News	   Volunteer	  
Coordinator	   Marketing	  

Volunteers	  in	  each	  area	  

Community	  
Engagement	  	  
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Appendix	  2:	  Internal	  environment	  
	  
Tangible	  resources	  
	  
Financial	  Resources	   • Weak	  but	  growing,	  most	  from	  sponsorships,	  

less	  from	  advertisements	  
Organizational	  Resources	   • Foundation	  strong,	  good	  planning	  and	  

execution	  process,	  better	  coordination	  
Physical	  Resources	   • Good	  office	  location	  (City),	  good	  office	  

equipment	  and	  furniture	  	  
Technological	  Resources	   • Good	  amount	  of	  computers	  for	  staff	  use,	  

internet	  facilities	  with	  wifi	  
Adapted	  from	  Mitt,	  Ireland	  and	  Hoskisson	  p.	  77	  
	  
	  
Intangible	  resources	  
	  
Human	  Resources	   • Volunteers,	  writers,	  contributors	  and	  

experts	  
Innovation	  Resources	   • Marketing,	  networking	  and	  community	  

engagement	  
Reputational	  Resources	   • Moderate,	  growing	  stronger	  
Adapted	  from	  Mitt,	  Ireland	  and	  Hoskisson	  p.	  77	  
	  
	  
OWT	  competency	  
	  
Human	  Resources	   • Good	  pools	  of	  volunteers	  and	  writers,	  marketing	  

people,	  more	  volunteers	  from	  Uni	  expressing	  
interest	  to	  enter	  media	  industry	  get	  opportunities	  
to	  start	  career	  and	  be	  trained	  

News	   • Inspiring	  and	  positive	  news	  stories	  
• Stories	  of	  success	  and	  achievements	  
• Stories	  of	  talents	  and	  extra	  ordinaries	  

Marketing	   • New	  approach	  to	  marketing	  
• Community	  engagement	  
• Media	  clubs	  
• Partnership	  with	  community	  organization	  

Management	   • Ability	  to	  envision	  the	  future	  of	  news	  
• Courage	  to	  take	  an	  entirely	  different	  road	  map	  on	  

way	  of	  news	  presentation	  
Research	  and	  
Development	  

• In	  the	  process,	  currently	  moderate	  

Community	  
Engagement	  

• Creative,	  engage	  community	  in	  activities	  to	  
encourage	  them	  follow	  on	  issues	  raised	  by	  OWT	  

• Instigate	  others	  to	  take	  up	  the	  agenda	  
Adapted	  from	  Mitt,	  Ireland	  and	  Hoskisson	  p.	  80	  



	   24	  

	  
	  
	  

Appendix	  3:	  External	  environment	  
	  
World	  news	  market	  trend	  (for	  the	  period	  of	  2003-‐2007	  by	  World	  Association	  of	  
Newspapers)	  

1. More	  than	  532	  million	  newspaper	  buyers	  
2. 74	  of	  the	  world’s	  100	  best	  selling	  dailies	  are	  published	  in	  Asia.	  	  
3. China,	  Japan	  and	  India	  account	  for	  62	  of	  them.	  
4. 5	  largest	  markets	   for	  newspapers:	  China	  (107	  million	  copies	  sold	  daily);	  

India	  (99	  million);	  Japan	  (68	  million);	  the	  United	  States	  (51	  million);	  and	  
Germany	  (20.6	  million).	  

5. In	  Europe,	  paid	  daily	  newspapers	  saw	  a	  -‐2.37	  percent	  drop	  
6. Circulation	   rose:	   Austria,	   Bulgaria,	   Cyprus,	   Czech	   Republic,	   Estonia,	  

Ireland,	  Lithuania,	  Malta,	  Portugal,	  Romania,	   Slovakia,	  Albania,	  Moldova,	  
Montenegro,	   Ukraine,	   Argentina,	   Brazil,	   Chile,	   Suriname,	   Bangladesh,	  
Hong	   Kong,	   Indonesia,	   Kazakhstan,	   Kyrgyzstan,	   Macau,	   Malaysia,	  
Mongolia,	   Nepal,	   Pakistan,	   Singapore,	   Vietnam,	   Korea,	   the	   Philippines,	  
Taiwan,	   Algeria,	   Benin,	   Cameroon,	   The	   Gambia,	   Ivory	   Coast,	   Kenya,	  
Liberia,	   Libya,	   Madagascar,	   Morocco,	   Namibia,	   Senegal,	   Somalia,	   South	  
Africa	  and	  Slovenia.	  

7. Circulation	   declined:	   Belgium,	   Denmark,	   Finland,	   France,	   Germany,	  
Greece,	   Hungary,	   Italy,	   Latvia,	   Luxembourg,	   the	   Netherlands,	   Poland,	  
Spain,	   Sweden,	   Croatia,	   Iceland,	   Macedonia,	   Norway,	   Switzerland,	  
Columbia,	   Paraguay,	   Bahrain,	   Iran,	   Jordan,	   Kuwait,	   Oman,	   Palestinian,	  
Saudi	   Arabia,	   Australia,	   New	   Zealand,	   Burkina	   Faso,	   Nigeria,	   Reunion,	  
Zimbabwe	  and	  the	  United	  Kingdom.	  

8. The	  US	  dailies	  saw	  a	  year-‐on-‐year	  circulation	  decline	  of	  10.08%.	  Japanese	  
newspaper	  sales	  fell	  by	  2.70%.	  

9. Chinese	  newspaper	  sales	  up	  by	  20.69%	  and	  Indian	  by	  35.51%	  
10. Stable:	   Bolivia,	   Ecuador,	   Guyana,	   Uruguay,	   Venezuela,	   Cambodia,	  

Thailand,	  Israel,	  Lebanon	  and	  Syria.	  
	  
Free	  Dailies	  
The	  six	  largest	  free	  dailies	  are	  Leggo	  in	  Italy	  (1.95	  million	  copies),	  Metro	  in	  the	  
United	   Kingdom	   (1.37	  million	   copies),	   20	  Minutos	   in	   Spain	   (1	  million	   copies),	  
Metro	   in	  Canada	  (990,000	  copies),	  and	  Que!	  and	  ADN	  in	  Spain	  (959,000	  copies	  
each).	  
	  
Newspapers	  On-‐line	  
	  
	  	  The	   number	   of	   newspaper	   on-‐line	   sites	   grew	   +13.77	   percent	   in	   2007	   and	  
+50.77	  percent	  over	  the	  five	  years	  from	  2003.	  
	  
A	   study	   in	   the	   US	   shows	   that	   newspaper	   web	   site	   users	   also	   read	   the	   print	  
edition:	  81	  percent	  of	  online	  newspaper	  readers	  also	  read	  a	  printed	  newspaper	  
at	   least	  once	  a	  week.	  Half	  say	   they	  spend	  the	  same	  time	  as	   they	  did	  previously	  
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with	   newspaper	   content,	  while	   35	   percent	   they	   spend	  more	   time	   overall	  with	  
newspaper	  content.	  
	  
Also	   in	   the	  US,	  newspaper	  audiences	  grew	  8	  percent	   through	  a	  combination	  of	  
print	  and	  online	  in	  2007.	  
_____________________________________________	  
	  
Internet	  users	  by	  geographic	  regions	  
	  
	  

	  
	  

	  
Millions	  of	  users	  

	  
Source:	  Internet	  World	  Stats	  –	  www.internetworldstats.com/stats.htm	  
Copy	  rights	  ©	  2012,	  Miniwatts	  Marketing	  Group	  
	  
	  
World	  Internet	  Users	  and	  Population	  Stats	  
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Appendix	  4:	  OWT	  Philosophy	  
	  
Our World Today has a philosophy that your interior and exterior 
environments directly affect you as a person. This is in both your 
personal and professional life. What happens in your outside world, or 
society, is reflected in your thoughts, who you are and how you act. 
 
Our World Today is an online news website that provides people with 
an alternative choice to the current trends of negativity and 
sensationalism in news and current affairs. Rather than focus on the 
suffering and destruction in our world, we will capture the truly 
inspiring, the unheard, the stories that make us proud to be human, 
proud to be alive, and by doing so, reconnect individuals with the 
essential spirit that binds us all. 
 
But why do we want to focus on the positive? 
 
We realise we live in a smart society, and that people deserve a well-
informed and educated source of news. This of course means 
absorbing and understanding daily events, including disasters, wars 
and the happenings of the world. However, Our World Today believes 
news does not have to be solely about that. We believe that as a 
society we are far greater than our failures and this deserves to be 
seen. Current trends indicate that the quantity of ‘positive’ news (15%) 
is disproportionate to that of ‘negative’ news (85%), veering away from 
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the original idea of news reflecting a balanced view of society to itself. 
(Noyes, 2005). 
 
Like a good work life balance, so should be the news and our 
surrounding environment. We believe news has a crucial part to play 
in the way society is influenced, and the way people think. Your 
thinking obviously has an effect on your life, and consequently as a 
whole, the actions of the world. We want to allow individuals a chance 
to be inspired, a place to source not only headlines, but positive 
stories from around the world, promoting individuals to be inspired 
and help the world, sharing the positive side of humanity. 
 
We are an independent not for profit organisation, apolitical and have 
no agenda other than to source and publish positive and inspiring 
stories of our world. If we can inspire one individual, they can change 
the lives of hundreds around them, and this many, can go forth and 
change the world. It is all connected, all aspects of life, and the 
scientific proof is now out to show how a positive environment can not 
only affect your chemical and physical state as an individual, making 
you healthier and more stable, but also that happiness and positive 
energy does spread to people around you. We know from personal 
experience the amazing effects of this, and feel passionate about the 
art of story telling and news, as well as our philosophy and creating 
this opportunity for society and the world. 
	  
	  
	  
	  
	  
	  

Appendix	  5:	  OWT	  ambassadors	  
	  

1. Annabel McGoldrick 

2. Mother Maya (Maya Tiwari) 

3. Dr Sharp 

4. Mark Williamson 

5. Benson Saulo 

6. Miriam Castilla 

7. Simon McKeon 

8. Dr. Biswas-Diener 

9. Movin' Melvin" Brown 

10. Madison 'Pip' Stewart  

11. Jeremy Donovan 
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12. Thomas Franklin 

13. Jay Hoad 

 

 

 

 

 

Appendix	  6:	  OWT	  partners	  
 

1. DVE Business Solution 

2. University of South Australia 

3. Diamonds 

4. Habitat for Humanity Australia 

5. Welcome to Australia 

6. Podio 

7. Griffith University 

8. Action for Happiness 

9. Ayoka 

10. The Audio Emnassy 

11. Hills Cider 

12. Hattam McCarthy Reeves 

13. Globe medical 

14. Australian Refugee Association 

15. ActNow 

16. Rest your Eyes 

17. Grancari Estate 

18. The Happy Movie 
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