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Year-to-year changes in newspaper revenues, magazine ad pages
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- FErik Sass(Media Daily News, 6 February 2009), Red Ink: 4Q
Mag/Newspaper Result. Referred from
http://www.mediapost.com/publications/?fa=Articles.showArticle&art_
aid=99912

- The New York Times Media Group(2009). Print Media Losing in a
World of Screens. Refereed from
http://nab365.bdmetrics.com/NST-2-50185452/story.aspx?utm_source=
nab365&utm_medium=email&utm_campaign=enewsletter&ocuid=
NTY30TMOMg==-/94F+ ryc2U8=&r=t

o < 1 AATEIE Aehel tot wel AR Aol Aokt v,
0zzy104@gmail.com)

20094 28 158 5



