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NEW STRAITS TIMES PRESS AIMS TO BE

MISSION
“To be the preferred news & content 

platform that provides extensive reach & 

offerings to all our customers”
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VISION
“To be Malaysia’s leading digital publisher”



Digital Product / Mobile Application availability and launch date:

TRANSFORMING NSTP BUSINESS
Content consumed anywhere, anytime and by anyone

Freemium 
Content

1-Mar, 2015

E-Magazine

1-Mar, 2015

16-Jul, 2015

21-Mar, 2016

1-Jun, 2016

8-May, 2016

Newsstand

14-Sept, 2016

Web 
Portals

2000

1997

2000

1-July, 2012

1-July, 2012

E-Papers 
Apps.

1-July, 2012

News Mobile 
Apps.

10-Oct, 2015

10-Oct, 2015

10-Oct, 2015

Education 
Portal & Apps.

1-Apr, 2016

29-Mar, 2016

17-Dec, 2017

16-Aug, 2017

2013

Augmented 
Reality

Social 
Media

2014

Discontinued
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INTERNET POPULATION

25.1 million

MALAYSIA POPULATION

31.8 million

Source: 2018 Digital Yearbook by We Are Social & Hootsuite

PENETRATION RATE

79%



N S T P  T O T A L  A U D I E N C E  R E A C H

I N  2 0 17

Source: ComScore, Socialbakers, App Annie & Google Analytics

22.1 MILLION
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*  comScore MMX Multoplatform Dec 2017

LARGEST LOCAL MEDIA GROUP IN MALAYSIA
9.4 MILLION UNIQUE DIGITAL AUDIENCE MONTHLY

WHERE MEDIA PRIMA STANDS NOW
‘0
0
0



Committed to our transformation journey in growing digital revenue streams 

through detailed planning & execution…

Radio Network

Television Network

Content

Media Prima Digital

7%

10%

10%

14%

59%

59%
of Media Prima’s total 

digital revenue comes 

from NSTP
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NON-AD

40%

NON-TV & PRINT

40%

BEYOND MALAYSIA

10%

DIGITAL

20%

20%

NON-AD

5%

DIGITAL

20%

NON-TV & PRINT

2%

BEYOND MALAYSIA

BEFORE
TRANSFORMATION

AFTER 
2020

SEGMENTAL REVENUE
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NEWSROOM TRANSFORMATION

Moving forward, publishing process to be online-led, supported by real time data / analytics

NEW
Process

content-/ 
digital-centric

Description
▪ Process to facilitate story 

generation around trending 
topics based on real-time 
data analytics

▪ Immediate content planning 
for digital throughout the 
day, rather than day-before 
planning

▪ All editors support online 
editors – or become online 
editors themselves

▪ Print content selection 
based on success online

▪ Decisions based on data

Day-before 
assignments 

schedule

Morning 
conference

Print process
Data-driven 
coverage 
according to real-
time data from 
Chartbeat, 
published digital-
first

Decisions for 
daily coverage 
based on real-
time data

>Allocation of 
shared 
resources

>Schedule 
driven by data

Decision for 
stories to be 
published 
based on 
success online

Throughout the dayDay-1

Online decides - Print follows



COMMERCIAL 
CONTENT

NEWSROOM TRANSFORMATION

SPORTS

NEWS

FOREIGN

BUSINESS

MULTIMEDIA

PHOTO

GRAPHICS

NEWSROOM 
CONVERGENCE

NSTP Newsroom Transformation initiative serves a more structured editorial 

management and higher asset monetization potential.
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NEWSROOM TRANSFORMATION

TECHNOLOGY

▪ Chartbeat

▪ Cxense

▪ Scribble Live

PEOPLE

▪ Digital-mindset

▪ Right skills

PROCESS

▪ Digital first
▪ Shared assignment board

PLATFORM
▪ Various content 

distributors

4 vital elements towards successful Newsroom Transformation
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CONVERGENCE NEWSROOM STRUCTURE

CHIEF EXECUTIVE OFFICER

EDITOR IN CHIEF

SENIOR EXECUTIVE 

EDITOR 

(CONVERGENCE)
EXECUTIVE EDITOR

(NST)

EXECUTIVE EDITOR

(BH)

EXECUTIVE EDITOR

(HM)

EXECUTIVE EDITOR 

(PRODUCTION)

EXECUTIVE EDITOR 

(CONVERGENCE)

DIGITAL BUSINESS & DEVELOPMENT

GENERAL MANAGER

INTEGRATED DESK 

PRODUCT MANAGER

(HM)

PRODUCT MANAGER

(NST)

PRODUCT MANAGER 

(BH)

CONVERGENCE 

EDITOR

(SPORTS)

CONVERGENCE 

EDITOR 

(NEWS)

CONVERGENCE 

EDITOR

(BUSINESS)

CONVERGENCE 

EDITOR 

(FOREIGN)

CONVERGENCE 

EDITOR

(REGIONS)

CONVERGENCE 

EDITOR  

(PHOTO)

CONVERGENCE 

EDITOR 

(MULTIMEDIA)

HEAD OF

ESS/ADMIN
CONVERGENCE 

EDITOR 

(COMMERCIAL 

CONTENT)
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DIGITAL TRANSFORMATION 

CHALLENGES
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PEOPLE

SYSTEM / PROCESS

LEGACY ISSUES





LIFESTYLE PARENTING

Exploration into more verticals for monetization

FOOD SPORTS
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THANK YOU..
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