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Reaction: FT goes digital first with single 

global paper - Maxus, Adaptive Lab, 

Havas Media 

 

Read more at http://www.thedrum.com/news/2013/10/11/reaction-ft-goes-digital-first-

single-global-paper-maxus-adaptive-lab-havas-media#PQ43yGr2gHmwiSd5.99 

 

The business bible, The Financial Times, has announced a new, digitally focused 

policy, which will see the introduction of a single, global print edition as it looks to 

follow the trend of running content online first. The Drum spoke to some industry 

experts for their reaction to the decision. 

Creative Review:  

James Bailey, head of B2B, Maxus UK 

 

With the launch of FastFT and ‘featured reader comments’ on the homepage, the FT has 

already proved that it wants to take steps towards establishing a genuine relationship with 

its audiences. This relationship is facilitated by allowing users to interact with content as 

they would prefer to, and enriched through the FT’s respect for audience contribution. 
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What has sat rather uneasily within this progression has been the print product, but rather 

than abandon a (still) strong proposition, they have chosen to redefine it. This re-

evaluated approach caters to the constant requirement for immersive, thought provoking 

media that FT audiences still make time in the day for. This is a revolutionary move for 

such an established title, but one that the FT has the editorial authority to deliver and 

should therefore be commended for such boldness. 

David Graham, head of digital strategy, Havas Media 

 

All credit to the FT who have not been scared to face up to realities and disrupt their own 

business model. Having addressed declining print circulation with a healthy online 

subscription business, they've now turned their sites on how the news itself is produced.  

These days, stories break on Twitter and their prominence is determined in real time by 

digital consumers rather than editorial chiefs. The implications are clear; the role of print 

in the provision of reactive news is being sidelined, and editors no longer have the 

exclusive hold on the news agenda.  

With this announcement, Lionel Barber is moving the FT further from a traditional 

"news" paper - a commoditised space to a source of opinion and context on the news, 

alongside the provision of quality original news - a space where editorial will always be 

sought and valued whatever format it's delivered. 
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James Haycock, managing director, Adaptive Lab 

 

The big news is that the production of the paper will be driven by the online news cycle 

rather than the reverse. This symbolises a lot to the organisation about the shifting 

importance between the channels. 

It was interesting to read there’d be stronger focus on the design of article pages rather 

than section pages. I don’t think it’s news to anyone that the homepage is no longer the 

only, or perhaps even the largest entry point for readers (with traffic coming to content 

from email, social, aggregators) so this approach ensures each article page works like a 

homepage. 

They also mentioned curating third party content. With an ever growing volume of 

content this is a valuable service to readers. The HuffPo and Buzzfeed do this to the 

extreme and to great success (from a traffic perspective at least) but it will be good to see 

considered curation from a brand like the FT. 

So a smart but inevitable move from the FT. I wonder who’s next? 
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