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Welcome to Media Masters, a series of one to one interviews with people at the 
top of the media game. Today I’m here at Google in London and joined by 
Madhav Chinnappa, director of strategic relations for news and publishers at 
Google. Madhav began his career in the news industry, first in the launch team 
of AP Television, and then it United Business Media. He later spent nine years 
at the BBC leading the team which negotiated agency contracts and external 
commercial income. Now at Google, he’s responsible for collaborating with the 
news industry and in 2015 he launched their Digital News Initiative, a 
partnership with European publishers to support new ventures in journalism. 
 
Madhav, thank you for joining me.  
Thank you very much for having me. I’m honoured to be asked.  
 
So, Madhav, your day-to-day role is director of strategic relations for news and 
publishers. What does that mean, what do you do? 
Well, on a very boring level lots of meetings! But more seriously, what I try and do 
and what my team tries to do is to align different parts of Google around how we 
interact with the news industry and also to be out there with news partners and news 
publishers, getting feedback and then trying to put that back into the big system that 
is Google. Because essentially, we are trying to collaborate with the news industry 
coming from the position of being a technology company. And when you look at the 
news ecosystem – it’s probably more than an industry now, I think it’s an overall 
ecosystem – everybody has different parts and different players. And so we are 
trying to do our part in that ecosystem, and me and my team try to navigate our way 
through that with lots of feedback, lots of help from Google teams but also lots of 
feedback from news partners across the European news ecosystem. 
 
Because the traditional criticism going back years was that Google was trying 
to eat the news media’s lunch. Now, I think both sides realise that it has to be a 
partnership and a win-win because you can work without them providing the 
content, and you’re making their content more accessible. 
Yes. I think we’ve always felt that it was a win-win. As you said in the intro, I come 
from the news industry – I’m not a tech person, although I would say I’m the 
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technically dumbest person at Google, but I think that when I was in the news 
industry and dealing with Google, if I’m being direct, as I always am, it was a bit 
difficult to deal with Google and they were a bit difficult to understand. And when I 
used to complain to people at Google about Google they would always say to me, 
“You need to understand we’re a tech company.” And frankly I didn’t really 
understand that until I joined the tech company and realised that the cultures are 
very, very different and so can misunderstand each other. I think that Google, from 
its very beginning days, has always felt that it was a positive part of the news 
ecosystem and tried to do that, but it didn’t explain itself very well and it also wasn’t 
structured in a way that was really easy to understand. Because tech companies are 
based around products, there’s lots of different products that do lots of different 
things. And so if you asked a typical Google techie, “Do you care about the news 
industry in what you do?” They would say a variety of different things. They would 
say, “Well, of course we love the news industry, it’s a really important part of the 
knowledge ecosystem and we have a search over here that sends traffic, and we 
have these ad technology tools like DFP and Atex that help with revenue, and then 
you’ve got YouTube that helps with video, and we’ve got all these things.” And 
having been on the news side of that, I look at all these things and would say, “Well, 
what’s the story?” It was a bit difficult to understand. And so I think in the last number 
of years we’ve tried to be a much better partner, to be much more open as well, to 
explain ourselves, and to take feedback and act on the feedback to try and improve 
and develop the things that we do with the news ecosystem overall. Because as you 
said in the beginning, we are dependent upon each other. 
 
And you’re now talking the language of both sides, as it were, coming from, as 
you do, a media background. Do you find that that helps that when you’re 
talking to these people you used to be them? 
Yes, absolutely. And I think that’s one of the other things that I’ve seen change in the 
time that I’ve been at Google, is that there have been more people from the news 
industry who’ve joined Google, and that helps. And that the culture is evolving, and 
people who understand the news industry, like myself and a number of others, have 
been trying to change the culture of our company from within. And I think that’s only 
a good thing. 
 
And is your job more of a communications bridge building in that sense, or is 
it more setting up connections and building relationships from a commercial 
point of view? What is a typical week? 
A typical week is hard to describe. I would say overall in terms of what my job is, it’s 
more a product and relationship type job than a communications job. There is 
definitely a communications element to it, otherwise I wouldn’t be talking to you here 
now, obviously. But the thing that takes up most of my time is really around product 
and around partnerships. So what, I think if I looked at a typical week, I would 
generally probably travel a bit too much, but I would be going out talking to partners 
about some of the things that we are currently doing, getting feedback on that and 
how we can improve. One of the standard lines you have within Google is ‘feedback 
is a gift’. So it sounds like one of these W1A type lines, but it’s actually true. They 
genuinely want feedback, because I think that’s one of the technology culture 
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aspects of it, that they need the feedback loop to try and improve. But also, when I’m 
talking to partners, it’s about what are the other new things that we should be doing, 
and then we’ll be taking that back into within Google, talking to the right teams, the 
product teams, the partnerships teams, about how things are going and trying to 
align what we’re doing internally to continue to be that positive part of the ecosystem 
that we’re doing. And I think the easiest way to describe that is to talk about the 
Digital News Initiative, which we kicked off about two and a half years ago, which 
was really our first attempt to try and have a much more coherent view to the news 
ecosystem. Digital News Initiative (DNI) has three pillars to it: product development, 
training and research, and innovation. Each of them were built on feedback from the 
news industry saying, you know, we think you should be working more in these 
areas. So product development, quite simply, was about being much more open to 
product development. I mean, again, in my time I was at the BBC but also quite a lot 
of my time when I was at Google, the product development at Google would be very 
much a black box. It was some brainiac in Mountain View developed something, they 
throw it over the fence and you have to deal with it. And quite often, when you would 
give feedback – and I remember this from my time at the BBC – you’d go, “Oh, that’s 
a really good idea but what about this?” You would get the apocryphal ‘you can have 
any colour you want as long as it’s black’. But what we’ve done trying to do under 
DNI is to actually change that culture and be much more open on product 
development, and so we created a dialogue about what are the challenges of the 
news ecosystem and what product development can Google do to try and help in 
that space. I can give you some examples of those if you want. 
 
Yes, please. But just before you do, did you find that… I mean, a lot of people 
are resistant to change. Did you also find that people were… I mean, 
journalists are the most sceptical of people, and rightfully so. But did they feel 
that you were perhaps a wolf in sheep’s clothing, that you had to prove your 
genuine intentions and your bona fides? 
Yes. So I come from a news background, so I’m sceptical, I dare say almost as 
cynical as the as the next person in the newsroom, and yes, we got that from a lot of 
people. And what we said was really simple, which was, “Judge us on our actions.” 
And I think there was a line a long time ago about the difference between scepticism 
and cynicism, and I can’t remember what it was, but I said, “Keep your scepticism, 
because I believe a healthy scepticism is good.” So don’t go into the cynicism and 
assume everything is negative, but judge us on our actions. And I think some of the 
stuff that we did in the product development side has really proven that through our 
actions, whether it’s accelerated mobile pages, whether it’s the YouTube player for 
publishers programme, or most recently some of the stuff that we have started to 
kick off around subscriptions, I think you’ve seen real product development changes 
and initiatives that have been based on feedback from the industry. And, as I would 
say, using the most precious resource that Google has, which has its engineers. And 
so we have a lot of engineers working on initiatives for news that have been based 
on a dialogue that we’ve had about what the challenges in the industry are. 
 
Yes, because you can’t develop these things, however clever these people are 
over at Mountain View, they can’t develop these things in isolation. Surely the 
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wider feedback, the more collaborative you have with the industry, is going to 
make Google a better developer? 
You’re absolutely spot on, and I think the best example of that, I would say, is 
probably accelerated mobile pages, which is AMP. If you forgive me a little origin 
story on AMP, because I think it’s actually interesting and touches on some of the 
points that you made, which is when we started DNI on the product development 
pillar we said, “Okay, we want to have a dialogue about the challenges of the 
industry.” This is two and a half years ago. So at that time, there were a number of 
issues, and the number one feedback that we got was about mobile, and it was 
mobile is challenging. You know, everybody’s moving to mobile and it’s difficult for 
us. We also have a lot of these “platforms” coming to us and saying, “Give us a feed 
of your content and everyone has a different feed and we’ll have some business 
terms…” Everyone has different business terms, and whether that was Facebook 
instant articles or Snapchat discover or Apple news or even Google Play newsstand, 
it was complex for news organisations. And when we had that dialogue, and the 
engineers looked at that in Mountain View, they actually diagnosed the problem is 
that the mobile web was too slow. And that’s actually why all those platforms were 
saying, “Hey, send us a feed.” Because when you click a link in your news feed,  it 
was taking too long to load, allegedly. So they were saying, “Send us the content.” 
And when they realised that this was about the speed of the mobile web, the 
engineers were like, “Well, we can’t solve that, that is actually an ecosystem issue.” 
And that’s why they developed accelerated mobile pages as an open source 
initiative. It is a form of HTLM, and I refer you back to the comment about me being 
the technical dumbest person at Google, so forgive me…  
 
I know what HTML stands for, but I don’t know anything else, so don’t ask me 
any follow up questions! 
Me either! But very simply, it is just another way of publishing that is designed for the 
mobile web. It is not owned by anyone, because it’s open source, and everything 
lives in the open. You can go to GitHub, which is the repository for open source 
projects on the web and you can contribute there. And that has, I think, been a real 
difference in approach of what we have done in this area, and it’s paid huge 
dividends on that because it’s an ecosystem thing where everybody in the 
ecosystem benefits if the mobile web is faster. And it keeps the control on the 
publisher’s side, and it’s a great user experience so it is, again, another win-win. And 
for me personally, I think it was a really great example of how collaboration benefits 
everybody, and there have been a few critics of AMP along the way, and what we 
always say to them is, “Fantastic, get involved.” If AMP is not doing something that 
you want, get involved, and you can try and solve that and be part of all the groups 
that are doing that, because it’s being done in that way. So that’s just one of the 
product development things that we’ve done, and I think it’s been hopefully pretty 
impactful. I probably need to look up the statistics because they change all the time, 
but we’re talking about billions of AMP documents that are produced, with hundreds 
of millions of domains. 
 
Every link anyone ever sends me is always now Google .co.uk/amp/ whatever 
it is.  
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Well, I think that’s great because you’re probably watching it or reading it on your 
mobile.  
 
Exactly.  
And I think the other thing is, the great thing about it being open source is that it’s not 
one person’s or another’s. And often, I would say that that AMP mischaracterises 
Google’s AMP. And it’s not, it’s an open source initiative. And my living example of 
that it’s not a Google thing is the fact that Microsoft Bing Bing uses an AMP as a 
format. And so you can tell that it’s something that is an industry issue. 
 
I mean, Apple is making a big success of walled garden type software, 
whereas Google, in its Android operating system and various other things, has 
open source. Do you think there are advantages and disadvantages to both? 
Oh, absolutely. And I think that’s fine. I think technology companies do different 
things in different ways, and I think from a Google perspective our principles have 
always been around open, about the health of the overall Internet, and to build things 
for everyone. And I think that’s the approach that we take. Apple take a very different 
one, Facebook do different things, Amazon do different things. I find it personally 
slightly frustrating that these technology companies get lumped together, when they 
actually do very different things in very different ways. But from our principle, as you 
said, we’ve always been about open, whether that’s Android or the open systems or 
the open architecture that we do and try and promote. 
 
Yes, because even as an end user I listen to Audible, which is an Amazon 
company, and if I’m on my iPhone and I’m on the Audible app, I can’t buy a 
book on the app because Audible don’t want to give Apple the 20%, so I have 
to add it to a wish list, go on to the web, buy it and go back to the app and it’s 
just seems a contrived thing that the end user has to do this workaround just 
because these people can’t seem to organise the money. Tell us about the 
actual innovation fund that the DNI has done. I mean, you guys are actually 
putting real money into it into a pot that people can use. 
Yes, we are.  
 
That’s quite generous.  
That’s what I call the third pillar of DNI, which is around trying to stimulate innovation. 
And again, when we started DNI two and a half years ago, what we said is that we 
were setting aside €150 million to try and stimulate innovation in the new European 
use ecosystem. And we created an innovation fund, and I think we did it in what I 
would consider the craziest way possible, which is that we said this is a fund for 
innovation in digital news, and we didn’t really define what innovation was, and we 
didn’t even define what news was. But in our defence, that was intentional. Because 
again, one of the things I’ve learned at a technology company is that you never know 
where innovation comes from. And so we wanted to be, again, as open as possible. 
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So how’s that going? I mean what applications, claims on that money have 
come forward? 
So we’ve had four rounds of funding. We’ve recently announced the fourth round on 
December 13, the results of the fourth round, but I think that we’ve had a great 
uptake on that. And what we’ve done is we’ve tried to iterate it in each of the rounds 
based on feedback. It’s governed by the DNI Fund Council, and that’s independent 
of Google. There are 13 members, only three are from Google. The rest are from the 
news ecosystem, whether they’re CEOs or editors or start-ups or academics in the 
space, and they give us feedback on each of the rounds on how they do. We’ve got 
an independent project team that do a lot of the first line of assessments and the 
council do make the decisions in the end. 
 
So there’s an arm’s-length-ness to it, so it’s not like you guys have got a lot of 
money and you’re dishing out as you see fit. 
Absolutely. And you can go on our website and find out all the governance rules, 
we’ve been very open about that. It is very much at arm’s length, and independent of 
Google. And it also has lots of procedures about how, if they are involved with, or 
they know of, someone that is an applicant they will recuse themselves from that 
decision-making process. So it is all above board, and you can find out all the 
information on the website as well. 
 
We might make an application for some funding ourselves with this podcast! 
Well, there you go. And interestingly, the feedback that we got after the first three 
rounds was that there was some great innovative projects, whether it was in fact 
checking or machine learning or even in audio, but one of the feedback we got from 
the market and also the guidance we got from the Council was that we should 
actually be a bit more focused in round four, so round four was different, and what 
we did in round four was require that the large and medium projects be focused on 
monetisation, because monetisation was seen as the biggest challenge of the 
industry. And I think that really was a good evolution of the fund. It definitely had a 
different set of results from that, I think it was really good. And we continue to work 
on what the next round will be like under the guidance of the council. 
 
I mean, monetisation, if you’ll forgive the cliché, is the million dollar question, 
isn’t it? Because there seems to be different types of solutions for different 
types of products and there is no one size fits all solution. I mean, I subscribe 
to the FT, you know, they let me read five articles for free and then you have to 
pay. Other websites like The Guardian or the BBC, the different ways that 
they’re structured offer it free at the point of use. And then there are things like 
the Times where I pay £20 quid a month to look at. It’s a difficult thing to get 
right. 
Yes, is the simple response to that. I would also say that I think we are still in a 
phase of experimentation, but I think you hit the nail on the head, which is there is no 
one size fits all. And if I could be somewhat personally critical of the industry, I think 
sometimes there is a desire that there is one solution, and there is an ability to 
almost like there’s a false messiah problem. If you go back in time it was like, “The 
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iPad is going to solve all known problems,” if you remember when the iPad was the 
Jesus tablet and all that. And recently you had native advertising, and then you had 
the metered paywalls, and now you’ve got subscriptions, and I think it’s an ‘and’ 
issue – we need to be doing multiple different things, and the things that are relevant 
for you as a news organisation and for your users as well. But it is undoubtedly the 
biggest challenge facing the news ecosystem in my personal view. 
 
What’s the biggest challenge facing Google at the moment? Should Google be 
seen as a publisher responsible for its own search engine content, or is it a 
neutral platform, driven by an algorithm? That whole fine line about where you 
take responsibility in some way, or don’t. Because whichever side you go on is 
going to have business and usability experience issues and implications. 
Yes. It is something that we take very seriously here at Google. I think that what I 
would warn against is to take sometimes the old models and try and apply them in 
the new world. And so I think from our perspective, quite clearly, we are not a 
publisher, we are a search engine. We are directing people to content that’s out 
there, that’s on the open Internet, that is there and is controlled by the people that 
put them on the open Internet. We just direct people to that as in our core function as 
a search engine. I also think some of the things, when you look at Google’s place in 
the ecosystem as well, we are actually quite regulated. There’s often a feeling like, 
“Oh, it’s the Wild West!” and that’s actually a myth. And I would say we’re probably 
regulated in a much more complex fashion than anyone really realises, because we 
are subject to the laws of every country that Google is available in, and they vary in 
every single country. And we take that responsibility very seriously across all 
different types of content, anything from terrorism material all the way to copyright 
and everything, and issues like that. So we are very cognisant of our role, and I think 
that’s also why we try to be very thoughtful in what we do. And the word thoughtful is 
one that Sundar, our CEO, actually uses a lot. I thought about it because somebody 
was saying to me, “You use that too much.” But I think it’s actually a very important 
word, because when things are so complicated in the world that we’re in, you do 
actually need to be thoughtful in what your responses are. And someone was telling 
me the difference between a reaction and a response. You react almost without 
thinking about the consequences, whereas a response is where you spend some 
time and you think about what all of these issues are. And often, I think people can 
think about Google in certain ways, either with taking the structures of the past and 
trying to implement it on the present and on the future, but also they think about it a 
little bit in their personal context and not the broader context. And we’ve seen that 
with a lot of complicated issues. The right to be forgotten is a great example of that, 
which a lot of the news publishers – I mean, actually I would say every news 
publisher that I’ve ever spoken to thinks that’s a terrible idea. Google, we argued 
against it in Europe until we lost at the highest level, and… 
 
Ultimately you have to comply with the law.  
Yes, and we comply with the law. And that’s what we do, and actually sometimes the 
publishers complain to us for complying with the law. And it shows that there are a 
lot of different and nuanced issues in this space, and we take them very seriously. 
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I mean, as a truly global company, you’re dealing with the problems that the 
dissemination of media has in a globalised environment. So, for example, like 
Holocaust denial is obviously very deeply unpleasant, but would be protected 
under the First Amendment in America, and people would fight for people to 
deny the Holocaust. Unpleasant as it is. Whereas it’s a criminal offence in 
Germany and France, and if you search for Holocaust denial materials, rightly, 
you have to comply with the law. How does it work to manage all of that kind 
of thing, and also when you’re dealing with countries where perhaps, like for 
example Turkey or China, where there’s censorship of journalism, where 
there’s a moral aspect to it, where you think, “Well, of course Google wants to 
exist in Turkey, and we’re going to help the Turkish people, but in order to do 
that we have to comply with Turkey’s laws,” even if you may not agree with the 
ethics of them.  
So I would say it’s a balance and it’s complicated, is the simple response.  
 
It’s a three-hour podcast, so we’re okay. 
Yes, exactly. And getting into some nuances that will probably put some people to 
sleep. But what I would say is that I think that overall we have our principles that we 
adhere to, and that we obey the laws in the countries in which we operate. And we’re 
always looking at what that balance between those two things are right. Because, as 
you said, what applies in the US and what applies in Germany, which you would 
actually say are two western democratic countries, are actually quite different. You 
go to Turkey, or even increasingly Poland, whether you go all the way to China, 
Russia, Saudi Arabia, it’s all very different. So we do take these responsibilities very 
seriously, we have a lot of people in our policy teams who think about them, and it is 
sounds strange to say this, but it is always a live thing, it’s always ongoing because 
the content that is going out onto the open Internet is increasing all the time. So 
you’re coming across issues that you’ve never seen before. There was some 
statistic, also just from a search engine perspective, I think 15% of all the searches 
that Google sees on any day they’ve never seen before, so this is a constantly 
evolving issue. So it can be very difficult to say, “At this moment in time, this is what 
it is and it never, ever changes,” because that’s actually not the world that we live in 
now. 
 
And actually it’s very interesting how it’s making me lazy, because I can just 
google a rough approximation of the spelling of what I want to google and 
Google will know what I meant and google that. I mean, it is actually 
encouraging laziness. I give a presentation a couple of weeks ago where there 
was a whiteboard and I was handed a pen and told to write things and I was 
filled with horror, because of course I rely on spellcheck! I haven’t written 
anything about that so publicly. It’s amazing how things are changing. 
It definitely is. I do always wonder about that with my own daughters – I’ve got a 
nine-year-old and a 15-year-old – and I was wondering, “Are they too reliant on the 
spellcheck?” But then the other side of the coin is I think about my best friend from 
high school who I grew up with, who is dyslexic, and because he was dyslexic in 
school he was seen as being one of the dumb kids, and so was put into the dumb kid 
programme. He is actually very smart and actually now works in computers. And he 
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said that it’s been empowering for him that’s something that was actually holding him 
back is not even an issue any more. So again, I think technology can be good and 
also has issues that you need to work through as well. 
 
How does the algorithm work in terms of the ethics of fake news? I recently 
gave up Facebook because their algorithm would say because a million people 
have shared this then it should be my news feed, and I started to object to that. 
How does it work in terms of what you do? Because with it being an 
automated algorithm, how do you stop the dissemination of misinformation 
and fake news, or do you even see that as your job to do that? 
So I think it’s important to understand that what Google does and what Google 
doesn’t do, and often in this fake news discussion people conflate Google and 
Facebook – actually, in a lot of things people conflate Google and Facebook, and we 
can come back to that. But I think when you look at it, what we do and what 
Facebook does is very different, because we are a search engine at our core, and 
therefore you give Google a clue what you’re looking for and then we try to return 
back a set of results that are relevant to you. Facebook, with their news feed, is very 
different; you don’t give them a clue what’s going on. So I think the techies talk about 
a queryless platform vs. a query-driven one. 
 
With an observation algorithm they look at what you’re looking at and what 
you are interacting with and then presume to then push information on you 
rather than, as you say, react to a search query. 
Yes. Which means that were in a different position in that kind of fake news problem, 
and actually a lot of the evidence that we’ve seen is that people are using search 
engines to check. So you may see something in your news feed and you’re like, 
“Hmm, I’m not sure about that.” You actually use the search engine, and therefore 
you’re doing that set of results. And I think what we have seen at Google is that this 
has become more and more of an issue because of the changing dynamics. We’ve 
always, from the beginning of Google, been about trying to give you the right set of 
results for the query that you’re doing, and so on one level, fake news is almost like 
spam, or news spam. And we have a very large and very active and brilliant web 
spam team that work to make sure that you’re getting that right set of results, but 
we’ve also been doing increasingly a lot more in that whole fake news space. And I 
was talking with somebody who told me I shouldn’t be using that phrase any more, 
so apologies to Claire Wardle at the First Draft Coalition. But I think what we’ve been 
doing is trying to flag up and give information to the users about things. So we 
implemented recently a label in Google News and in Google search called the fact 
check label, and that was where you can see where things have been fact checked 
by fact checkers. I think that’s been very helpful. We have also worked with 
organisations like the First Draft Coalition to really work on quality information, 
particularly at important times, around elections in particular, which seems to be the 
spikes in that. And we’ve also worked on trying to reduce the monetary aspect of the 
whole fake news phenomenon, and cleaning up the ad networks, and increasing our 
diligence in what we do there and who we accept to make sure that you’re not 
having these kind of – forgive me – the stereotypical Macedonian teenager who is 
making money off that. So that is an ongoing issue that we take very seriously 
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because it’s at the core of our product. If you were doing searches and getting bad 
results, you’re going to go to another search engine and that’s going to be bad for 
Google. So it’s core to what we do. It has been for a long time and we continue to 
work on that going forward. 
 
What is your relationship like with these tech behemoths like Amazon and like 
Facebook and like, for example, Apple? I use Google Chrome on my iPhone 
and I actually discovered the other day that it is, because Apple won’t let you, 
it is actually just Safari, their rendering engine, with a Google badge on. And 
you can’t do any more because Apple won’t let you. And of course, you can’t 
say that – I don’t know if you’re allowed to say it or not, but of course you find 
these things out, and I imagine… because your success is their success and 
vice versa. So you somehow have to rub along together. 
Yes, and it goes back to the point of that ecosystem, which is that we’re all in that 
ecosystem together. And if you look at Apple, they run a very well organised walled 
garden, to use your phrase, and on a lot of levels that produces a great benefit to 
users, and we try to interact with that. And I could make that example with Amazon 
as well. And we try and interact with them as best as possible; those relationships 
are generally managed at the Mountain View level, very high level, and there’s lots of 
different elements to that. But again, from a Google perspective we try to do what we 
think is the right thing for our users overall, and that’s our North Star is what’s the 
right thing for the user. 
 
How will it work in terms of Google’s relevance with the increasing 
amplification of news? Like for example, I want to read the Times. In the old 
days I would have just googled the Times and it would have come up on my 
browser. Now I’ve got an app on my phone, there’s literally no involvement of 
Google there at all. 
And I think that’s just the evolutions of the market as you go along, and I think that’s 
one of the things that we’re very well aware of, but things that are, as I said, good for 
users, users are going to do. So if the app experience is good for users, people are 
going to use apps as much as possible. I think there’s also growth in the different 
types of technology, so there’s a technology called PWA which is about taking the 
open Internet and having it be using the technology  I’ll refer you back to I’m the 
technically dumbest person at Google – but basically having a lot of the benefits of 
apps on the open mobile web. And I think that shows that things change over time as 
well. I mean, I remember when I first got a phone that had access to apps. What’s 
the first thing you do? You’d like download every single app you possibly could back 
in the day, right, and then you find out that you use what, four?  
 
At best.  
Yes. And you use them in certain situations. So I think things are changing. Things 
are changing as we go. And this might be, what’s the phrase, this maybe anecdata 
as opposed to actual data, but if I look at the way that my daughters consume media, 
the 15-year-old and the nine-year-old consume it in different ways. It’s kind of 
fascinating, and as a father quite scary too, but it shows that there is no one thing, 
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there’s no one way and this is the way that we’re going to do it from now on. I think 
it’s going to continually evolve. And for me, personally, the biggest change in the 
news industry is that the technology has shifted the power from the news provider to 
the user. The user now has much more choice than they’ve ever had before are 
about where they want to spend their attention, and now everybody is competing 
with everybody. When I started in the news industry 20 odd years ago, TV people 
thought they competed only with TV people, radio only with radio, newspapers only 
with newspapers. You still see that now actually at that news conferences, they’re 
generally newspaper ones, and they’re broadcasting ones, and there’s radio ones. 
There’s very few that are multi-media. And yet from a user perspective, you use 
different media at different times. 
 
But the lines between that segmentation of different platforms is becoming 
blurred. Like I watch a lot of YouTube on my television. I watch a lot of 
television programmes on my iPod and on my iPhone and even on my laptop. 
The platform defining the content is long gone, I would say. 
I think you’re absolutely right. And I think, for me, it’s the powers at the user end. And 
now the user can get access to the information, the entertainment, the news, 
whatever that they want, whatever they want, wherever they want. And particularly 
with the mobile phone, it’s with them 24/7. And I think that is a fundamental shift in 
the overall ecosystem, and it means that a lot of the underpinnings of the previous 
news ecosystem that I grew up in, the rules are being rewritten. And for me, again I 
would say this is a thing that I learned from a tech company, is that that user focus is 
that key element. In the olden days if you wanted to find out what happened in the 
news you had to wait till 10 o’clock at night for the 10 o’clock news, right? That 
doesn’t happen any more. Or you had to wait for the newspaper. That doesn’t 
happen any more.  
 
We only now wait for the 10 o’clock news to see whether Huw Edwards is 
doing the Huw, you know, that opening bit where he does with his arm. There’s 
even a Twitter account with it now! It’s insane. You do a lot of public speaking 
representing Google. What kind of reaction do you get from the industry? Are 
they trying to constructively engage with you now? And what’s top of your ‘to 
do’ list in this job now, when you’re dealing with those people. And what’s on 
the top of their ‘to do’ list? 
So I would say, in terms of the reaction, I would say thankfully the vast majority is 
very constructive. I think on some levels it’s got easier in my job because we’ve been 
doing more. I think the first year of DNI was probably the toughest year, because it 
was we had to prove ourselves and there were a lot of cynics in the audience, shall 
we say, who thought that this was all a bit of a PR stunt and it was all rubbish. But 
then when we started to really have product development stuff as well as the things 
that we did with the training and research pillar – which I didn’t talk about but I should 
because it’s quite important as well – and innovation, it was like, “Okay, Google is 
serious about this.” And one of things that helped as well is that our CEO, Sundar, 
has been fully behind this and he is the sponsor of DNI. He is personally a news 
junkie himself and is very concerned about the health of the overall news ecosystem. 
So I think it has become a much more constructive conversation. It’s not 100%, there 
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are still cynics out there. I think there are also people who have particular axes to 
grind, and do things in certain ways, not really about Google but more for positioning, 
shall we say, if I’m trying to be, for once, diplomatic and polite. And I think in terms of 
what’s top of mind, what I hear probably the most in terms of from the publisher side, 
is it’s often from the newspapers in particular, it’s about the transition to digital, and 
some of them still feel it as a transition – but it goes back to your point about the 
monetisation, which is that there are very few companies where digital makes more 
money than print from the newspaper side, and that’s a real challenge because the 
print monies are dropping precipitously and digital isn’t coming up faster. You’re not 
going to the crossover point yet. A few companies have done that, the FT in 
particular has done that. So people are still trying to figure out how that transition will 
work, because no one is saying, “Oh, well, forget that digital stuff, it’s never going to 
last.” It’s how they manage that transition and what is the right news organisation 
that’s fit for purpose for the 21st century. And actually, that’s where the second pillar 
of DNI about training and research comes in, which is we have a team called News 
Lab who run training for newsrooms and journalists about the Google and digital 
tools that are out there that are useful for journalists. Because when I worked in 
APTV’s newsroom, let’s just say it was a much simpler world back then! And it is a 
much more complex and complicated world, but there are also many more 
opportunities than there ever were before. 
 
What kind of tools are at their disposal. 
Yes, exactly. I mean, the example that I gave is that I was involved when I was at the 
BBC, when we are a small part of a larger team that helped put together the user 
generated content hub, the UGC hub, which is where you can send content to the 
BBC. And back in the days, it was pictures at that point, it was seen as being a 
revolutionary. 
 
BBC Me, to use a W1A analogy. 
Yes. And people sending in pictures to BBC News was somewhat different, shall we 
say, culturally back in the day. And the biggest worry was we’re going to get 
spoofed. Someone’s going to send us pictures that are not what they purport to be. 
And so there were a lot of procedures about how you call the person back, you do 
this, you do that, and now you have something called Google reverse image search 
where you can take an image and put it back onto Google and say, “Has this been 
on the open internet anywhere?” 
 
Which I still think is witchcraft. It is amazing technology. Who in hell’s name 
came up with that? 
Well, it’s brilliant and I wish they had that when we were in the UGC hub, it would 
have been a bit simpler! But again, it shows I think that’s the thing about technology, 
is there’s great things about it, there are some challenges about it, but normally even 
with the challenges the technology improves upon itself. So technology was great 
because you could send pictures, technology then was bad because you could fake 
pictures, but then the technology is figuring out that the pictures are fake, right, and 
you continue and have that cycle of development. 
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It’s a bit like the escalating arms race between virus writers and anti virus 
writers, and the fact I always have to download updates on my laptop because 
the virus writers have found a way to outwit the current antivirus software, and 
therefore they have to update themselves, which forces the virus writers to 
update.  
Feel free to edit this bit out, because it’s a shameless Google plug, but you should 
use a Chromebook if you have that issue.  
 
Yes, well I refuse to ever change my laptop, I’ve got a Windows laptop. My 
wife’s got a Mac and I’ve got an iPhone. I just don’t know why but I just refuse 
to ever change. Because I’m old! I’m like, 42. I’ve been using a Windows PC for 
ages, but there you go. This was like a job interview question, but four or five 
years from now, if your job has been successful, what will have changed? 
I would love to say that the news ecosystem in Europe and globally was in a healthy 
economic state. That would be wonderful. I don’t think that would have anything to 
do with me in my job, but I think that would be wonderful from an ecosystem 
perspective. I think more core to what I do is I would hope that the collaborative 
dialogue and culture that we built through DNI continues and that we see many more 
things coming out of that collaborative approach. I’d like to also see, personally, I 
think I’d like to see much more collaboration between news organisations. That’s one 
of things that we’ve been trying to encourage throughout the DNI Innovation Fund, is 
getting people to collaborate together. Because the challenges that everybody faces, 
most of them are quite similar, and whether that’s across borders, or even within 
countries, people are facing similar challenges. And what I would hope for is also 
that overall from a user perspective that the user experience of news is a much 
better experience than it is now. I’m not saying it’s bad now, but I think that 
technology could allow it to be much better. I think we’re still in the early days of 
news on digital. It reminds me, I had a colleague at the BBC who had a picture of the 
very first television news broadcast that they had from the BBC, and it was a man in 
a dinner jacket with a radio mic like this one in front of them talking, and they filmed 
radio. That was the first TV news that they did. 
 
It doesn’t sound any different from Afternoon Live, Simon McCoy’s show on 
the News Channel right now. I only say that because he’s a listener and I know 
that he’ll be annoyed by that. 
But I think that on that, we’re still… sometimes I think about the output of what I do or 
what I read, and consumers, as a user, and I think we still might be filming radio right 
now when it comes to all the potential that digital has. So I hope we can unlock a lot 
of that digital potential for the betterment of the news ecosystem. 
 
Are you almost pushing against the nature of capitalism itself? Because when 
you were saying about how you were encouraging news organisations to 
cooperate, what sprang to mind then is what if the Times got some competitive 
edge over the Telegraph, why would they share that with them? Because 
they’re trying to get more readers and crush the Telegraph. 
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So I think again, as ever in life, it’s always more nuanced than that, which is I think in 
the news industry you’ve always seen collaboration, but a lot of it was in the back 
office stuff like sharing printing presses, or in the UK in particular the ownership of 
the Press Association. There’s been collaborations there. And I think there had been 
also an instinct that, on the editorial side, we compete – and I think that’s absolutely 
right. But I think there are these newer areas around the technology where you can 
see the benefits of collaboration, and I think people need to be more nuanced in their 
decisions to decide what should we compete on and what should we collaborate on. 
And I don’t think it will be the downfall of capitalism. Actually, I think it will improve 
the overall situation for everybody. 
 
Last question. I know you’ve only got a minute or so left. What advice would 
you give to someone that really wants to join Google? They want to join the 
upper echelons of the management team, sit with you and Matt Brittin and 
Peter Barron around the top table. What is the key personality trait you need to 
get ahead in Google? 
Flexibility and computer science. So if I could go back in time and do my education 
again, I would want to be a computer scientist. I’m not sure I’d be any good as a 
computer scientist, but I think that helps not only from an asset base but also a way 
of approaching the world and thinking about things. But I think you need to balance 
that with flexibility as well, because Google is a wonderfully crazy company and so 
you need to be able to roll with everything that it gives you. 
 
Madhav, that was a hugely enjoyable chat. Thank you ever so much for your 
time.  
Thank you very much. Thank you. 
 


