
#PaidContent
Digital Media Asia 
2017 Singapore



Digital Strategies
in the Publishing 
Industry

From a product 
focused to a customer 
centric approach





Big Data & Small Data



Case: JP Introducing 
paid content business 
model



Big data is a term for data sets that are so large or complex that 
traditional data processing application software are inadequate to deal 
with them. 

Small data is data that is 'small' enough for human comprehension. It 
is data in a volume and format that makes it accessible, informative 
and actionable.

Small Data is what we used to call data. The hype about Big Data 
should not cause us to look down on Small Data. Small Data's 
practicality and depth of insight is often better than big data.

Method triangulation—Combining multiple methods to gather new 
insights



Premium paywall introduced
in 2013



Graphic dashboards supporting double loop learning in the news room.....



Using heat maps to determining how to allocate pixels between paid and free...



Following conversions and engagement on 
social media: Facebook, Twitter, Instagram



Peer learning



Picture posed by model

Recordings of the ability to navigating on the 
website 



Focus Groups discussing what is premium content 
and how big is the willingness to pay...



Design Thinking

• Cross departmental team
• Agile proces
• Short iterations

• Brain storming
• Personas
• Prototyping
• Testing
• Adjusting
• Coding using SCRUM



Same publisher, same CMS, but different business models....

1st screen of leading Danish paid daily’s PREMIUM section and frontpage of 
leading Danish free weekly newspaper.



PREMIUM SECTION

• Exclusive look and feel
• Aesthetics
• No or high end commercials
• Lean back mode
• Reduced complexity
• White space (or negative space)

CONTENT TYPES

• Long narratives
• Reviews
• Themes
• Multimedia productions
• Comments
• Editorials
• Columns
• Etc.

Theme on Vladimir Putin



Results
➢ building of an editorial tool monitoring

individual content units’ conversion rate 
enabling editorial double loop learning

➢ cultural change towards a more agile, 
customer centric & data driven approach to 
product development

➢ improved space management between free
and paid content

➢ better understanding of churn & retention
➢ improved customer journey



EngageReaders
The Research 
Project



Engagement consists of two uncorrelated dimensions: Active 
Time and Positive Affect

Positive

Affect
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Time

&
More
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NEW METHODOLOGY



Scientific research on Digital Reader Engagement by Twipe, Mediahuis, and 
University of Leuven (Belgium)

• Full year of academic research on 
Engagement (University of Leuven)

• Lab experiments and interviews with 
60 people from 2 different newspapers

• 3 months of live data tracking and 
feedback gathering with reader panels 
of De Standaard & Het Nieuwsblad

LAB RESEARCH



What happens in your body while reading?

LAB EXPERIMENTS

Measuring pulse, eye movement, skin conductance,  
and body temperature.



In-app survey to get feedback on title, image and full article

Image

Article

Title

LIVE PANELS

Positive or negative affect + options: it was fun; a usefull tip, it touched me, it was new knowledge...



Some of the findings
• About measuring & predicting Reader Engagement

• There is no correlation between Attention Time and Positive Affect
• Time on Page can be predicted pretty accurately

• About Positive Affect
• Positive Affect is driven by content (fit with interest, learn something new, …), composition

and fulfilling the objective within given time constraint

• About Customer Satisfaction
• Number of pageviews per visit or time on site per session is not valid meassures.

If you present click bate headlines the number of pageviews goes up, but you get negative 

affect....



It is simple to 
measure customer 
satisfaction. 

Do you now the 
level of satisfaction 
of your individual 
online reader?



Focus is on social sharing
and machine learning.

FB emoji reactions can be
used to suggesting
related articles reflecting
the readers reaction on 
consumed content in the 
past....



Machine Learning
& Personalization



Machine Learning Algorithm Outperforms Front-Page Editor

The editor in charge only has to make two decisions. How important is the story, and the 

lifetime of the story. The rest is done by predictive analysis...

Schibsted Group’s own CMS The Creation Suite implemented at Swedish publisher SvD. 



Schibsted Group traces individual usage behavior and curates newsletters accordingly









Schibsted’s VG.no & Aftonbladet.se: approx. 10% of daily visitors pay for content



New roles in the newsroom:

The rise of the:

• Premium Digital Editor
• Chief Digital Officer
• Head of Data & Insights
• Snapchat Editor
• Cross Platform Content Editor

and many more....



The demand for innovative, investigative, and high quality journalism is higher than ever. This is good
news for ambitious journalists eager to make a difference in their newsroom. They are the scarce resource
when it comes to building a paid content digital audience... 



The Building Blocks for Success in Digital Publishing (twipe: 2015)

CULTURE

strategy

organogram

systems &

workflows

design

data

processes



Steffen Damborg

Thank you & let’s meet on LinkedIn!

5 take aways

➢Combination of big data and small data often gives you new valuable insights
➢Engagement and positive evaluation is more than pageviews and time spend
➢Delivering big data tools to the news room facilitates double loop learning
➢High frequent usage drives digital subs and reduces churn
➢There is no one-size-fits-all. Each publisher must tailor own solution

Big or small - start working with your data and your digital subscriptions
Cooperation with universities and vendors can compensate limited resources


