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Industry Context



4 DNC Board Presentation

Industry Digital 
Traffic Trends

Significant Audience Declines Since Q1 
2020 Peak

Source: Mather Economics Audience Leaders Exchange May 2022

"Pageviews and uniques are not the favored digital metrics they used to be, but as they fell roughly 20% 
earlier this year [2022] at local newspaper sites, the decline sent a chill through the industry." -Poynter
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The News’ 
Traffic Trends 
Oct ‘19 to Oct 
'22

DNC Board Presentation Source: Mather Performance Module
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DMN Audience Performance



ENGAGEMENT SEGMENTATION DEFINITIONS

LISTENER – ENGAGEMENT GROUPS

ENTHUSIASTS FANATICSSTABLE USERSFLYBYSNON-ENGAGED DABBLERS

Engaged Audience

No time on site One-page view One visit Segmentation algorithm split by data-driven 
thresholds

Propensity to subscribe grows with each segment

Anonymous and known users can be any of these segments, including 
subscribers

Low propensity to subscribe among these 
segments

Transient Audience



LTM 

Pageviews

There is a Wide Variety of Page View 

Performance by Engagement Segment

57

%

34

%

Source: Mather Content Module – Oct-21 – Sep-22



LTM Path 

to 

Conversion 

(PTC)

PTC is Much More Skewed Towards Fanatics

54

%

46

%

Source: Mather Content Module – Oct-21 – Sep-22



LTM 

Conversions

Conversions are Much More Evenly Distributed

53

%

56

%

Source: Mather Content Module – Oct-21 – Sep-22





Newsroom Alignment



% of Pageviews by Section over LTM % of Full-Time Newsroom Resources

HOW WELL ALIGNED ARE DMN RESOURCES TO PAGEVIEWS?

News, Sports, Opinion, and Arts and Entertainment are slightly over-staffed relative to their pageviews.
Business, Al Dia, Food, and HS Sports are slightly under-staffed relative to their pageviews.



DMN Newsroom Matrix by Reporting Beat



Reader-First Framework  [Publisher Example]
Newsroom Matrix by Reporting Beat

Mass Appeal:  Top of Funnel Mission Journalism:  Mandatory

Structure
Prior Content Distribution:  15%

Target Content Distribution:  50%

KPI(s): Pageviews

Internal Stakeholder: Head of B2B

Potential Beats:
• Breaking News

• Elections

• Public Health

• Celebrity

• Retail News

Structure
Prior Content Distribution:  30%

Target Content Distribution:  15%

KPI(s): N/A

Internal Stakeholder: Exec. Editor

Potential Beats:
• City Desk

• Community

• Equity

• Crime

Further Analysis:  Underperformers Premium Content:  Bottom of Funnel

Structure

Prior Content Distribution:  45%

Target Content Distribution:  0%

KPI(s): PVs, Paywall Hit,  Sub Visit

Internal Stakeholder: N/A

Potential Beats:
• Personal Finance

• Visual Arts

• Transportation

• Music

Structure
Prior Content Distribution:  10%

Target Content Distribution:  35%

KPI(s): Paywall Hits, Sub Visits

Internal Stakeholder: Head of B2C

Potential Beats:
• Investigations

• Sports

• Commentary

• Real Estate

• Food



Using Analytics to Drive More Premium Content



Q&A
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