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Perspectives Shaped by Partnering with News Leaders
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Social Media is Everywhere

78% of online Americans aged 

15-34 actively using social 

networks. 

90% of companies feel 

online customer engagement 

“important” or “essential”. 

63% of consumers indicate they 

Social Media is Everywhere
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78% of Marketers  are targeting 

Social Media, Social Networking and 

Web 2.0 companies

72% of consumers use social media to 

research a company's reputation for customer 

care before making a purchase.

63% of consumers indicate they 

are more likely to purchase from a 

site if it has product ratings and 

reviews.
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News is social…

• Read-only publishing falls 

short  online

• News topics fuel a broad 

based conversation

Comments on 

articles

Comments on 

articles

Social Networking 

Profiles

Social Networking 

Profiles
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based conversation

• The news that shapes our 

world is intrinsically social

Reader BlogsReader Blogs
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Defining Social Media

1
User Enhanced Content

Rating , recommending,  annotating content
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Defining Social Media

2

User Generated Content

Blogging, uploading photos, videos
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Defining Social Media

3

Social Networking

Forming connections with other users
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The Changing Web

Five emerging elements of  the changing Web: 

The ENTIRE WEB IS MOVING from a read-only model to a read-write model
1

Think VERTICAL, bring the right content to the right audience with the right advertiser
2
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We live in a SEARCH-driven world, EVERY DOOR IS A FRONT DOOR…
3

CONTENT is marketing
4

An audience is a COMMUNITY waiting to happen
5
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Stories Break Differently 

The news is reported…The news is reported…
The audience reacts…The audience reacts…And the blogosphere contributes a And the blogosphere contributes a 
valuable thirdvaluable third--party perspective…party perspective…

Page 9Confidential



And, occasionally, the audience leads the charge

…while Forums and Photos add a …while Forums and Photos add a 
critical element of value to editorial critical element of value to editorial 
coveragecoverage
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Fostering New Possibilities In Editorial Coverage

Tapping into online audiences to power new, relevant Tapping into online audiences to power new, relevant content content 
channels…channels…

Houston Chronicle
• Segmentation of metro area into 
hyper-local communities
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hyper-local communities

• Cross-segmentation with 3 prime 
affinity areas: religion, 
gardening, motherhood



Fostering New Engagement Model and Sponsorships

Tapping into online audiences to power new, relevant Tapping into online audiences to power new, relevant content content 
channels…channels…

The Economist

• Strengthened bonds with loyal 
Economist readers through high-
energy debates on education and policy
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energy debates on education and policy

• 2008 National Magazine Award 
Finalist and AdAge Hotlist #1 on 
heels of debate initiative

• Monetizes Pluck-powered online 
debate section with Intel 
sponsorship



Organizing Your Audience
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Promoting Users and their Contributions…
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Results

• 24% month-over-month growth rate  in 

traffic as of July 2007

Objective: Drive User Participation Around News Product

•End-to-end social networking with Pluck SiteLife

• 27 topics/channels augmented with Pluck BlogBurst

• Flagship implementation for Gannett enterprise commitment 

Success Profile: USA Today
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traffic as of July 2007

• Logged more than 100,000 new user 

registrations first 6 months after launch

• Currently generating nearly

10,000 new comments per day

• Sole recipient of ONA’s General 

Excellence Award (2007) based on 

pioneering efforts in network journalism
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Success Profile: NatMag - Hearst Digital Network

Objective: Facilitate socially infused magazine experiences for female audience

• Developed AllAboutYou community and editorial portal for women

• Incorporated Blogs, Forums, Photos and Profiles for staff and readers

Latest people and contentLatest people and content
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Moderated member 

forums

Moderated member 

forums

Community highlights and 

content cross-promo

Community highlights and 

content cross-promo
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Success Profile: BSkyB / SkyNews

Objective: Connect readers and staff with social tools

• Hosted staff blogs featuring on-air personalities

• Future extensions with commenting and reader Personas

Staff managed blogs on a diverse 

range of news topics

Staff managed blogs on a diverse 

range of news topics
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Posts and photos from 

guest bloggers

Posts and photos from 

guest bloggers
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