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The Trusted Digital Voice 

#1 local broadcast media site (350 
million PVs) in United States;  classifieds 
that beat Craigslist 

Top 20 newspaper site 
Deseretnews.com, now with national 
edition  

4 to 26 million unique visitors in 4 years 

Travel and tourism information and 
booking site  

107 million Facebook follows 

Deseret Digital Media Trusted voices of light and truth reaching 
hundreds of millions of people worldwide 



The Trusted Digital Voice 
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Estudio de Caso: Deseret Digital 



The Trusted Digital Voice 

Markets always find a way 

Mercados siempre 

encuentran la senda 



The Trusted Digital Voice 

Cadena de valor de participación activa de audiencia 
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Analisis de Datos 
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Our Fear 
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LatinoAmerica 
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Aggregation models 



The Trusted Digital Voice 

Sources of Google Revenue 

Source: http://bgr.com/2014/02/06/apple-
google-microsoft-revenue-sources/ 



The Trusted Digital Voice 

 Display ad and adwords business shrinking due to 
mobile format 

 YouTube threatened by Facebook 

 Search shifting from search to personalized 
aggregation in social media like FB, Twitter, etc. 

 Expanding to longer-form content like Google Play 
and entertainment 

 Working with content owners to develop ad 
network on partner sites 

 58% of revenue comes from international markets 

 

Google is diversifying away from search 
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DDM and Google 



The Trusted Digital Voice 

Brand 

Search Social 

Job To Be Done 

DDM Audience Acquisition via 
FAN Model.  Search is a Key Sector:  

(bookmark, direct, app, etc.) 

“Side door” “Side door” 



The Trusted Digital Voice 



The Trusted Digital Voice 

Google as an Opportunity: 
 
- Google News can be a valuable, although relatively small, source of 
inbound traffic especially for key areas of editorial focus and our specialty 
topics (BYU, LDS, Utah, etc.).  Google News may be a great brand 
positioning resource with our “thought leader” and “influencer” audience. 
 
- Google Search (general) is a key source of traffic and our sites are 
continually being adjusted to be search friendly.  Search accounts for 
about 20% of our referrers on KSL.com and DeseretNews.com.  Google 
News is quite small. 
 
- We look at search as a “long tail” opportunity, especially for our 
“evergreen” content. 
 
- We have never really considered Google as a threat when it comes to 
users consuming our news content on Google News instead of coming to 
our sites.  We believe they are more of a source of traffic. 



The Trusted Digital Voice 

Google as a Challenge: 
 
- As soon as you think you have it figured out, the logic changes!  Google 
is always making changes to their algorithms. 
  
- We are continually trying to figure out how Google News ranks 
competing news articles.  Sometimes there is no obvious pattern. 
   
- We are continually implementing best SEO practices for all search 
engines. 
 
- The best approach is to write highly-compelling, very sharable content 
on a good SEO friendly structure, and then… not worry about it!  Google 
does not want you to game it!  So we don’t!! 



The Trusted Digital Voice 

Google as an Advertising Partner: 
 
- DDM has had great experience with various Google ad platforms, 
including our current ad serving platform – DFP. 
 
- DDM has placed various Google ad services on its sites as 
remnant and has had some monetary success over the course of 
time.  It seems to be best for sites in their infancy, rather than our 
mature products.  We have to monitor such services so that local 
direct buys don’t skirt us and go indirect via Google. 
 
- DDM has also advertised its own sites / products on Google with 
varying degrees of success. 
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Consortium 



The Trusted Digital Voice 

 Initially formed as Yahoo! Consortium with 7+ year 
exclusive contract for ad services across publishing 
industry 

 Services underperformed needs and expectations 

 Parties to contract renegotiated contrct and 
subsequently formed Local Media Consortium 

Yahoo! Consortium 



The Trusted Digital Voice 

 Buying group to negotiate master services 
agreements with vendors 

 Executive director, Rusty Coats 

 Chair, Chris Hendricks, McClatchy 

 50 members, 1,000+ media properties, representing:  

 4+ billion monthly page views 

 470+ million (aggregated) monthly unique visitors 

 156 billion yearly advertising impressions 

 McClatchy, E.W. Scripps, Deseret Digital, Lee 
Enterprises, etc. 

 

Local Media Consortium (2.0) 
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Local Media Consortium - Partners 
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 Lower cost of service 

 Leverage for feature development 

 Standards and speed of implementation 

 

Impact of LMC 



The Trusted Digital Voice 

 DO NOT act to block Google, find new ways to 
mimic and leverage its traffic and innovation 

 Need to modernize our businesses before trying to 
modernize legislation. Move quickly to transform.  

 Create SIP subcommittee to investigate whether to 
partner with or duplicate LMC 

 Measure level of interest among SIP members to 
pursue buying/negotiating group 

 Assess inventory/reach made available by SIP 
member consortium involvement 

Recommendations 


