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San Pedro Sula, Honduras 00143
(504) 2508-3110

(504) 2557-3102
ceo.gopsa@go.com.hn

III

Jamaica

Christopher Barnes

The Gleaner Company Media Ltd
7 North Street

Kingston, Jamaica

(876) 922-3400

(876) 922-6297

christopher.barnes@gleanerim.com

México

Carlos Benavides

El Universal

Bucareli # 8 Colonia Centro
CDMX, México 06040

52 (555) 709-1313

carlos.benavides@eluniversal.com.mx

Alejandra Brambila
Reuters

Blvd. Manuel Avila Camacho 36-19
CDMX, México 11000

(52155) 3933-1842
Alejandra.brambilacantu@tr.com

Armando Castilla

Vanguardia

Blvd. Venustiano Carranza 1918
Saltillo, Coahuila, México
(5284) 4450-1000
acastilla@vanguardia.com.mx

Adriana Alonso Carrefo
El Universal

Bucareli # 8 Colonia Centro
CDMX, México 06040

52 (555) 539-7490
caricatcarreno@hotmail.com

Luis Carreio

El Universal

Bucareli # 8 Colonia Centro
CDMX, México 06040

52 (555) 539-7490
caricatcarreno@hotmail.com

Maria Esthela Cruz

El Orbe

Avenida Chiapas, MZ M Altos 2
Fraccionamiento Insurgentes
Tapachula, Chiapas, México
(5296) 2626-7717
enriguezamoracruz@hotmail.com

Enrique Gomez Orozco
Periodico AM

Calzada de los Héroes # 708
Ledn, Guanajuato 37500
524 (111) 188-2100
egomez@am.com.mx




Cecilia Gomez

Peridédico AM

Calzada de los Héroes # 708
Ledn, Guanajuato 37500
524 (111) 188-2100
egomez@am.com.mx

Rosa E. Gonzalez

The New York Times News Service &
Synd.

Avenida Universidad 2014.

Edificio Perd M-4

Romero de Terreros, Coyoacan
CDMX, México 04310

52 (552) 271-1374
rosagg@nytimes.com

Daniel McCosh

Grupo Salinas

Periferico Sur 4121

CDMX, México 14140
(5255) 1720-0059
dmccosh@gruposalinas.com

Andrea Miranda

El Debate

Blvd. Fco. Madero 555

Culiacan, Sinaloa, México 80000
(5266) 7759-0900
Andrea-miranda@eldebate.com.mx

Enrique Prida Carvajal
Sintesis

23 Sur # 2504. Col Volcnes
Puebla, Puebla, México 72410
52 (222) 551-0050
apresidencia@sintesis.mx

Martha Citlalin Ramos Sosa
Organizacion Editorial Mexicana
Guillermo Prieto No. 7.Col. San Rafael
CDMX, México 06470

(5255) 5566- 1511
mramos@oem.com.mx

Roberto Rock

Grupo La Silla Rota

De La Republica 35, Tabacalera
CDMX, México, 06030

(5255) 2107-6717
rockroberto@gmail.com

Violeta Rock

Grupo La Silla Rota

De La Republica 35, Tabacalera
CDMX, México, 06030

(5255) 2107-6717
rockroberto@gmail.com

Carlos A. Salinas V.

Diario de Coahuila

Avenida Universidad No. 1035
Saltillo, Coahuila, México 25260
52 (844) 438-8174

52 (844) 438-8162
carlossalinas2@hotmail.com

Veronica Tomas

Diario de Coahuila

Avenida Universidad No. 1035
Saltillo, Coahuila, México 25260
52 (844) 438-8174

52 (844) 438-8162
carlossalinas2@hotmail.com

Francisco Torres Vazquez
Organizacion Editorial Mexicana
Guillermo Prieto No. 7.Col. San Rafael
CDMX, México 06470

(5255) 5566- 1511

f@oem.com.mx

Enrique Zamora Cruz

El Orbe

Avenida Chiapas, MZ M Altos 2
Fraccionamiento Insurgentes
Tapachula, Chiapas, México
(5296) 2626-7717
enriquezamoracruz@hotmail.com

Esthela Zamora Morlet

El Orbe

Avenida Chiapas, MZ M Altos 2
Fraccionamiento Insurgentes
Tapachula, Chiapas, México
(5296) 2626-7717
esthela.zamora@hotmail.com

Martin Zermeio

El Heraldo de Chihuahua
Avenida Universidad # 2508
Chihuahua, Chihuahua, México
52 (641763332

52 (614) 432-3800
mzermenom@gmail.com

Nicaragua

Maria Boza Chamorro
El Nuevo Diario

Km. 4 Carretera Norte
Managua, Nicaragua
(505) 2249-1190
gpasos@promsf.com

IV

Hugo M. Holmann

La Prensa

Km. 4.5 Carretera Norte
Managua, Nicaragua 192
(505) 2255-6773

(505) 2255-6679
hholmann@laprensa.com.ni

Gabriel Pasos Alvarez
El Nuevo Diario

Km. 4 Carretera Norte
Managua, Nicaragua
(505) 2249-1190
gpasos@promsf.com

Panama

Guillermo A. Adames
Férum de Periodistas

PH América # 3

Panama, Panama

(507) 214-3861
fperiodistas@cwpanama.net

Maria Elena Barrios
TVN Media

Via Ricardo J. Alfaro
Panama, Panama

(507) 294-6551
MBarrios@tvnmedia.com

Federico Brisky

Panama América

Avenida Ricardo J. Alfaro
Panama, Panama 0834-02787
(507) 230-7507

(507) 230-0157
fbrisky@epasa.com

Ricardo Chanis

Panama América

Avenida Ricardo J. Alfaro
Panama, Panama 0834-02787
(507) 230-7507

(507) 230-0157
rchanis@epasa.com

Claudia Correa

Via Ricardo J. Alfaro
The Century Tower
Oficina 401-3
Panama, Panama
(5076) 747-8015
(507) 836-5137
jlcorreall@gmail.com




Juan Luis Correa
LAQI-Quality Magazine
Via Ricardo J. Alfaro
The Century Tower
Oficina 401-3

Panama, Panama
(5076) 747-8015
(507) 836-5137
jlcorreall@gmail.com

jlcorrea@lagi.org

Melissa Correa
LAQI-Quality Magazine
Via Ricardo J. Alfaro
The Century Tower
Oficina 401-3

Panama, Panama
(5076) 747-8015
(507) 836-5137
jlcorreall@gmail.com

Ernesto Jaén

Mi Diario

Avenida 12 de Octubre
Panama, Panama
(507) 323-7742
ejaen@midiario.com

Lourdes de Obaldia
La Prensa

Avenida 12 de Octubre
Panama, Panama
(507) 323-6202

(507) 221-7684
Ideobaldia@prensa.com

Laura Puertas

Medcom

Avenida 12 de Octubre S/N
Panama, Panama

5 (076) 982-1106
Ipuertas@medcom.com.pa

Diego Quijano

La Prensa

Avenida 12 de Octubre
Panama, Panama

(507) 323-6202

(507) 221-7684
diego.quijano@prensa.com

Eduardo Quirds

La Estrella de Panama

Ave Frangipani y Via Transistmica
Panama, Panama

(507) 264-3000

(507) 204-0008
equiros@elsiglo.com

Miguel Angel Sanchez

Consejo Nacional de Periodismo
Edificio Credicorp Bank Piso 29 Ofic
2903

Panama, Panama

(507) 216-8008
cnperiodismopanama@gmail.com

Rita Vasquez

La Prensa

Avenida 12 de Octubre
Panama, Panama

(507) 323-6202

(507) 221-7684_
Rita.vasquez@prensa.com

Peru

Luis Manuel Agois Banchero
Grupo Epensa

Jr. Jorge Salazar Araoz 171
Lima, Peru

(511) 631-1149
Imagois@grupoepensa.pe

Pilar Agois

Grupo Epensa

Jr. Jorge Salazar Araoz 171
Lima, Peru

(511) 631-1149
Imagois@grupoepensa.pe

Fernando Berckemeyer

El Comercio

Jr. Antonio Mir6é Quesada 300
Lima, Peru

(511) 311-6500
f.berckemeyer@comercio.com.pe

Monica Cornejo

La Republica

Jr. Camana 320

Lima, Peru

(511) 711-6012
mariaeugenia-mohme@glr.pe

Silvia Miré Quesada Lira

El Comercio

Jr. Antonio Miré Quesada 300
Lima, Peru

(511) 311-6500
smirog@comercio.com.pe

Gustavo Mohme

La Republica

Jr. Camana 320

Lima, Peru

(511) 711-6012
gustavo.mohme@glr.pe

Jacquie Mohme

La Republica

Jr. Camana 320

Lima, Peru

(511) 711-6012
gustavo.mohme@glr.pe

Maria Eugenia Mohme

La Republica

Jr. Camana 320

Lima, Peru

(511) 711-6012
mariaeugenia-mohme@glr.pe

Claudia Patifio

The New York Times News Service &
Syndicate

Jr. Jorge Isaacs (Ex Calle 10) # 541
Urbanizacién Monterrico Norte, San
Borja

Lima, Peru

5 (199) 856-4955
claudia.patino@nytimes.com

United States

California

Bruce B. Brugmann

San Francisco Bay Guardian
2262 14 Avenue

San Francisco, CA 94116
(415) 564-9264

(415) 564-2149
jeancarlene@gmail.com

Jean Brugmann

San Francisco Bay Guardian
2262 14 Avenue

San Francisco, CA 94116
(415) 564-9264

(415) 564-2149
jeancarlene@gmail.com

Adolfo Estrella
Bloomberg Media

Pier 3, The Embarcadero
San Francisco, CA 94111
(415) 218-3450
aestrella@bloomberg.net

Susan McClatchy
McClatchy Newspapers
6315 Van Alstine Avenue
Carmichael, CA 95608
(916) 487-2710
smclatchy@sbcglobal.net




Jerald Silva

McClatchy Newspapers
6315 Van Alstine Avenue
Carmichael, CA 95608
(916) 487-2710
smclatchy@sbcglobal.net

DC

Diana Daniels

5152 Manning Place, NW
Washington, DC 20016
(202) 362-4104
danielsd@dianamdaniels.com

Emilio Garcia Ruiz

The Washington Post

1301 K Street NW

Washington, DC 20071

(202) 334-5134
Emilio.garcia-ruiz@washpost.com

Maria Gatti

The Washington Post

1301 K Street, NW
Washington, DC 20071
(202) 334-9627
Maria.gatti@washpost.com

Alex Remington

The Washington Post

1301 K Street NW

Washington, D.C. 20071

(202) 334-9627
Alexander.Remington@washpost.com

Florida

Asdruabal Aguiar

Diario Las Américas

888 Brickell Avenue, Suite 500
Miami, FL 33131

(305) 371-3001
asdrubalaguiar@yahoo.es

Manuel Aguilera
Hispanic Post Media Group
5860 SW 86th St

Miami, FL 33143

(786) 342-8660
ma@hispanopost.com

Alejandro J. Aguirre C.
Aguirreconsultants.com

717 Ponce de Ledn, Suite 330
Coral Gables, FL 33143

(305) 606-3459
a@agquirreconsultants.com

Maria Aguirre
Aguirreconsultants.com

717 Ponce de Ledn, Suite 330
Coral Gables, FL 33143

(305) 606-3459
a@agquirreconsultants.com

Osmin Martinez

Diario Las Américas

888 Brickell Avenue, Suite 500
Miami, FL 33131

(305) 371-3001
omartinez@diariolasamericas.com

Gerardo Reyes
Univision

8551 NW 30th Terrace
Miami, FL 33122
(305) 702-7072

(305) 979-8664
greyes@univision.net

Yuri Rodriguez

TV Venezuela

4000 Ponce de Ledn Blvd. Suite 415
Coral Gables, FL 33146
(305)608-8759

pankia@gmail.com

Nathaly Salas

TV Venezuela

4000 Ponce de Ledn Blvd. Suite 415
Coral Gables,FL 33146
(305)608-8759
nsalas@tvvenezuela.tv

Guillermo Zuloaga Siso

TV Venezuela

4000 Ponce de Ledn Blvd. Suite 415
Coral Gables, FL 33146
(305)608-8759
gzuloaga@tvvenezuela.tv

Indiana

Scott C. Schurz
Hoosier Times, Inc
P.O. Box 909
Bloomington, IN 47402
(812) 331-4250

(812) 331-4256
sschurz@heraldt.com

Kathryn Schurz
Hoosier Times, Inc,
P.0.Box 909
Bloomington, IN 47402
(813) 331-4250
sschurz@heraldt.com

VI

Kansas

Edward Seaton

Seaton Newspapers

Osage at N. Fifth
Manhattan, KS 66502-0787
(785) 776-2200

(785) 776-8807
eseaton@TheMercury.com

Karen Seaton

Seaton Newspapers

Osage at N. Fifth
Manhattan, KS 66502-0787
(785) 776-2200

(785) 776-8807
eseaton@TheMercury.com

New York

David Papadopoulos
Bloomberg News

731 Lexington Avenue

New York, NY 10022

(212) 617-5105

(917) 369-5635
papadopoulos@bloomberg.net

South Carolina

Pierre Manigault

Evening Post Industries, Inc.

134 Columbus Street

Charleston, SC 29403

(843) 670-6090

(843) 937-5328
pmanigault@eveningpostindustries.

com

Utah

Julio Aguirre

Deseret Digital Media-FamilyShare
Network

55 North 300 West Suite 500

Salt Lake City, Utah 84101

(801) 933-7780
jaguirre@familyshare.com

Noel Koons

DDM / BrandForge

B55 N 300 W # 500

Salt Lake City, Utah 84101
(801) 633-8461
Imontoya@deseretdigital.com




Matthew Sanders

Deseret Digital Media

55 North 300 West Suite 500
Salt Lake City, UT 84101
(801) 333-7400
msanders@deseretdigital.com

Jennifer Sanders

Deseret Digital Media

55 North 300 West Suite 500
Salt Lake City, UT 84101
(801) 333-7400
msanders@deseretdigital.com

Ryan Stephens

Deseret Digital Media

55 North 300 West Suite 500
Salt Lake City, UT 84101
(801) 333-7400
rstephens@deseretdigital.com

Texas

Tony Pederson

Southern Methodist University
3300 Dyer

Dallas, TX 75205

(214) 768-3969

(214) 768-3307
tpederso@mail.smu.edu

Jaime Serdan
Associated Press (AP)
4851 LBJ Freeway
Suite 300

Dallas, TX 75244
(972) 765-0657
jserdan@ap.org

Uruquay

Alma Arbilla

Avenida Uruguay 1146
Montevideo, Uruguay
(598-2) 902-1300
(598-2) 902-2036
daf1943@gmail.com

Danilo Arbilla
Avenida Uruguay 1146
Montevideo, Uruguay
(598-2) 902-1300
(598-2) 902-2036
daf1943@gmail.com

Maria Arbilla
Avenida Uruguay 1146
Montevideo, Uruguay
(598-2) 902-1300
(598-2) 902-2036
pdafi943@gmail.com

Venezuela

Dorotea Granier

Radio Caracas Television

Dolores a Pte. Sublette Edf. RCTV
Caracas, Venezuela 1010

58 (212) 401-2336
marcelgranier@rctv.com

Marcel Granier

Radio Caracas Television

Dolores a Pte. Sublette Edf. RCTV
Caracas, Venezuela 1010

58 (212) 401-2336
marcelgranier@rctv.com

Antonieta Jurado
Atodomomento.com

Avenida Pppal de Los Cortijos de
Lourdes

Caracas, Venezuela 1071

58 (212) 203-3501
patriciabcamposg@gmail.com

Miguel Henrique Otero

El Nacional

Avenida Pppal de Los Cortijos de
Lourdes

Caracas, Venezuela 1071

58 (212) 203-3501
mhotero@el-nacional.com

Oswaldo Quintana

Radio Caracas Television

Dolores a Pte. Sublette Edf. RCTV
Caracas, Venezuela 1010

58 (212) 401-2336
oguintana@rctv.net

Gilberto Urdaneta

El Regional del Zulia

Ave. Principal Zona Industrial
Ciudad Ojeda, Venezuela 4019
58265-641-3734
58265-641-7838
urdanetagilberto@hotmail.com

Inés Urdaneta

El Regional del Zulia

Ave. Principal Zona Industrial
Ciudad Ojeda, Venezuela 4019
58265-641-3734
58265-641-7838
iurdanetas@hotmail.com

VI

Asociados

Guatemala

Luis A. GO6mez

Cerveceria Centro Americana
3 Avenida Norte Final.

Finca el Zapote 2.2.
Guatemala, Guatemala

5 (022) 289-1555
luisgomez@icasa.com.gt

Spain

Igor Galo

IE Business School
Maria de Molina, 11
Madrid, Espafia 28006
3 (491) 568-9600
igor.galo@ie.edu

Fernando Gomez Carpintero
Protec, S.A.

C/ Julian Camarillo 29, E-5
Madrid, Espafia 28037

(3491) 573-0808

(3491) 754-1215
mfgomez@protecmedia.com

Félix Valdivieso

IE Business School
Maria de Molina, 11
Madrid, Espafia 28006
3 (491) 568-9600
felix.valdivieso@ie.edu

United States
Texas

Rosental Alves

University of Texas

1 University Station A1000
Austin, TX 78712

(512) 471-6851

(512) 471-7979
rosental.alves@austin.utexas.edu

Edward Carter

Brigham Young University
360 BRMB

Provo, UT 84602

(801) 422-4340

Ed carter@byu.edu




Observers

Argentina

Pia Martinez

Promotora SIP Salta 2018
Salta, Argentina 1638
ppia.m@hotmail.com

Eleonora Rabinovich

Google

Alicia Moreau de Justo 350 piso 2,
Buenos Aires, Argentina

(5491) 1615-46855
erabinovich@google.com

Canada

Carlos Martinez

PressReader

200 - 13111 Vanier Place
Richmond, BC V6V 2J1 Canada
(604) 278-4604
carlosm@pressreader.com

Colombia

Hassan A. Nassar

Radio Cadena Nacional RCN Radio
Calle 37 # 132-19

Bogota, Colombia 110311

(571) 314-7070
hnassar@lafm.com.co

Ecuador

Miguel Molina

La Republica

La Pradera E7-21

Quito, Ecuador

(5932) 274-8916
Miguel.molinad@gmail.com

Francisco Javier Rocha
AEDEP

Asociacidén Ecuatoriana de
Avenida 12 de Octubre 1942 y
Cordero

Quito, Ecuador 170517
(5932) 254-7457

(5932) 254-7404
Aedepl@aedep.org.ec

México

Javier Marin

Philip Morris International
Lago Zurich 245 Piso 3
CDMX, México

(5255) 3955-5307
Javier.Marin@pmi.com

Alejandro Pulido
Xinhua

Francisco I Madero 17
CDMX, México 01040
52 (555) 662-9588
apulido@xinhua.mx

Salvador Rodriguez T.
Xinhua

Francisco I Madero 17
CDMX, México 01040
52 (555) 662-9588
srodtrejo93@gmail.com

El Salvador

Bryan Avelar

Revista Factum

Colonia La Sultana

Calle Los Lirios #27A

San Salvador, El Salvador
(503) 6018-1930
bavelarr@gmail.com

Peru

David Hidalgo
Ojo Publico
Lima, Peru

Fabiola Torres
Ojo Publico
Lima, Peru

David Utrilla

Consul del Peru

320 West 200 South

Salt Lake City, Utah 84101
(801) 363-0955

(801) 363-2426
consul@peruutah.com

Sweden

Kerry Slagle

Bull Press

Augustendalsvagen 51, Nacka Strand
Stockholm, Sweden 13152

(941) 323-6499
kerry@bullpress.com

VIII

Uruquay

Nathalie Kantt

Agence France Presse

Plaza Independencia 831
Montevideo, Uruguay 11200
(598) 9896-9585
Nathalie.kantt@afp.com

Maria Lorente

Agence France Presse

Plaza Independencia 831
Montevideo, Uruguay 11200
(598) 9924-7165
Maria.lorente@afp.com

Guillermo Lussich

Compas

Costa Rica 1538,

Montevideo, Uruguay 11500
(5982) 600-6171

(5989) 968-8345
lussichguillermo@hotmail.com

Venezuela

Arnaldo Espinoza

El Estimulo

Santa Eduvigis

Caracas, Venezuela 1060
58 (212) 285-6772
ae@elestimulo.com

Observers US

California

Anna Keeve

ESET North America

610 West Ash St, Suite 1700
San Diego, CA 92101

(619) 876-5426

(619) 405-5175
anna.keeve@eset.com

Dario Salice

Google

1600 Amphitheatre Parkway
Mountain View, CA 94043
(650) 285-9115
dariosalice@google.com

Kent Steinback

Google

1600 Amphitheatre Parkway
Mountain View, CA 94043
(650) 285-9115



Sandy Yoffie

7 Riveria

San Rafael, CA. 94901-1532
(415) 819-0543
smyn@comcast.net

co

Bill Roberts

226 Aloo Gobi
Durango, CO 81303
(970) 749-6213
wgrmobile@gmail.com

DC

Pablo Sandino

Organization of American States
17th Street and Constitution
Avenue NW

Washington, D.C. 20006

(202) 370-0300

ecortes@oas.org

David Vasquez

United States Hispanic Chamber of
Commerce

1424 K St NW; Suite 401
Washington, DC 20005

(813) 541-7188
dvasquez@ushcc.com

FL

Ivo Cadenas

America Econsulting

200 South Biscayne Blvd. 2790
Miami, FL 33131

3 (466) 748-1430
icadenas@america-econsulting.com

Paulo Moradei Neto
Central National Gottesman
3 Manthattanville Road
Purchase, NY 10577

(914) 486-2764
pmoradei@cng-inc.com

ut

Luis Alvarez

Reliable Controls

999 E Murray Holladay, Suite 109
Salt Lake City, Utah 84117

(801) 924-8300

(801) 924-8304
luis@bluemarketing.com.mx

Monica Barnes

Reliable Controls

999 E Murray Holladay, Suite 109
Salt Lake City, Utah 84117

(801) 924-8300

(801) 924-8304
monica.barnes@rcontrols.net

José V. Borjon
Consulado de México

660 S 200 E. Suite 300
Salt Lake City, Utah 84111
(801) 770-2278
jborbon@sre.gob.mx

Milka Valdivia

Frontera Ventures

8144 Piedmont Dr.

Naples, FL 34104

(941) 323-6312
milka@fronterasventures.com

NY

George Gipp

Clarfeld Financial Advisors
520 White Plains Road
Tarrytown, NY, 10591
(914) 846-0100

(914) 846-0199
ggipp@clarfeld.com

Dan Bseiso

Western Governors University
4001 South 700 East. Suite 700
Salt Lake City, Utah 84107
(801) 979-3030
Dan.bseiso@wgu.edu

Scott E. Calder

Mainstream Data, Inc.

375 Chipeta Way Ste. B

Salt Lake City, UT 84108
(801) 558-6333
scalder@mainstreamdata.com
Kadee Duclos

Utah Media Group

4770 S 5600 W

West Valley City, UT 84118
(801) 204-6826

(801) 915-9777
kadee@utahmediagroup.com

Melissa Larsen

do Terra

549 S 1300 W

Pleasant Grove, UT 84062
(801)949-9199
mwlarsen@doterra.com

IX

Ed Macha

Reliable Controls

999 E Murray Holladay, Suite 109
Salt Lake City, Utah 84117

(801) 924-8300

(801) 924-8304
ed.macha@rcontrols.net

Mike Manning

Western Governors University
4001 South 700 East. Suite 700
Salt Lake City, Utah 84107
(801) 979-3030
mike.manning@wgu.edu

Gary Neeleman
4001 South 700 East. Suite 700
Salt Lake City, Utah 84107

Rose Neeleman
4001 South 700 East. Suite 700
Salt Lake City, Utah 84107

Alex Peterson

do Terra

549 S 1300 W

Pleasant Grove, UT 84062
617-678-8565
alpeterson@doterra.com

Michael Provard

Family Search Events Coordinator
15 E South Temple Street

Salt Lake City UT 84150

(801) 240-2007
mike@rootstech.org

Alberto Puertas

Instituto Internacional de Derechos
Humanos (IIDH)

2500 WSC BYU

Brigham Young University

Salt Lake City, Utah

(801) 376-3352

(801) 422-0175

Alberto puertas@byu.edu

CLAEP

Roberto E. Aras

Universidad Catdlica

Avenida Alicia M. de Justo 1500
Buenos Aires, Argentina

(5411) 4338-0869
Roberto-aras@uca.ar




Eduardo Arriagada
Universidad Catdlica
Alameda 340
Santiago, Chile
(562) 2354-2029
earriagada@uc.cl

Olga Behar

Universidad Santiago

Calle 52 Carrera 62, esquina
Cali, Colombia 763633
(572) 5183-000
Olga.behar00@usc.edu.co

Luz Amalia Camacho V.
Universidad Externado

Calle 12 No. 1-17 Este

Bogota, Colombia 111711

(571) 341-9900

(571) 342-0288
Luz.camacho@uexternado.edu.co

Aurelio Collado Torres
Instituto Tecnoldgico
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Sr. Ricardo Trotti (Director Ejecutivo de la SIP): Buenos dias. Good morning everybody. My name is
Ricardo Trotti, I am the Executive Director of the Inter American Press Association, and welcome to the 73rd
General Assembly in Salt Lake City. Thank you for coming from distant places and from places that have been
threatened by political turmoil, such as Venezuela, and from natural catastrophes, such as Mexico, Puerto Rico,
the Caribbean basin countries and many other countries in Central America.

We have a great assembly: cyber security, corruption, solutions for publishers, quality of journalism,
changing business models, integrity of news and economic relations among countries are some of the subjects,
and very important subjects, we’re going to hear during these days.

But lets us not get confused, we are here to discuss freedom of the press and freedom of expression, we
came here to discuss what other people and what many people want to have us in silence — those who threaten
media and those who kill journalists.

So, we’re going to be here discussing issues but also to have different strategies to take action against those
who want media to be silenced.

Of course, we wouldn’t be here without the leadership by our president Matt Sanders and one of our most
distinguished members in IAPA in the States, which is Deseret Digital Media. Thanks for having us here, for
hosting us and for your kindness.

(Applause.)

Before introducing Matt to introduce Lieutenant Governor Spencer J. Cox I want to introduce the head
table to you: Jorge Canahuati, president of the Executive Committee, from Honduras; Lieutenant Governor
Spencer J. Cox, thank you for being here, thank you; of course the man of the hour, Matt Sanders in the center;
Scott Schurz, our honorary president; Juan Luis Correa, our first vice chairman, from Panama; Maria Elvira
Dominguez, our second vice chairman, from Colombia; and the man who keeps our finances in good shape
Chris Barnes, our treasurer, from Jamaica. Thank you for being here.

Matt, if you want to introduce the Lieutenant Governor.

Mr. Matt Sanders (Deseret Digital Media, Salt Lake City, Utah): Muy buenos dias. Sefior
Vicegobernador de Utah, Spencer J. Cox, y sus respetables autoridades estatales, queridos colegas de la SIP que
nos acompafian, amigos, bienvenidos a Utah y a la Asamblea General de la Sociedad Interamericana de Prensa.

In the interest of time and the Lieutenant Governor’s schedule we’d like to invite him to speak first and
before he does I’d like to introduce you to a little of his background, which I think is very instructive and you’ll
find very interesting.

Spencer J. Cox is Utah’s eighth Lieutenant Governor ,and he’s from Fairview, Utah, which is south of Salt
Lake, where he currently resides with his wife, Abby, and their four children. You should know that he
commutes over two hours each day, correct? One way — four hours a day, so that he can maintain his family
home in Fairview, Utah, and it gives him a

He formerly practiced law with Fabian and Clendenin and was vice president and general counsel of
Centracom. He has particular appreciation for the needs of Utah’s rural families, and we appreciate that very
much.served as counsel and mayor of Fairview, as a Sanpete County commissioner and in the Utah House of
Representatives.

Lieutenant Governor Cox is by statute the chief election officer of the state and the liaison between the
governor and the legislature. And as you know elections in your countries are very particular and very sensitive
issues, and we appreciate the fair and open election process that we have here in Utah.

He travels extensively throughout the state, supporting economic development and local government
solutions. He is committed to strengthening families, transforming education, increasing voter participation,
utilizing modern technologies, promoting healthy living and empowering the homeless and impoverished.

He and his family enjoy spending time in Utah’s amazing backcountry. He also plays the bass guitar with
his brother in a local rock band.

Please join me in welcoming Lieutenant Governor Cox.



(Applause.)

Mr. Spencer J. Cox (Lieutenant Governor of Utah): Thank you, Matt, for that very kind introduction.
Ladies and gentlemen, welcome to the great state of Utah, we’re so honored to have you.

My job as Lieutenant Governor is to disappoint people — people come from all over to our state and they
hope to be able to see the Governor, unfortunately the Governor is out of the country right now, he is actually
overseas, in Israel, on a trip over there working on a trade mission, and so you’ve got stuck with the Lieutenant
Governor instead. So I hope you’re not too disappointed but we’re so excited to be able to host you here in our
state.

I also have the great opportunity of being able to brag a little bit about the state of Utah as I welcome you
here. We’ve been very fortunate over the past several years to receive many accolades here in our state. If you
know anything about Utah you know that our economy is booming right now, we have been named six out of
the last seven years by Forbes magazine as the best state to do business in the United States and we’re very
proud of that. We have one of the lowest unemployment rates in the country. We are tied as the most diverse
economy in the country. And over the last two years we have been the fastest-growing economy in the country.

So those are things we’re very excited about, we’re very proud about, and we’re getting a lot of attention
because of those things.

Now, I also serve as the Secretary of State here in the state of Utah. We don’t have that position, it’s
assumed by the Lieutenant Governor’s office and so I do oversee elections. I also host visiting dignitaries when
they come into our state and get an opportunity to speak with them. And they often come with a little bit of
confusion. They’re very familiar with our coastal cities and our coastal states, many of them know Los Angeles
and Seattle, they know New York and Washington, DC, and Boston, they understand the economies of those
states but they’re often very confused about how a state like Utah could be so successful when we’re out here
kind of in the middle of nowhere with some rather strange people — you’ve met Matt so you understand that,
I’m just kidding, Matt! They come here and they want to know more, they want to know why Utah is having so
much success.

And so, in a few minutes today I hope to share a little bit about why I believe that Utah is having so much
success.

First and foremost, it starts with the people that live here. I hope you get an opportunity to interact with
Utans. But I there are some things that make us a little unique. First and foremost we speak more second
languages per capita than anywhere else in the United States.

Es decir que hay muchos de nosotros que hablamos idiomas mas que ingles. Es importante. Yo vive dos
afios en México, fue una oportunidad muy grande para mi y para mi familia tener la oportunidad de vivir en un
pais diferente, de conocer la gente alli y de conocer el idioma y la cultura de la gente mejicana.

The fact that so many of us have had the opportunity to live in other places, in other countries, really
changes our world view. Now, of course part of that has to do with the predominant religion here in the state,
the Church of Jesus Christ of Latter Day Saints, of which I’'m a member, and I did my mission service for two
years in Mexico. I have a son right now who is serving as a missionary in Africa, he is learning Portuguese and
very excited to be serving in Mozambique the people there. And I think that type of experience changes your
world view, it’s something I wish more Americans had the opportunity to do, especially young Americans,
because as you’ve seen and I’'m sure you’ll talk about there is a move right now in our country to become very
nationalistic. We should be proud of our nation, everyone should be proud of that, but I think it’s so important
to have a global perspective and to understand the way our countries and our cultures interact. I’'m very
fortunate, it changed my life the time I spent in Mexico and continues to influence the policy decisions that we
make here in the state of Utah.

We also believe in an openness here. When there was a big pushback here in the United States to refugees
coming into our country our Governor was one of the few Republican governors who stood up and said that’s
not right, and here in the state of Utah we welcome refugees, it’s important, who we are. Part of that also has to
do with our history. Many of the people that settled this place were political and religious refugees themselves.
My own great-great-great-grandparents had their house burned to the ground as they were kicked out of
Missouri and left what was then the United States to come to Utah seeking religious freedom. We haven’t
forgotten those lessons. And so we believe that religious freedom is so important and that Utah should be a
place of refuge for religious and political refugees from across the globe.

So we do have some wonderful people that live here.



The second thing that I think is important when it comes to understanding Utah and what we are is that we
lead the nation in volunteerism every year and there isn’t a close second. We also lead the nation in charitable
giving every year, and there isn’t a close second.

Now, the reason I think that is so important is from a personal standpoint — and you all know this — when
you give it changes who you are and you become much more compassionate, much more understanding, you
look for ways to help other people. But there’s something else that happens when you give: it builds up
communities and it builds up our society. We have some challenges here in the state of Utah, we have a very
young population, which is a good thing to have, we have more children per capita than anywhere else in the
country, we’re really good at having kids here in the state of Utah. It’s expensive to educate children and we
have challenges. We are also the fastest-growing state in the country right now. That is partially because of the
number of children we have, but we’re also having a huge influx of people immigrating and moving from other
states and from other countries into Utah right now — a lot of people from California are coming to Utah.

So the idea of volunteerism and charitable giving us critical because government can’t pay for everything,
we just don’t have the money to do that, we can’t tax our people enough to pay for every service and everything
that needs to be done. We rely very heavily on volunteers to accomplish many of those goals. And when I speak
of volunteerism it’s not just the people, it’s also the business community here. When you move your business to
the state of Utah we let you know upfront that we have very high expectations for you and your business. We
expect you to giveback to the people, we expect you to give back to your community, we expect you to make
Utah a better place for those that come after you. And by and large our businesses have responded, we have the
most generous, giving community amongst corporations anywhere in the country and possibly anywhere in the
world, and it’s making a difference in the lives of people. So that’s something I believe that adds change to who
we are as Utans.

Now for the third thing that makes Utah different and one of the reasons we hope you will come back often,
and that is what it looks like outside. Utah is home to some of the most beautiful landscapes anywhere in the
world. In fact, Pandora Travel last year named Utah — they’d never done this as a state — as the number one
global destination for tourism and travel. Usually it’s a location, a specific tourist place, but they named the
entire state the number one place in the world to come and visit. We are home to five national parks that we call
the Mighty Five. I hope you get an opportunity to visit those parks at some time — Arches National Park,
Canyonlands National Park, Zion National Park, the list goes on and on. We’re also home to 42 state parks and
we have incredible ski resorts. There is so much to do here, so many places to visit. I’ve lived here my entire
life and I still find new places every year that I didn’t even know existed.

So we hope you have an opportunity to come. Our tourism is up over 20% year over year the last couple of
years, every year it just keeps growing and expanding. In fact, the biggest problem right now that we are facing
is that we have too many people visiting our national parks and we’re trying to find ways to better
accommodate the people. But don’t be scared away by the lines at the national parks, because, again, we have
state parks that are as every bit as incredible and amazing as those national parks.

So we feel very blessed to live in a state with those kinds of national opportunities that are attracting people
to come and celebrate the outdoors and to love and recreate here in our state.

Now, I close with this: I want to thank all of you. This is very rare for a politician to be telling the media
how much we appreciate what you do and what you stand for and how critical you are to the institutions of our
country, to the institutions of your country. I believe very strongly in the power and the role of the media that
they play. You’re critical to keeping people like me honest. And I like to think I’m honest regardless of you, but
I know some people that aren’t, and we need you to help make sure that they stay honest as well. I know it’s a
very challenging time. I come from the telecommunications world, I actually didn’t run for Lieutenant
Governor, I did not want to be a full-time politician, our Lieutenant Governor resigned, I was a part-time
politician with a real job in telecommunications when the Governor asked me to serve in this position. So I'm a
little different, I just say what I think and I don’t care if I get fired, because if I get fired I actually get a raise
and I don’t have to commute 200 miles round trip every day! So I’m looking forward to that time.

But the telecommunications world is one that has been rapidly changing over the years, for better or worse,
it’s also responsible for the changes that are happening in your business and in your industry. But in that world,
we had to change and adapt or we would be out of business very quickly. And so I understand that.

\The problem is it’s not just about changing or adapting for you from a business standpoint, that is
absolutely critical, but your job is much more important than the job that I had there. Your job, again, as an
institution is just as critical as my job as a politician, and we need a free press, we need a press that is respected,
we need a press that is able to deliver news and able to research, able to investigate and able to convey



messages to people about what is happening in the world around them and in your countries. And that is
absolutely critical.

Now, it gets even more challenging when people can consume only news that they want to hear. I think
that’s very dangerous, I think it has led to some many problems in our own country as we surround ourselves in
echo chambers where we only listen to voice that are like ours and there is no diversity of opinion and no
diversity of news. And so it’s something that I think we as consumers need to do a better job of.

I was with a very liberal Democrat from New York City yesterday — I’m a conservative Republican from
Utah, and you would think that we have almost nothing in common, but we have this in common: he told me,
some of you may know who he is, his name is Luis Miranda, he’s the father of Luis Manuel Miranda, who is
the creator of Hamilton the musical which has taken our country by storm and much of the world, but I was
with Luis Miranda, and he works actually in politics, and he said this: “I am a very liberal from New York City
and I watch Fox News at least one hour every day because I think it’s important for me to understand what other
people who are different than me are thinking and staying.” And I conveyed to Luis that I watch MSNBC, not
every day but very, very often, I read articles from Web sites that have a different political leaning than I have
because I think it is so important that we learn from other and understand. And in an era where there are
accusations of fake news going very frequently it becomes even more difficult for you.

Now, I think it’s important to note that there is some fake news out there and that is part of the problem,
when there is a partial truth to those accusations it makes it even harder for what you do.

So please know that not every politician hates you, that we admire you and we’re grateful for the important
work that is happening here. As I look at your agenda I know you have some incredibly difficult discussion
items, but they are absolutely essential to moving forward for our country and for your countries as well.

So on behalf of the Governor of the State of Utah, on behalf of the 3 million residents and citizens of our
great state we hope you enjoy your time here. Welcome.

Thank you.

(Applause.)

Mr. Sanders: Due to scheduling the Lieutenant Governor has to leave immediately. Thank you once again,
Lieutenant Governor.

Mis amigos, cuando hace un aflo pronuncié en México mi discurso "La Luz de La Libertad" al aceptar la
presidencia de la SIP, me embargaba un gran sentido de responsabilidad al asumir las riendas de una
organizacion como esta, centinela de la libertad de prensa en las Américas.

Ahora puedo confirmarles que esta ha sido una experiencia inolvidable para mi y mi familia. Pude cumplir
mi mandato de un afio gracias a cada uno de ustedes sin cuyo trabajo no hubiese sido posible ejecutar las
numerosas metas que nos trazamos. Me siento muy orgulloso de haber aceptado el reto y de haber contado con
su respaldo. Este afio ha sido un importante aprendizaje personal, aunque tengo que confesarles que me siento
engafiado, pues no tenia la menor idea de que se necesitab

También agradezco profundamente a mis hermanos y hermanas de Deseret News y Deseret Digital Media
por darme el espacio para servir en esta capacidad, adquirir nuevo conocimiento y compartir mis experiencias
con la SIP y otros en la a tanto para ser Presidente. industria. Especial reconocimiento va para todos los
auspiciadores e involucrados en la organizacion de esta reunion que nos permite mostrarles a los amigos que
nos visitan de 20 paises y de otros estados de Estados Unidos, la maravillosa Salt Lake City, nuestro hogar.
Quiero ofrecer agradecimiento particular a Ricardo Trotti y su equipo de la SIP. Son profesionales
excepcionales, y ahora mis amigos. Tambien les agradezco a Kadee Duclos y su equipo de Utah Media Group
por manejar los asuntos logisticos de esta asamblea. Agradezco también a los miembros del comité anfitrién por
su guia, trabajo y soporte en preparar esta experiencia. Finalmente, doy gracias a mi familia por el apoyo que
me han brindado por los muchos viajes durante mi tiempo en la SIP, y ademas por acompafiarme en muchos de
ellos. Ha sido una gran aventura para nuestra familia y le agradecemos que nos haya acogido y nos haya
incluido como su familia.

Quiero hacer aqui una pausa para referirme a los numerosos fenémenos naturales que en meses recientes
han causado sufrimiento y desastre a millones de seres humanos del Caribe, Centroamérica, México, Texas,
Florida y California. Desde este espacio expresamos nuestra solidaridad para las victimas de los huracanes,
tormentas, terremotos e incendios que dejaron muerte y destruccion. Felicito a los periodistas y medios de
comunicacion que, pese a las adversidades, han hecho todo lo posible por mantener informada a sus
comunidades en momentos de crisis. También destaco el papel que han desempefiado las redes sociales que en
muchos casos han suplido y complementado la labor periodistica de los medios tradicionales.



Haciendo un rapido repaso de mi Presidencia, destaco como una de las actividades mas importantes el
litigio ante la Corte Interamericana de Derechos Humanos del caso de Nelson Carvajal, periodista colombiano
asesinado en 1998. Es la primera vez que como organizacion participamos ante este tribunal por el caso de un
asesinato de un periodista. Esperamos para principios de 2018 tener un fallo que siente un precedente juridico,
recompense a los familiares y se convierta en un caso que permita luchar contra la impunidad y los crimenes
contra periodistas.

Agradecemos la colaboracion de 14 organizaciones de prensa aqui presentes como Adepa de Argentina,
ANP de Bolivia, ANP de Chile, Andiarios o ahora Ami de Colombia y el Forum de Periodistas de Panama,
entre otras, ademas de la Comision Nacional de Derechos Humanos de México y mas de 100 del mundo
agrupadas en IFEX que respaldaron gestiones de la SIP ante la Corte Interamericana.

Si bien tuvimos una experiencia importante por el caso Carvajal, la violencia sigue siendo un grave
problema para nuestra region. Lamentablemente, desde nuestra Reunion de Medio Afio en Antigua en marzo
pasado nueve periodistas fueron asesinados. En total, 18 han sido asesinados en 2017: 10 en México, 3 en
Honduras, 2 en Pert, 2 en Republica Dominicana y 1 en Guatemala. Si agregamos a esta estadistica a los
familiares y colegas de las victimas y a los medios afectados, el efecto sobre la libertad de expresion es
devastador. Nuestro mas sincero abrazo a las familias y mantenemos nuestro compromiso de seguir exigiendo la
administracion de justicia por cada uno de esos crimenes.

Pido un minuto de silencio para recordar y honrar las vidas de nuestros colegas que cayeron por informar.

Muchas gracias.

Hemos tenido un afio intenso y miramos al futuro con entusiasmo. Tenemos varios proyectos que emergen
de nuestros cambios y del plan estratégico para adaptarnos a esta nueva realidad. Entre ellos iniciaremos
proyectos de impacto renovando el compromiso del programa de Chapultepec para trabajar en un indice legal
por pais con la Universidad Internacional de la Florida de Miami que determine cuales son los mayores retos en
el continente.

Seguimos enfocados en la posibilidad de un mega kiosko digital para que nuestros socios tengan otro canal
de monetizacion de contenidos y estamos determinados en tener mayor impacto, seguir siendo sostenibles y
también en cambiar las formas de gobierno y liderazgo. Muchos son los proyectos, las ideas y las buenas
intenciones que debemos empezar a concretar.

Hace un mes participe en el nombre de la SIP en un foro en el Instituto de Brookings en Washington, D.C.
sobre el tema de la democracia en Las Americas. Ofreci la perspectiva que nos encontramos en un momento
muy extrafio en la sociedad civil en casi todos los paises, que estan expandiendo el numero de voces,
fragmentando las fuentes de informacion publica, y A través de google podemos llegar a una de casi 5 mil
millones de paginas web con informacion asociada a nuestro término de biisqueda. Por un lado, la
democratizacion de la informacion y dialogo es bueno. Pero irdnicamente, al mismo tiempo estamos
consolidando las voces que elegimos escuchar a través de nuestras propias redes sociales en plataformas como
Facebook, Twitter, Whatsapp, SnapChat e Instagram. Y en lugar de fomentar una mayor comprension,
conexion e inclusion en nuestras democracias, a veces vemos problemas muy importantes entre muchas partes
interesadas reducidos a hashtags y movimientos que ganan simplemente al ser mas ruidosos, mejor organizados
o mas enojados. La posibilidad de éxito de tales movimientos da lugar a aquellos actores y organizaciones de
cada ideologia que manipularian el sentimiento ptblico a través de la difamacion, desinformacion y las noticias
falsas. Entonces crece cada dia la amenaza de los actores estatales y no estatales que buscan interrumpir o cerrar
ciertas organizaciones enfrentadas a través de ciberataques. En verdad, los enemigos de libertad de expresion
tiene nuevas armas muy sofisticadas. En esta asamblea tendremos la oportunidad de escuchar e interactuar con
colegas, lideres internacionales y expertos con experiencia batallando esas tendencias peligrosas, quienes tengo
confianza nos haran pensar y actuar en una manera diferente.

En la SIP seguimos enfocandonos en precisamente estos desafios que de esta época nos enfrentan.
Especialmente, tratamos los asuntos de disrupcion tecnoldgica y de como mejorar los contenidos y la
conversacion publica. Pueden tener confianza que seguiremos con nuestros programas de entrenamiento
colaborando con Facebook en talleres sobre seguridad en las redes sociales. También con Google en temas de
ciberseguridad.

Si bien hemos reducido los formatos de seminarios presenciales a favor de ofrecer conocimiento a muchos
mas por medio de webinars, gratuitos y con buena participacion entre ustedes. Buscamos soluciones, si grande o
pequetio, que serian de ayuda y de guia para los miembros de la SIP para aplicar en su propio trabajo en una
manera muy pragmatica.

Destaco también la conferencia SipConnect que ya cumplid su tercer afio y se ha convertido en una
referencia para la discusion de los temas que atafien al mundo digital. Por eso en junio pasado nos acompafiaron



en Miami 226 ejecutivos de medios y periodistas de 24 naciones, y ya pronto comenzaremos la organizacion de
SipConnect 2018. Como siempre me recuerda el presidente de nuestro comité de Internet y buen amigo Ernesto
Kraiselburd, estamos ansiosos por mostrar estudios de casos de medios pequefios o medianos que hayan
transformado con éxito algun aspecto de su negocio. Entonces, por favor avisanos si tiene una sugerencia.

Por el lado de la membresia, un eje importante de nuestra organizacion, entre octubre de 2016 y esta fecha
se incorporaron a la SIP 200 medios que muchos de ellos como parte de grupos corporativos de México y
Colombia, y estamos muy agradecidos ofrecerles nuestro bienvenido a la gran familia SIP. Y seguimos
trabajando intensamente en el Plan Estratégico de la organizacion para acomodar nuestros estatutos y recursos a
los nuevos tiempos, lo cual también ha implicado buscar alternativas de sostenimiento, estableciendo acuerdos
de distinta indole con proveedores de servicio de tecnologia de comunicacion.

En este periodo quiero recordar que atendimos asuntos sobre libertad de prensa en México donde participé
en la emotiva celebracion por el nonagésimo aniversario de El Heraldo de Chihuahua, que forma parte del
grupo Organizacion Editorial Mexicana, cuyos periodistas tiene una gran historia de coraje laborando en medio
de violencia y corrupciéon muy grave por motivo del poder de los narcotraficantes locales. Y en Ciudad de
México nos reunimos en otra oportunidad con socios de la SIP por casos de asesinatos de periodistas, seguro de
vida para periodistas y visitamos a funcionarios del Instituto Federal de Telecomunicaciones. En Pert, junto a
mi familia y mis colegas de la SIP, tuve la oportunidad de conocer al presidente Pedro Pablo Kuczynski que
firm¢ la Declaracién de Chapultepec, alli también conversamos con otras importantes autoridades del pais por
temas de violencia e impunidad, descriminalizacion de los delitos de difamacion, propiedad de los medios y
sobre varios proyectos de ley contrarios a la independencia de los medios. En cumplimiento al compromiso
asumido en la reunion de Antigua, nos trasladamos a Panama para estudiar la situacion que afecta a los grupos
editoriales Gese y Epasa. A Washington, DC, me desplacé, junto a mis colegas de la SIP, en tres ocasiones este
afio para cubrir asuntos de asesinato de periodistas, ciberseguridad y sobre la situacion de libertad de prensa en
Estados Unidos, Cuba, Ecuador, Panama y Venezuela.

Todo nuestro trabajo no seria posible sin el apoyo de fundaciones como la Knight, Scripps, McClatchy,
para mencionar algunas, asi como el apoyo generoso de empresas proveedoras de servicio, desde Protecmedia a
Vindicia, o de PressReader, a Arc Publishing y TV Venezuela, entre otros. Gracias a todos. Para aquellos que
han apoyado a esta asamblea en Salt Lake City como auspiciante, ofrecemos un sincero agradecimiento. Por
favor, tomese un momento para visitar los stands de nuestros patrocinadores y expositores durante nuestros
descansos.

Ciertamente ha sido un afio intenso de estar representando a la organizacion con mucho orgullo y respeto.
Especialmente aprendiendo de todos ustedes para seguir con nuestra institucion como dice aqui atras: "Always
Pioneering". Esta frase tiene significado en la historia y cultura local, pero también nos hace recordar que
necesitamos siempre ser un pionero en esta obra tan importante.

Estamos haciendo mucho para defender la libertad de expresion en nuestros paises, pero siempre falta mas
por hacer. Cuenten conmigo.

Muchas gracias.

(Aplausos).

Sr. Trotti: Muy bien, Matt, muchisimas gracias. Vamos ahora a arrancar con parte de la asamblea, pero
antes que se despida la mesa les quiero contar, porque muchos de ustedes han estado sorprendidos por como
tenemos distribuidas las mesas. Matt nos ha ensefiando en toda esta etapa de monetizacion entre dos o tres horas
vamos a tener unas ruletas, la SIP es banca jy alli es donde vamos a empezar a recaudar dinero también para la
SIP! Asi que no sea problema.

Muchisimas gracias, Matt, entonces por esa muy buena idea que seguiremos en toda la SIP, gracias por
estar con nosotros y ahora si les invito a bajarse —yo sé que quieren quedarse, pero ahora si vamos a empezar
con un programa muy importante. Gracias por estar con nosotros.

(Aplausos).

Quiero comentarles si nos ponemos de acuerdo que el hashtag o etiqueta para esta reunion sea #SIP2017
(parece bien, mas simple? Va a ser transmitida cada presentacion que vamos teniendo, vayan presentandose en
el canal YouTube de la SIP.

Les quiero comentar también que en esta asamblea ira mientras, antes de presentarlo, pero quiero que ya se
acerquen entonces a la mesa de trabajo, por favor, a Rosental Alves y a Jeff Jarvis, que nos acompafien en la
mesa. Y mientras ellos se estan acomodando primero quiero saludar muy especialmente a uno de los socios mas
queridos de la SIP que esta aqui junto con su esposa, de Utah el sefior Gary Neeleman y Rose Neeleman,



muchas gracias. (Aplausos). Ellos fueron los anfitriones en la asamblea de la SIP en Salt Lake City en 1988.
Gracias por estar con nosotros de nuevo.

Vamos a tener hoy todos los paneles, seran centrados en temas de monetizacion, cambios de modelos de
negocio. Mafiana temas de libertad de prensa todo el dia. El domingo pasaremos por paneles de temas que
mucho nos preocupan a los latinoamericanos, también en Norteamérica, los temas de Panama Papers y
Odebretch, también el caso Venezuela, y va a haber dos paneles muy importantes sobre ciber seguridad.
También les recuerdo que el domingo es el dia de las elecciones para el nuevo Board o la reforma del Board de
la SIP. Y el lunes vamos a volver con temas econémicos, el tema del Board, y especialmente para cerrar la
asamblea con temas de libertad de prensa y aprobar las resoluciones, conclusiones e informes.

Muy bien. Para empezar entonces la mafiana no tenemos nada mejor que hacerlo con un viejo amigo que
todos conocemos, que todos lo tenemos en la vision de que es uno de los lideres de la reformacion periodistica
de los ultimos afios, como es Rosental Alves. Es el director ejecutivo del Centro Knight para el Periodismo de
las Américas en la Universidad de Texas en Austin.

Rosental, como siempre muchisimas gracias por tenernos.

(Aplausos).

Seminar 1: New Integrity Unitiative
Seminario 1: Integridad de las Noticias

Mr. Rosental Alves (University of Texas, Austin, Texas): Muchas gracias, un gusto estar aqui con
ustedes. I’m going to switch to English because this is going to be an English-language conversation.

Before I introduce Jeff let me echo the homage to Gary and Rose, because, you know, really Gary and Rose
are amazing, one of the most productive people that I have seen for decades. If you goes have to find one of the
best friends of the IAPA this wonderful couple from here are the ones. I have throughout the decades learned so
much from them and I admire them so much that I want to start by asking for another applause for them.
(Applause.)

OK, I also admire this man here. Jeff Jarvis is a dynamo. Jeff Jarvis is one of the most important voices of
the transformation of journalism in the United States, one of the first to really understand the dimensions of the
digital revolution and its impact on the media in general and on journalism in particular. I have admired him for
many years, we have had some very hot discussions, we don’t agree 100% always, which is great, and now he is
doing a transformational work with his dean at the City University of New York that we call by the acronym
CUNY. His dean, Sarah Bartlett, is an amazing dean and that School of Journalism in the last years became
leader in this country in the area of digital transformation. And they have received a lot of money recently, so if
you guys are needing money this is another issue they can talk to.

One of the parts of money that they got was to create the News Integrity Initiative that Jeff is going to talk
about here. So the plan is that he talks a little bit about the News Integrity Initiative and then talk about the
problems that generated the creation of this amazing initiative, and then I think the best part will be when you
start asking questions to us here, and I’m going to do a sort of an interview with him after he talks, and then
we’re going to have a general conversation.

So, Jeff, we’re glad to have you here.

Mr. Jeff Jarvis (City University of New York, Center for Entrepreneurial Journalism, New York,
NY): Normally we talk about entrepreneurial journalism because that’s what we do and we generally agree, but
I spend most of my time worrying about new business models for news and you spend most of your time
worrying about new business models for news, but today we’re going to talk about the threat to news that exists.

I should start by apologizing because unlike our hosts here in Utah, Matt and the Lieutenant Governor we
tend to be monolingual in the U.S. We are starting a great new program at CUNY in bilingual journalism, in
Spanish and English, run by the wonderful Graciela Mochkofsky, formerly of La Nacion.

I was so embarrassed to be part of the university as this was going on that I started trying to learn Spanish
in the car every morning for half an hour. It was my time to learn Spanish, estudiar espafiol, and then the
election happened and I couldn’t listen to the Spanish any more because I had to listen to the horrible news that
was going on here. So I started all over again, porque soy demasiado Viejo para aprender.

So I apologize that I’'m terrible, I’'m honored to be here, I’'m honored very much to be with Matt and I'm
honored to be with my friend Rosental, who is — and I say this earnestly — the most admired innovator in three
languages on two continents, it’s always wonderful to see Rosental at places like the Gabo Festival and see that
he is a hub of much work.



So I want to talk for a few minutes about what’s going on around the fake news. But I also want to start
with a caveat that I come up here very humble to have stood in a moment of silence for your fallen colleagues
and the acknowledgement that journalists in Latin America have bravely battled for freedom of the press even
with their lives, and that we have much to learn from you in the United States. We tend to think that when
something happens here it’s the first time it happens in the world because it’s America, but you have dealt with
populist, autocratic and corrupt regimes that were violent and one of the things that I hope to do in our initiative
is to create the mechanisms where we can learn from your experience and see where that goes.

But about this so-called “fake news” in the United States that we’re going to talk about primarily this
morning, we have seen in the news and television — I should tell you that the money Rosental referred to is $14
million we received from Facebook, the Ford Foundation, Craig’s List and others to battle this notion of fake
news. And we think fake news is a terrible, terrible title and we shouldn’t use that because it has been taken
over by the likes of Trump. But I think we see it as a problem of manipulation and trust. Manipulation is the
short term, again here you have seen manipulation from other countries outside your own of your media but we
see all kinds of new means to manipulate the public conversation. But the real problem we have to deal with is
trust — trust in media, trust in facts, trust in each other so we can have conversations across communities. Right
now we’re very polarized here in this country and very mean to each other. And trust in certain institutions
which has fallen — politics, government, journalism, academics, science even.

And then finally I think I want to talk a little bit about how media need to be remade so that we trust the
public more. If we talk about fake news as a commodity that we can just get rid of through technology or
government regulation that’s a mistake. We’re really talking about human behavior and the problems of human
behavior.

I recommend to you three reports that were very illuminating for me. There’s a think tank in New York
called Data and Society that did a report on media manipulation and disinformation online. It is an excellent
report that tears through the trolls and the gamergaters and the all right, and all of these forces that have tried to
manipulate news and the public conversation in the U.S.

I also recommend reading NATO’s handbook of Russian information warfare. I’'m going to sound like I’'m
really quite paranoid and am going to put on a tin-foil hat. But it is a sobering document that shows that the
lessons the Russians learned and taught themselves in Ukraine and how they’re using it now in social media.
I’'m not suggesting the Russians are in charge of everything here, at least not yet, but I do think that the bad
guys all learn things from each other.

Finally, there’s a Rand report, the Russian fire hose, a falsechood propaganda model which is very good.
And what these show us is that what’s really happening in the words of Danah Boyd, who founded Data and
Society. Is that, and I’ll quote her: “Our media, our tools and our politics are being leveraged to help breed
polarization. Sometimes it’s for the laughs, sometimes the goals are much more disturbing, sometimes I think it
is to disturb institutions, even nations, even the notion of truth.”

The NATO handbook quotes a Russian author who says that information has become the same kind of
weapon as a missile or bomb but it’s much less expensive to operate.

The Rand report points out that when information volume is low people tend to trust experts, you, but when
the information volume is high, when there’s too much coming at us, they tend to trust other users, friends. So
that becomes a fertile ground fro manipulation. Rand also says that the bad guys, the manipulators, have the
advantage of speed, because it is much easier to make up a lie than it is to find the facts and the truth.

And the result of this is that the bad guys control — control would be too strong — they have a real influence
on setting the agenda in the public conversation. At the highest level they attack truth.

NATO says that multiple untruths are in part designed to undermine trust in the existence of objective truth.
This is a major battle.

And again, | want to emphasize that I know that you have all dealt with this in your history in your nations.
These are lessons we are just now starting to learn in the United States and I hope that we can have a dialogue
so that we can learn much from you.

Well, what do we do about this? We tend to throw the things we know at this. The first is to fact check.
Mind you, fact checking is very important, it’s part of what every journalist does, it is a vital function, but it is
taking a weak weapon to a war, it’s not sufficient., there’s more that’s needed. The other thing we do, we argue
that we need to do, is what we call news literacy. I don’t like that title very much because I think that it is
patronizing, it says that if you read our news you’re literate, if you don’t read our news you’re illiterate, that if
you just all read our news everything would be OK. And I think there’s something deeper that’s going on here.
We have to acknowledge our own responsibility in the news media, especially in this country, for the lack of



trust. Our trust numbers have been going down, they’ve been going down since the 70s, it’s not the Internet’s
fault.

So what’s our real goal? I think that in part our goal is to foster the means for a civil public conversation. If
you come to all of our social platforms now you see a very uncivil, rude, difficult, hateful sometimes
conversation.

So I think that responsible sharing and civility and returning to these norms is where we start. It’s a
precondition.

So what about the platforms, Facebook and Google and Twitter? I think it’s important to say that they
cannot fix this with an algorithm change any more than they caused it with an algorithm change.

The Internet I think exposed perhaps centuries of frustration with major institutions like government and
politics and media and education. We have to accept our own responsibility in the creation of this notion of
mass media and the mass, treating everybody all the same. The Internet enables communities to find each other
and to say that they haven’t been heard and we have to better listen to them.

Google and Facebook have done some things that I think go in the right direction. Let me tell you about
Google. Ben Gomes, who’s in charge of search engineering at Google, one could say is the most powerful man
on earth these days. He wrote a post a couple of months ago in which he said that Google was going to change
how it views sources in search. I’ll give you an example: if you search for climate change, the words climate
change, a year ago you would have gotten in my view good results, scientific results. But if your query was “is
climate change real?” you would have gotten half ridiculous results in my view, paranoid conspiracies against
climate change. Why? Google wanted to anticipate the needs of the user, Google valued relevance and basically
people who were ignorant enough to ask “is climate change real?” were ignorant enough to click on all of these
links with conspiracy theories and they rose up.

The problem was I argued with Google that they had to map the manipulation that was occurring of them
and perhaps that of us, and they had to compensate for that manipulation, that’s what Google does now.

So Ben Gomes wrote this post few months ago in which he said that Google will now account for the
reliability, authority and quality of sources in a search ranking. That’s a very big deal because it means that
Google now has to take a responsibility. I don’t think they’re being editors but I think they are taking a quality
judgment about sources. And now if you search for is climate change real? you get scientific results, which
means that Google sided with the Institution of Science.

Facebook on its behalf started the fact checking effort, which is an effort to try to find so-called fake news
early. Really the fact checking that’s done is to train Facebook’s algorithms so they can recognize
manipulations earlier. I think that that’s helping.

There’s also something we started out of my center, out of News Integrity Initiative, called the Open Brand
Safety Initiative, with a bunch of companies in which we start by identifying the worst of the worst of fake
news. And we’re next going to find out which advertisers are supporting that fake news so that we can go to
brands, networks, ad agencies and try to convince them not to support this worst of the worst.

We’re also going to go to media companies and say that when they put up so-called recirculation engines
they’re often supporting financially and through distribution what I would call fake news.

So we have to rob the manipulators of their economic support, we have to recognize our responsibility
when it comes to how we promote them, we have to map the manipulation, the platforms have to stop the
creation of fake accounts and bots, particularly on Twitter. I think they’re only beginning to wake up to this, to
how much they’re being used.

We all have to in society make responsible choices around civility. And in the end I think our biggest
function for media and Facebook is to make strangers less strange, because what’s happening is that Donald
Trump can stand up on his first day in office and accuse Mexicans of being rapists and thieves and so on and
can get away with it because we don’t know enough people from Mexico and from Latin America. If you look
at the German election the largest proportion of votes for the AfD, the far rightwing neo-Nazi party, where in
East German states where they had no refugees, it was the stranger that is the threat.

So what do we in media do finally? I think we have to learn to listen to, understand and empathize with
communities before we bring them journalism. I started a new degree in Social Journalism at CUNY, that’s
what that’s all about, it’s listening to communities, understanding them.

We have to build diversity in our newsrooms, we’re never good enough at that, we never have enough
perspectives, but we also have to build diversity in the media ecosystem. Garcia Macovski, in our new Spanish-
language program, is also starting a Latino Media Center at the school where we want to try to support the
entrepreneurial creation of new media outlets in the United States serving Latino communities.



We run now an entrepreneurial journalism program at CUNY, we would like to do the same program en
espafiol and we’re looking for efforts to do that so that we can try to help, and it’s a cause that we’re worked on
now for 10 years together.

We also can recognize how we in liberal media — and I’m liberal and I’'m media — did not admit that we
were liberal and thus the conservative American didn’t trust us, “You can’t even admit that , why should I trust
you to say anything else?” We left a vacuum that was filled in the United States by Fox News and Brightpart
and Drudge.

I think we need to invest in responsible, fact-based journalistic conservative media in the U.S. My liberal
friends don’t like it when I say that. We have to share power with the public. There’s an effort called Harken,
which I think is very good, that enables the public to assign journalists. We have to learn how to convene
communities in the conversation. There’s another new company in the U.S. called Spaceship Media that brings
together communities in conflict to get them to understand each other.

We have to take journalism to the public where the conversation occurs. We still think that everyone has to
come to our site or our news stand to get the news. We need to take our journalism to Facebook and to Twitter
and to Instagram. We’re starting to do that but We need to recognize that that’s where our public is.

We need to come up with new forms of journalism.

And finally the thing that concerns all of us every day: We have to come up with obviously new business
models for journalism not only so we can survive but so that we can recognize the ethical difficulties that the
business models we have create. The mass media business model, which worked beautifully when you had a
World of scarcity and we owned the printing press and the other guys didn’t doesn’t work well in the world of
abundance on the Internet. And so what happens inevitably is you get more and more and more ads the prices
go down and the desperation goes up. Or as I like to say the volume-based advertising model leads inevitably to
Cats and Kardashians, and ultimately it leads to Donald Trump because we’re trying to for traffic, traffic,
traffic, traffic. We need to come up with new business models around commerce, membership, patronage,
events and other mechanisms so we can find a broader base that not only supports journalism and subsidizes
journalism but that also takes us out of this addiction we have to traffic for traffic’s sake, which I think has
made us a fertile ground for manipulation. It’s very easy for the Russians and the trolls and the all right to
manipulate us because they knew how to write click-based headlines and get them out there.

So that’s what I wanted to suggest and what we’re going to try to work on at the News Integrity Initiative,
and I look forward to our conversation.

(Applause.)

Mr. Alves: Great. I think it was a good presentation. Let me start with some things. One of the
disagreements that I had with him, I mean I think it’s the only one, is that, and everybody here is going to be on
his side, I’'m going to tell anyway, is because I became really very interested and enthusiastic I must say in non-
profit journalism as I saw this industry shrinking and the business model being attacked, etc. and Jeff kind of
pushed back. He even called me in a conference like this with many more people Communist. He said,
“Rosental, you don’t like profit, your are a Communist!” And I joked and I said, “”’I’m glad you’re doing this in
the United States and not in my country in the *60s or *70s being called a Communist even as a joke would get
me in trouble!” But when I started teaching entrepreneurial journalism Jeff’s advice was “Don’t allow the
students to come up with a project that is based on non-profit, because the key is to develop a sustainable,
profitable business model.” And I agree with that, too. I just think that the non-profit will have a role and a part
in the media landscape.

Mr. Jarvis: I just want to say I’ve come to agree with Rosental more because it is part of the ecosystem
and I think that even if you go to the Guardian, which says that it seeks profit, it is now begging for money
from people, and it’s working, they just announced they have 800,000 people donating money to the Guardian.
So I think that there is this new mix of profit and not-for-profit.

Mr. Alves: Not only that, I mean if you see the sales pitch of The New York Times for example it is they
don’t support in journalism. You know, the language that we’re going to hear tomorrow that democracy dies in
darkness, the industry is recognizing and changing the discourse, which I think on one hand is a recognition of
the extreme limitations that we did not expect that would happen in terms of the business model on one hand.
But the other hand it’s actually a good marketing position, my friends from public radio for example don’t like
that, they’re thinking that The New York Times is stealing their pitch. But in reality I think it may create a new
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link with society that is very important, profitable or not, I mean for profit or non-profit. It doesn’t matter, the
fact that we are here to serve you creates a link that is different. And, you know, I remember all my life that we
always said this is not a regular industry, this is not a factory, we have a social role, a social responsibility.

How can you do that in a country like this where the president now lies so much, that he now has just said
that he invented the expression “fake news.” How can you deal with that, what do you think the media is doing
the right and wrong, because there are lots of rights and wrongs in the dealing with Trump?

Mr. Jarvis: I’ll be curious to hear what you think of this, I haven’t blogged this yet: I’'m coming to think
that we almost need a truth and reconciliation commission from journalism and the platforms.

I don’t think we’ve begun to accept the responsibility that we have for where we are. We tend to blame the
public, we make news, news is wonderful, it’s all the public’s fault they don’t believe us. If you look at the
election we in journalism did a lot wrong, the heads of CBS News and CNN News both said that Trump may be
bad for America but good for their business. They put the camera on that podium and left it there for Trump for
a lot longer than anyone else, they treated him as entertainment, they didn’t really report his lack of experience
and sense and intelligence and knowledge and ability to speak English.

Mr. Alves: Even cable news, even CNN was completely off, the debate will finish and immediately all the
cameras would go to him to give him extra time.

Mr. Jarvis: And they would let him call in and let others call in. The New York Times story about Hillary
Clinton’s e-mail I think was overdone. We have this notion of false balance in American journalism where
everything Trump did wrong you had to say something Clinton did wrong and all we had was the e-mail, so the
e-mail story got raised up far beyond its news judgment appropriately.

So I think we did a lot wrong. We also think our jobs is to predict who’s going to win, which does nothing
to inform the voters. Nothing. It just makes us look like we’re smart and savvy even though we turned out to be
very wrong.

So what do you do now? The problem now — I’ve been thinking about this and I’d love to have this
conversation with you over a few beers — is what we now see in American media is finally the media are saying,
“Oh my God, he lies, oh my God he’s wrong about that or oh my God he’s causing damage, we can’t believe
this is going on!” But it stops there. What about that, what damage is being caused, what should we be reporting
on, what will do about this? The media is just acting shocked these days. If you watch the Morning Show on
MSNBC while you’re here, Joe Scarborough was a conservative Republican on a liberal channel but even he
now has left the Republican Party because of Donald Trump. So every morning he’d say, “Oh my God, I can’t
believe what he did today!” What does that do for the country?

I don’t know what our new strategy has to be, in manipulation will be curious about this too in Iraq.

There are some who are beginning to say that we in journalism need to practice what they call strategic
silence. The problem is that when we fact check and debunk the manipulator, “No, Hillary Clinton did not a sex
ring out of a pizza parlor,” all we do is take that notion and put it into the public conversation. So we do the
work of the manipulator by spreading that idea even as we say it’s false.

So we need new strategies as journalists to figure out how to report the methods but not the messages, how
to deal with an incompetent leader. I don’t know.

Sr. Alves: Well, first of all there are so many things interesting in what you said but let me start with the
last one: Our policy for our history of the 150 years of newspapers I think has been based on not to deny
rumors, innuendos or whatever, because when we said that that’s not true we were giving credit to it somehow.
But I think the new media ecosystem created other forces that pushed us to do that.

I know that you have this idea that fact checking is not sufficient, and you’re right, but fact checking as a
new discipline of journalism and a new genre of journalism that has been commercial — by the way we are
offering our course free online on fact checking with Laura Somer from Argentina that starts next week. Free —
did I say free? — yes free and wonderful, in Spanish, supported by the way by Google News app.

I think we really have to deny, to have the fact checking, because it is different, because in the past the
rumor mills did not have the power of having audience as it can, as it has now. So it is now ....

Mr. Jarvis: What should we do about that then, you’re right it changes?
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Sr. Alves: I think we should keep developing those techniques. But I like the first part of your very bold
idea of the truth and reconciliation. This is what the United Nations does in post-war situations. But I heard you
saying “with both the platforms and media.” I thought it was between the platforms and media.

Mr. Jarvis: No, the platforms are the good guys more than media. We both ....

Sr. Alves: I know, but if you compare what happened in Europe and in this hemisphere as well on how we
deal with the platforms and how the platforms are changing, you know. In part of your presentation you talked
about how Google’s changing, how Facebook’s changing. It is part of the problem that publishers and platforms
have to talk more and have to work together. But do you think the platforms are understanding that they are not
as neutral, that there is a new beginning for them to understand their responsibility, that they are also
publishers?

Mr. Jarvis: Well, I argue that they’re not media, if we in media try to define them in our terms we limit
what they are, we don’t really see what are fully. However, I absolutely agree they have to learn much more
about their public responsibility. And I have argued to both Facebook and Google that they should hire senior
journalists, not to edit, not to create content, not to compete with us but to bring a sense of public responsibility
to what they do. I’'m not saying they don’t have that but they don’t have it the same way that we do, that we
know there’s an impact of what we do.

The problem is this, Rosental, the platforms still see this as a public relations problem, so all the efforts
they do are run out of their marketing departments. The only thing that matters in Silicon Valley is the product
department and we have to have this voice there that says when you make new search rankings, you make new
news feeds, you make decisions on Twitter that you do so with this idea of public responsibility. And we should
help them.

The other concern I have going out there, when I was down in Peru for an event on (?) journalism I talked
to journalists from Colombia who told me — and tell me if I’'m wrong here — that the peace referendum was lost
in great measure on WhatsUp. And so there’s another platform out there where we can’t watch what’s going on
because they’re private conversations.

The technology’s going to change faster than we can, the manipulators are going to be way ahead of us. We
have to listen to the public conversation.

So what I argue is that Google and Facebook should be much more transparent about the manipulation.
Facebook should have revealed all of the Russian ads as soon as they knew that they were there and not waited
for a public furor. They should have revealed not only the ads but also the targeting criteria so we know who
was being targeted with what message. They should have gotten way ahead of this and said “We’re being
manipulated, that means they’re trying to manipulate you the public and here’s where we stand.” But right now
they’re still behind.

Sr. Alves: And let me tell you one thing about WhatsUp. The thing of Colombia is a great case study
because there is an interview that one of the managers of the campaign against the peace agreement tells how he
was manipulating the sentiments in social media in general. It’s such a cynical statement, it’s almost like
exactly what the Russians were allegedly doing here.

But the WhatsUp case is also very important and very understudied. The WhatsUp case is that people in
Latin America lead on WhatsUp and they create their own social media within WhatsUp, and when the news
organizations start to be present in WhatsUp, correctly because this is where people are, WhatsUp’s whole style
is against the media, against the newspapers. They shut down abruptly operations of media because they
consider then spam. I really don’t understand where their heads are, why they do that.

But anyway, going back to reconciliation ....

Mr. Jarvis: This is going to get me in trouble I think.

Sr. Alves: No, but let me see how can we move out of that, what is the role of publishers, what can we do,
because there is this other phenomenon that the Lieutenant Governor in his speech mentioned, the echo
chambers. There is a word in English and I think in Spanish and Portuguese also, homophily. It is a sociology
trend, theory, I’m sorry that talks about how we love the same and we want to be surrounded by people who
think like us. We’ve always had this trend but now we have this exponentially bigger, right? And this is the
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problem because you are having trites (?) that unite and WhatsUp is making this possible also in another
dimension.
How can the media help to break that?

Mr. Jarvis: Well, I don’t know we want to break it, because it’s both good and bad. The fact that you can
now find people like you, you know the ability of people in the Arab Spring to find each other and bring down
that regime — unfortunately the Internet is not good at building new regimes — the ability of gays, lesbians,
transgenders to fight for the right to get married because they have this social media structure, the ability in
recent days here in the United States, the #Me Too about sexual abuse of women by men in power, the Internet
enables people to gather together, to find each other, to realize you’re not alone, to join a community.

Communities are good generally, right? But obviously communities can also be communities of Nazis and
racists, and that’s bad. And communities can be isolated, that’s bad.

So to me the key question for us in journalism is how do we build bridges and platforms how do they build
bridges, how do we make strangers less strange?

It’s argued that Facebook should expose you to ideas that you disagree with and Facebook says that their
research reveals that if you are here and they present you with views that are here it’ll only make you more solid
in your views. I thought about that and I think that Facebook is not a platform for ideas, nor is it a platform for
information, only accidentally, it’s a platform for people.

So the question is how can you get people together to learn? I mentioned briefly Spaceship Media. Let me
talk about that for a second. A couple of journalists in San Francisco got together on Facebook, 20 women who
voted for Trump in the South, in Alabama, and 20 women who voted for Clinton in San Francisco. The
journalists interviewed them all, got to know them, then introduced them to each other, and they put them in a
Facebook group. At first they talked about their kids and soccer, football and so on but it didn’t take long before
the conversation went brrrr. But then magic occurred, then the people in the conversation came to the journalists
and said, “We’re getting in trouble over here, we needs some facts, can you look up some things for us?”” They
trusted the journalists, they trusted facts, they trusted journalism, it’s kind of a beautiful thing. But that was a
whole different kind of journalism, the job of journalism there was to convene two communities in conflict and
then recognize that journalism added to the conversation.

We have to recognize that journalism’s job is to convene communities in conflict into informed and civil
and productive conversation. That’s a very different view of journalism. And we can use the platforms to do
that, and they need to learn how to help us.

Sr. Alves: Yes. I’'m going to open to questions. But let me do one first while you prepare. There is a mike
there and a mike there.

Going back to our entreprencur journalism interest and the clashes that we teach, etc., I remember when I
talked with the executives of a newspaper in Latin America at my new class, because I went to move from
online journalism and multimedia journalism to the next new thing and I thought about mobile journalism and
entrepreneurial and I decided to do entrepreneurial. But this executive said, “h, Rosental, so now you’re on the
other side, you are going to be teaching people to create startups against us?”

I want you to comment a little bit about entrepreneurship in traditional media companies like those
represented here: how important is to bring the startup culture, mentality, to the news organizations that are
here? Can you elaborate a little bit on that?

Mr. Jarvis: And questions en espafiol, please, Rosental can help me.

When we started our school 11 years ago and we started our entrepreneurial program my belief then, and I
think yours too, was that innovation was going to come from the startups, that the old companies were still
about protecting. That’s not true any more.

Sr. Alves: It was the innovators’ dilemma theory that kind of helped to give us this.

Mr. Jarvis: And I made mistakes in that. I thought that hyper local journalism, local blogs would be the
new building block of journalism. I was wrong. Journalists don’t want to go into business, they’re not good at
adding or selling, it’s a risky thing to do, it didn’t work that well. I still have a lot of faith in entrepreneurs to
invent new ways but I also now have the faith that the legacy media companies all in many countries — and I’ve
visited some of you n your offices — see the need for innovation.
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So we also see that there are a bunch of news job descriptions out there, which means we have to change
journalism education. So at the Center I run we started what we call communities of practice, bringing together
for example the top 20 people in product development, the top 20 people in audience development, the top 20
people in commerce. These are brand new skills in a newsroom, we never had product development because we
had the product, it was a beautiful product called a newspaper, it worked wonderfully, it was a miracle. Now we
need to develop news products. Audience development: we had one kind of relationship with the public, which
was talking to them, now we have to listen to them in new ways and work with them in new ways.

So these are entirely new skills and I think that the way innovation occurs in news companies now is a
constant environment of product development and what we make our students do.

The big lesson I learned in teaching entrepreneurial journalism and social journalism is that the primary
skill we have to teach in both is listening. We are bad listeners, we think we know best, we take our product out
to the world and say, “Here, you’re welcome.” We teach the journalists, we teach the students, to go find a
community that is self-defined as a community, not a bullshit community like millenials nor in the United States
Hispanic. My students come from outside the country and say, “The first time I was ever called Hispanic was
when I came here.” Because we Anglos think everybody who speaks Spanish has something in common, which
is absurd. So not those kinds of demographic labels but instead real communities that define themselves as
communities. And we tell them don’t talk, listen, observe, understand what their needs are, come back with
inspiration, build a product that’s going to serve those needs, go back out into the market, learn whether you
were right or wrong, and keep doing that.

So the entrepreneurial spirit becomes our core job. We don’t just produce a product called news, we help
communities.

Sr. Alves: You know, he wrote a book called “What Would Google Do?” How many years ago, 10 years
ago?

Mr. Jarvis: No, seven.

Sr. Alves: The thing of the entrepreneurial journalism is about that. It’s about ho can we learn from those
companies that are creating the new world? We were together in Google a couple of weeks ago for a journalism
seminar they had there and there was a moment there, there were nine what they call PMs on the stage — PM is
Product Manager. This year by chance I realized that I put on the same panel the Product Director of 7he New
York Times and the Director of Product of The Washington Post. What the heck is going on here? So we are on
the second week of our free online course of the Knight Center on Product Management for Journalists. This is
a new course, this is one of those entrepreneurial things, new concepts, and I had a pushback on Twitter from a
guy who was kind of throwing me saying — voy a hablar en espafiol — “Yo odio a este nombre con toda mis
sefias” I did not even know the word exactly, but he was saying “I hate this word.” And I Tweeted back “Do
you really hate the name or the concept of having the product managed?” And he responded, “We have other
names, editor, writer, whatever, the traditional names.” But how can you deal, you had a structure that was
made to deal with one product, your newspaper, now you have multiple products, so maybe you can learn a
little thing from Silicon Valley and adopt new concepts, right?

Mr. Jarvis: I wrote a very long post on Medium, Medium tells you how long it takes to read, it was a 40-
minute read, on if I ran a newspaper, in parenthesis that will never happen, but in it I talked about this idea of
product being the key. Mind you, I don’t like the word either because product makes it seem as if it’s a finished
product when this is a process, we’re a service, we’re constantly figuring out how to serve. And audience
development I don’t like that either because audience is a one-way word. But these are the words we use now.

We now know that we have to be out there listening to markets and I think Deseret News here with Matt
and company they do a very good job of seeing their world in terms of communities and how they serve
communities. That to me is the essence of how we fix journalism in the business model.

Sr. Alves: And it’s a traditional media transformation that is exemplary, a role model.
No questions? Let’s rock and roll! Microphone there and there.

Sr. Alejandro Aguirre: Hi. I used to be a journalist back when work was more fun, I’m retired from that
now. I am conservative, I worked very, very hard when [ was at my newspaper, Diario Las Américas, in Miami
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and I worked very, very hard in the news side to be as objective as possible and stay away from adjectives as
much as possible.

And then, Nr. Jarvis, I have to confess I worry when people talk about bad guys and good guys, because
what may be bad for you is good for somebody else.

I believe that manipulation has gotten much more sophisticated. I saw, or I thought I saw, manipulation 10,
20, 30, 40, 50 years ago when I would look at the way U.S. media would cover news in Latin America, the little
amount of coverage that would receive the news in Latin America, and how homogenous in the U.S. press in
particular.

I was very happy that you said that you were a liberal because it has always concerned me that the U.S. is
one of the few countries where we don’t like to identify our media as being liberal of conservative. It has
changed now that we have, you know, the MCNBCs and the Foxes of the world, which I agree are like resonant
boxes at times.

I believe that the manipulation of news, including by Russians, has been going on, they just changed the
way they did it, it was done over Johnny Walker and cocktails and now it’s done through electrons, and I was
just wondering if you really think this is something that is such a new phenomenon. I was also wondering if you
thought that there was a good and responsible conservative news outlet out there.

Mr. Jarvis: I think that you’re right, manipulation goes back to Bernays’s book which led us to pubic
relations, that it was an attempt to manipulate politics. Our attempts to manipulate the mechanisms, the volume,
the speed are all new. And as Rosental said the fact that anyone can now publish, which I generally think is a
beautiful thing, means that a democratized platform can be gained.

It happened with content, with blogs and such. Advertising is also now opened up and that’s why the
Russians can buy ads very easily.

I will call the manipulators bad guys because someone who is trying to bring falsehood I’ll call a bad guy.
But to your larger point on that is the question American journalism is of advocacy. In our American view we
were not advocates, we were objective and so on, that’s what we taught in journalism school. I now see that
what we need to be is number one transparent.

So I say I’m liberal, I will say things about me and you can judge me as a result. I should be intellectually
honest, and that’s what we teach the students. But I’'m seeing a very interesting split in my journalism school — I
haven’t written that yet either so I’ll be a little careful. We were having a disagreement about the notion of
advocacy in journalism because the so-called minority journalist students in the school are told don’t be an
advocate, be objective, and they so, “Well, no, I’'m here to serve my community, I’m here to be an advocate for
my community.” And you see an example in the United States like Univision, where they clearly are advocates
for immigrants. And I endorse that, but that’s a sin to old American journalism.

So we’re trying to figure this out and work this out, and we’re not there yet, and I think it’s a very good
discussion to have as a result.

Sr. Martin Etchevers (Clarin, Buenos Aires, Argentina): Buenos dias. Querria preguntarle a Jeff ;cual
es el rol que tiene las empresas de medios en esta iniciativa por la credibiidad que usted mencion¢ al principio?
Y despues si conoce las iniciativas respecto a la fake news que estan llevando adelante Google y Facebook, y
(qué le parecen las mismas?

Mr. Jarvis: On the News Integrity Initiative, which is what we started, I hired a wonderful woman named
Molly de Aguiar who has a wonderful Hispanic name but does not speak a word of Spanish because she
married a Cuban, and Rosental was wonderful to her at the Cabo festival in Medellin. She’s wonderful and she
comes from a foundation world, so she’s making major grants to organizations like — we haven’t granted them
yet but I presume we’re going to grant to FNPE — to introduce to society, to spaceship media which I
mentioned. So it’s a lot of that going on.

We don’t have enough money to change the businesses of media companies Google started the digital news
initiative in Europe with 150 million Euros, some of which is making a really good difference, some of which is
going to crap, but some of which is doing very good things.

So I think you have to get to that scale to start to have a difference when it comes to the innovation in our
companies.

What are Google and Facebook doing? Facebook started this effort to pay fact checking agencies to fact
check posts that Facebook identifies and sends to them. We still haven’t gotten any data from Facebook about
what impact this has on user behavior, we don’t know yet. There is some fear that putting a flag on it says that
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these big institutions say that’s wrong, it will only make it more popular among the alternative forces, the
paranoids.

So we don’t know enough yet to know how this is working. I think it’s important, I think that Google’s
change in its search ranking that I talked about earlier is probably even more important. Google publishes
openly a document about how it has human beings rank quality of sources, of Web sites, and then Google’s
algorithms, its artificial intelligence, learns from that to predict quality. And that always changes, so I talked
with the Google people and I said well, for example, would the age of the site be a good signal? We have the
case of the election where the Denver Guardian, a publication that does not exist, was suddenly created to say
that the Pope endorsed Trump. It was a lie. I bet the man who did this did it to make money period. But the site
was two weeks old. So you could say the site age is a good indicator, a signal of distrust.

But immediately the bad guys — I’ll say bad guys — learned from that, so what they’re doing is they’re
buying old sites to put content on them. So Google always has to work, Facebook has to work, to try to stay
ahead, they’re just beginning that.

Sr. Alves: I think one of the keys in that effort from the platforms now is the follow-the-money part. There
are in psychological welfare and propaganda, etc. I think part of this should be seen. There are many aspects.
There are people pushing for misinformation there for political reasons, for ideological reasons and for money,
right? The fact that a kid in the Balkans, in Macedonia, could get $10,000 per week by creating fake,
completely hoax news sites and that the platform was neutral and hands-off enough to let it go is totally absurd.
So now they are doing this kind of analysis.

Mr. Jarvis: Twitter has been doing nothing, Twitter just announced that they’re going to stop taking ads
from RT and Sputnik, and Twitter prides itself as an open platform. I love the Internet as an open platform but I
think we have to learn that complete openness inevitably leads to trolls and such. Even Readit is now getting rid
of certain things. Patreon is not letting certain kinds of sexual content be supported.

What we saw in the old days of social media was that everyone agreed that child porn is bad. Was that our
only standard in society? We have to move up from there and say what else where we take responsibility. The
Internet will be open, I want the Internet to be open, but if you have a brand and a platform you have a
responsibility.

Sr. Hassan Nassar (RCN Radio, Bogota, Colombia): Professor, you mentioned the Colombian case and I
think it’s really passionate to understand, you talk about manipulation, how do people in the peace process in
Colombia, especially in the media, played the role, society was used to two kinds of discourse. First people
were saying that the peace process was perfect, was the best thing to do for the country, and on the other side a
lot of emotions, a lot of tensions, a lot of things that were said that were not true. And we are finding out that
today they are truth, that they are especially truth.

So the role of journalism and the media how do you perceive that?

And the other quick thing: you mentioned a lot of Trump, my question is do you think we are under the
impression that for the first time a populist, someone with the populist discourse, is in the American White
House? But we in Latin America we have that all the time, so we are used to populists in government even
though they are from left or right and it’s easier for us to work and do journalism in that direction?

Mr. Jarvis: Absolutely. I remember the first one before Trump was the Colombian. Yes. I talked to a
young journalist in Peru who is from Colombia who was on both sides at different times of the referendum. So
I’m not trying to say which was the right side of the referendum, the question is was misinformation and
disinformation being spread?

And you’re right, it’s a very interesting idea, something that seems like disinformation today becomes the
fact tomorrow.

Another example is Brexit in the UK, where there was clear disinformation being spread in ads and so on.
The reason I bring it up is my fear about WhatsApp is that we can’t see what’s going on there. We couldn’t see
the ads on Facebook. Now Facebook says that they’ll make political ads more transparent.

We never could see ads in direct mail, we never could see ads on phone calls. I wish the platforms would
set a policy of radical transparency about political advertising that’s advertising. When you get to political
speech, well no, people are vulnerable, they use this for a reason.

We just have to be aware that it’s out job in journalism — now your second point — to be a doctor giving a
shot to the public of truth before the lies come. We now react to the lies. In the United States we know that
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there’s going to be an effort by some forces to question our census, our collection of data about the population,
which is the basis of how our legislatures are set up. We already see people are going out there trying to find a
strategy to debunk the census which will have an impact politically. Well, journalists should be writing stories
right now about the census, about the truth of the census and how it operates and so on and so forth.

How your final point: let’s talk. One of the things I want to do with the News Integrity Initiative is have
some events where Latin American journalists teach American journalists how to cover populists. I called an
Argentinian journalist right after the election, I said, “What should we learn?” and she said, “Your access is
going to be cut off” — true — “they’re going to call you liars” — true — “and the only thing you can do is
investigate” — true.

Sra. Wendy Santana (Listin Diario, Santo Domingo, Republica Dominicana): Quiero preguntar lo
siguiente: Con este asunto de la apertura de la democratizacion de la informacion y la tecnologia vemos que
cada vez hay mas periodistas que se independizan de los medios y crean sus propias paginas Web y sus blogs
informativos, cada dia van en incremento. Por otro lado, en el discurso del sefor él hablaba de que Google,
Twitter y Facebook, todas las redes sociales internacionales, deberian ingresar periodistas en vez de
mercadologos que solamente aporten datos, y en muchos congresos y seminarios de periodistas, comenzando
por la SIP, se trata de fortalecer cada vez mas los medios de comunicacion.

Entonces, justed cree que podrian converger estos tres renglones en el area periodistica o hay un camino
preferido para que el periodista se dirija hacia eso?

Mr. Jarvis: Great question. I think a few things. Rosental made reference to this earlier. When started
entrepreneurial journalism the big companies said, “What are you doing creating new competitors?” But we
believe that’s where innovation could occur, in these start-ups. So I think that’s a very important part of the
ecosystem.

We also see a new climate of collaboration in journalism, where if you look at the Panama Papers case the
journalists realize that no one organization could do that alone, they had to work together, new and old, small
and big, international. I think that’s a very healthy thing. We recognize that.

Three: If you look at the Festival Gabo in Medellin a lot of the journalists who are awarded there are
independent journalists

I think it would be smart for big organizations and independent organizations to figure out how to work
together.

You see this happening somewhat in the United States, where ProPublica is a wonderful investigative
journalism outlet that gives its journalism for free to The Washington Post and The New York Times.

I’m trying to think if there’s another example that does this, but there’s a few that do that, that say, “Our
goal is a social goal and we provide journalism.” Now, The New York Times has to trust that journalism, but I
think it works.

Example number four, finally. I see anew model occurring in Europe, where you see a company called The
Correspondent, I don’t know if you've heard of that, where its young journalists started this and people give
them money, not really as a subscription but instead to way, “I want to support your journalism, to get access to
the journalism.”

You see another example is £/ Diario in Madrid, where people are giving money to £/ Diario because they
believe that Spain needs that independent journalism. Zetland is one in Denmark, and so on. The Correspondent
is going to try to bring its model of membership to the U.S.

So finally, I think we can collaborate together, I think we can learn from each other and I think that it’s not
about the new guys versus the old guys now, it’s we’re all trying to save journalism, you’ve got to act like that.

Mr. Alves: I think Wendy’s question was excellent really. I think in Latin America there are lots of new
players, there are lots of start-ups that are in your countries, that some of them, you know, you are looking down
to them when you could have collaboration. For example in Brazil a journalist is fired from Folha de S. Paulo,
he was one of the best political reporters in Brasilia, Fernando Rodriguez, he is fired and five minutes later I
sent him an e-mail saying, “Fernando, it’s the hand of God, go and create political.com kind of Brasilia. Of
course it was not because of me. But anyway, I did this and he created in a completely different model a paid
newsletter with corporate subscription. So he did almost a b-to-b model and he started selling that newsletter
from Brasilia to big companies in Brazil.

He became profitable and then he launched a Web site, Poder Tres Sesenta — Three Hundred Six Powers,
the name. He has 30 journalists working for him. And all of this happened in two years.
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And I can tell you of the start-ups and models that are happening almost in any country in Latin America
with new things.

Remember that 95 % of the start-ups fail. It’s not that when they start teaching entrepreneurs or journalists
I’m not saying go get them, I mean I say in the first day of class, “Go there, become a millionaire and then give
money back to the University of Texas,” which is a wonderful tradition, to give back.

Buy, anyway, so I think I’m just trying to echo what Jeff said. I’'m a collaboration, the eco sistema, the
media eco sistema, that is being created now is every day more different from what we had in the past.

So I just wanted to echo that.

Is that the last question? Yes, go.

Sr. Ernesto Kraiselburd (E! Dia, La Plata, Argentina): I’'m going to say my question in English, I wrote
it down so as not to get confused. We were talking about fake news and Cristina Kirchner, Maduro, Chavez and
Correa, just to name a few, all of them learned the weaknesses of media and exploited them to get their voice
out. Fake news followed suit. What do you think are their strengths or points that we can imitate without
compromising our ideals, so that we can use them to our advantage?

Mr. Jarvis: Another very interesting question, and this is why you’re right to question my use of the term
“bad guys.” But I think that there are lessons to be learned from the techniques that are being used by these
other forces that we can use for good. And News Integrity Initiative, as I think I mentioned, it’s funny to think
of public radio international to use the techniques of Cambridge Analytica, which is the company that
supposedly helped Trump get elected using data on Facebook.

They’re going to use the same techniques to fund out people who are vulnerable to journalism and who
might be bridges among communities, and they’re going to learn those techniques.

I like to point out there’s an organization in the U.S. called Occupy Democrats on Facebook which is an
advocacy political group. All they make is meems and veems, you know things on Facebook with text and facts
and are called actions. During the election they were getting 100 to 300 million impressions a week on
Facebook alone.

So I met Nick Kristof of The New York Times who’s office is down the street from me and I saw him and
he said, “Jarvis, you showed me Twitter the first time, it’s your fault. Now tell me what’s new.” And I said,
“Meems, young man, meems.” And I’m not suggesting that he should stop writing columns but I am suggesting
that he should take what he writes and put it in a form that people will use.”

Last point: Besides ISOJ, which is the best conference alive, and this one, which is wonderful, I also like to
go to one called VidCon in Anaheim, California, every year, which is a YouTube fans conference — 28,000 fans
of YouTube, mainly young women and girls. It is phenomenal, it is life changing. The first year I went I was
going to interview young Turks on stage. My daughter, who is now 20, said, “Where are you going?” I said,
“Los Angeles,” she said, “Why?” I said, “Have you heard of VidCon” and she said, “Yeah, like why are you
taking me, you terrible father?”” So the last three years I have taken her. And I learned a couple of lessons there,
which is my point: we needed to watch these things whether they’re good or bad and learn how they’re
interacting with the public and use this for journalism.

So the two lessons I’ve learned at VidCon: number one that content is not always a product or a
destination, it is a social token. When my daughter shares a video she’s not saying, “This is a very good
product, you should sit here and watch for half an hour” she’s saying, “This speaks for me, this says what I want
to say, this is part of our conversation, this says what you were trying to say, this is about us.” How do we bring
journalism to the middle of people’s conversations? That’s a big lesson. The bad guys are excellent at that, they
recognize where people are having a conversation and they’re vulnerable to lies. How do we bring people
honorable truth?

The second lesson there: My favorite sessions at VidCon are sessions where YouTubers sit up on stage,
who’ve talked about their mental health problems, they’ve told the world about their eating disorders and their
depression and their suicide attempts and so on. In the room are 300 mainly young women who share that. The
empathy in that room is thick, it is impressive, it is phenomenal. There’s a different relationship of media to
public there which we need to learn, because we’re still an institution called journalism, you need to come and
read, right?

I was part of an advisory group for a publication called Christianity Today in Chicago, a liberal religious
publication, and the editor was talking about how he sees the ministers today re trying to run platforms like
Google, they’re trying to get more people and be on Facebook and get lots of people. He said, “No, I won’t do
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that, I’m a pastor, I’ve a relationship with my community.” We as journalists need to learn how to have a
relationship with our community, that’s what we can learn from even the bad guys and good guys.

Ms. Alves: Thank you very much, you were great, Jeff, thank you.
(Applause.)

Mr. Sanders: At this point there’ll be a 15-minute break for coffee right outside these doors. Mr. Jarvis and
Mr. Rosenthal will be available to continue the conversation for those who would like to do that. In 15 minutes
sharp we’ll be back here, hopefully to see all of you, at our number 2, “Rethink and Rebrand Your Media
Business For The New Environment.”
Thank you.
Seminar 2: Rethink and Rebrand Your Media Business
For The New Environment
Seminario 2: Repensar y Renombrar la Imagen de Su Empresa
de Medios en el Nuevo Entorno

Mr. Sanders: OK, we’re back to begin the first session of the late morning, Seminar 2, Rethink and
Rebrand Your Media Business For The New Environment.

Brad Thatcher of Thatcher+Co will be the moderator and the two panelists, or the two interviewees
perhaps, presenters, Gabriela Wurcel of Philip Morris International of New York and David Smith of Cotopaxi
of Salt Lake City.

Mr. Brad Thatcher (Thatcher+Co, New York, N.Y.): Good morning, it’s my pleasure to be with you
today. I run a public relations agency in New York City and it’s my pleasure to moderate this panel today.

Before we turn the time over to these wonderful presenters I wanted to share some data from an interesting
study that my firm has been engaged in on behalf of the local media industry here in the United States.

Essentially I have been working with the Local Media Association here in the USA and counterparts to you
all here in the U.S., like The Dallas Morning News, like Gatehouse Media, which is the largest owner of local
newspapers in the United States, Deseret Digital, who is you host here today, several of these companies in the
U.S., and we did a study interviewing their CEOs, interviewing their leaders, about transformation in the local
media industry. And I wanted to share some of that data just to set the stage with this transformation theme.

We’re going to be hearing about transformation from these two guests and we thought it would be helpful
to set up the stage of what media companies in the U.S. are doing to transform their businesses.

I will share a lot of data from Borrell Associates, which does a lot of research on advertising spending
across media companies in the U.S. and I think that helps set the stage for the transformation that’s underway in
the industry here.

As I said, I'm based in New York City, in the heart of Times Square, and it’s my pleasure to be here in this
beautiful Salt Lake City today.

If I can just start with some research and separate some facts from fiction, as we like to say. So of the $133
billion local advertising industry is responsible for about 40% of all the advertising. And I think the point here is
it’s more complex and counter-intuitive than it might appear.

What we think is the untold story, the story that gets lost in the headlines, is that some of the leading local
media companies here in the U.S. are actually transforming their businesses and doing innovative things, that is
counter-intuitive. And they’re doing things to become more relevant to advertisers as well. And they’re
leveraging some of the strengths that they have, and I think there are similar strengths that you all have in Latin
America — and I’m curious to hear and see what kind of things you’re doing as well, because I’m guessing that
in the countries where you operate you’re doing similar things. So hopefully this will be helpful to share a little
bit.

And I share this quote from Jim Moroney, who is the publisher and CEO of The Dallas Morning News, and
he has really been beating the drum as an industry leader to say we’ve got to help explain what’s going on in
our industry, we have to explain how we’re transforming. He says we believe that the more local media
organizations are proactive in articulating their investments in new revenue generation that it will have an effect
in reframing the debate and focus on the decline of the traditional business models.

So I think that sets the stage here.

Underpinning the transformation is this — the trends in advertising. And I’m guessing there’s probably
similar trends in Latin America, but I don’t know. This is based on the U.S. local advertising market. You can
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see that advertising is a percentage of gross business revenues that is declining, and the data is sobering. You’ve
probably been seeing similar things. If you look at 2004, compare that to 2015, you’ve got about a $56 billion
decline.

This next slide I think is fascinating because it shows that while advertising is declining or flat you have
these skyrocketing marketing services costs that are just really skyrocketing. And this is from Borrell
Associates. I just share this because this really underpins the transformation that’s going on with local media
companies in the U.S. They are looking to get a piece of that hockey stick of marketing spend. You just look at
the differential there, it’s remarkable.

Local media companies actually dominate digital advertising in smaller markets according to the data from
Borrell Associates. Local media companies sold $10.5 billion in digital advertising in 2015. The heaviest hitters
were daily newspapers, selling about $5 billion, and yellow page directories, selling $2.4 billion.

The largest sources of revenue for these digital services operations are Web development, SEO replication
management and video production. They’re getting into new areas of business, it’s not the traditional
advertising that they’re showing but they’re morphing and getting into marketing services businesses. And
you’re seeing that trend throughout these leaders that I mentioned in the U.S. They’re morphing and
transforming themselves to get a piece of that business.

I’1l just show a few more slides here. This is a compilation of the research that we did, and this is a public
infographic, if you will, that we can share with you. It talks about events division.

Gatehouse, which is the largest owner of local media companies in the U.S. now, local media newspapers,
they’ve printed a whole events division and they’re doing events around the country that has given them a
whole new revenue stream and become more relevant to advertisers by creating events, bringing in local
sporting parents events and awards. They’re doing a whole host of things that is a new line of business for them
but it has created opportunities for them, and they’re generating higher margins, they’re capping the revenue
streams.

So anyway I just wanted to share some of that data, and we can share that offline, from the Local Media
Association, which is a great resource that you might want to tap and learn from what they’re doing in the U.S.

The data from Gordon Borrell is very interesting too, there might be some lessons learned there.

I just wanted to set the stage with that and change gears a little bit.

As you’re transforming your businesses you can learn from what the U.S. local media companies are doing,
but we can also learn from other industries, and I think that was a creative idea for the IAPA to bring in outside
industries here today to share with you.

And so I’d like to introduce our two panelists who will each give a presentation about their businesses.

First we’ll hear from Gabriela Wurcel, who is the Vice President of Corporate Affairs for Latin America
and Canada for Philip Morris. She’s going to talk about a major industry that has undergone some really
interesting transformation that I was really enlightened and surprised by. You all have heard of that brand I’'m
sure, which is a global multinational corporation with operations all over the world.

And then we have Davis Smith, who is the CEO of a local apparel outdoor gear company here in Salt Lake
City

And so we have sort of an approach from the multinational and then a smaller, fast growth startup here
locally to share the innovation that empowered and the causes of that they have adopted and participated in to
advance their businesses.

I will turn the time over now to Gabriela and after their presentations we’ll have a Q&A to discuss.

Sra. Gabriela Wurcel (Philip Morris International, New York, N.Y.): Thank you, Brad.

Buenos dias, para mi es un gusto estar aqui con ustedes hoy, agradezco a la SIP la oportunidad de estar aqui
y también a la prensa por invitarnos a Salt Lake City. Y para mi personalmente realmente es un lujo porque en
una vida anterior fui periodista, entonces estoy muy cerca de los valores de estas actividades de todos ustedes, y
como veo en la sala hay muchos periodistas y ejecutivos de medios, querria darles una noticia, una noticia on
the record, la pueden comentar, la puedan compartir. Philip Morris International, una de las tabacaleras
multinacionales mas importantes, quiere dejar de la (no se entiende) cigarrillos.

Philip Morris International, que es la duefia de marcas de cigarrillos como Malboro quiere dejar de (no se
entiende) cigarrillos.

(Como es posible? se preguntaran. Bueno, eso es precisamente lo que quiero compartir con ustedes hoy. Es
la historia de una transformacion drastica de nuestra empresa y de nuestro modelo de negocios que llevo mas de
diez afios en ejecucion y una inversion no sélo econdémica sino personal de cada uno de los empleados y
ejecutivos de la empresa y que hoy es posible gracias a la tecnologia y innovacion. Sin la tecnologia y
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innovacion hoy no estariamos aca compartiendo esta historia, porque nos ha permitido la ciencia y innovacion
hacer una nueva categoria de productos, que son una alternativa muchisima mejor que seguir fumando para
todas las personas que fuman hoy dia y que quieren seguir haciéndolo. Esta historia que quiero contarles es una
historia como desafio como imaginaran pero espero que les resulte interesante porque veo ciertas similitudes el
proceso de transformacion y el sector de los medios de comunicacion que esta atravesando, o sea se tuvo que
adaptar a la descalificacion, las formas de compartir y recibir la informacion son distintas. La forma de hacer
publicidad, las competencias que los periodistas y los ejecutivos de medios necesitan son distintas.

Todo esto es un proceso que nosotros que nosotros también estamos atravesando en este momento. Esto es
para nosotros realmente un cambio de paradigma y por primera vez estamos en el lado bueno de la historia y
estamos haciendo una contribucion social y por eso es que la empresa esta cien por ciento comprometida a un
futuro sin humo, libre de humo y esto es mas que un eslogan es realmente una realidad. Pero esta
transformacion a la empresa y a diferencia de otras, vino desde adentro. La iniciamos nosotros. ;por qué?
porque queremos liderarla.

Tuvimos para eso que cambiar de una manera increible. Tuvimos que aprender cosas de las que no
sabiamos nada. Tuvimos que aprender sobre ciencias, como hacen las industrias farmacéuticas para hacer
estudios quimicos. Tuvimos que aprender a desbrozar productos electronicos. No sabiamos nada. Tuvimos que
a darnos una idea de (no se entiende lo que dice) pues imaginense que hasta ahora nosotros tenemos marcas uy
valiosas y los productos se venden gracias a las marcas. Bueno todo esto tiene que quedar en el pasado ahora lo
que es importante es que el consumidor hay que coordinar el centro que es lo que dicen todas las normas.
Tuvimos que a cambiar la forma en que vendemos porque hasta ahora es convertir a los fumadores para que
dejen de fumar y pasen estos productos menos dafiinos y hay que explicarles y tenemos profesores que explican
a la gente en vez de vendedores. Es un cambio impresionante, es un cambio realmente impresionante.

Todo esto en el contexto de un escepticismo social muy importante porque obviamente la industria el
tabaco no es la que tiene la mayor credibilidad hoy en dia. Entonces tenemos que superar eso también y en todo
este contexto que no fue facil tuvimos que lograr el apoyo de todo nuestro directorio, de nuestros accionistas y
de cada uno de nuestros enviados.

Esta es la historia que quiero compartir con ustedes hoy.

Para empezar, estamos explicando de quienes somos para que tengan una idea, Telebor (?) es internacional,
porque dirige una empresa multinacional. Tenemos mas de 80,000 empleados en todo el mundo, 11,000
aproximadamente en el continente americano. Tenemos gracias a esta transformacion hoy, mas de 400
cientificos, técnicos de calidad mundial que trabajan en nuestros dos centros de investigacion y desarrollo en
Suiza y en Singapur primero desarrollando y ahora mejorando y evaluando cientificamente estos productos que
nosotros llamamos de riesgo reducido y les pido que se acuerden de y les pido que se acuerden de este concepto
de riego reducido. Les explicaré lo que significa para nosotros esto.

Tenemos cigarrillos en 180 paises del mundo, pero ahora también vendemos estos productos nuevos en 30
y sumando. Tenemos fabricas en 32 paises y trabajamos directamente o indirectamente con 380,000 agricultores
de tabaco.

Es interesante y probablemente no muy conocido nosotros Philip Morris Internacional no vende cigarrillos
en Estados Unidos. Vendemos en todo el mundo, pero no en Estados Unidos porque en el 2007 cuando hubo
una division de empresas al anunciar las empresas se qued6 con Philip Morris Estados Unidos con esos que
venden que tienen la propiedad de marcas como Malboro en Estados Unidos, nosotros lo tenemos en el resto del
mundo. Entonce3s para darles una idea de la cuota de mercado sino contamos Estados Unidos tenemos un 15%
del mercado de cigarrillos en el mundo, aproximadamente unas150 millones de personas fuman nuestras
marcas.

También para darles una orden de manitumas, es preciso si no contamos China, porque en China hay un
monopolio las empresas no pueden fabricar cigarrillos, tenemos un 28% aproximadamente de la cuota mundial
del mercado.

Esta es la fotografia de hoy. pero queremos ser mas que una empresa de cigarrillos. Queremos con frenos a
futuro queremos nuestro modelo de negocios en un mundo sin humo. ;Qué quiere decir esto? Que queremos
alentar a uno de los fumadores que hoy fuma y que piensa seguir fumando alternativas menos daflinas.

La Organizacion Mundial de la Salud, estima que en los proximos diez afios habra mas de 1,100 millones
de personas que seguiran fumando y es aproximadamente el mismo numero de personas que hoy en dia.
Entonces a esa gente es a la que estamos dedicando nuestros productos no a la gente que no fuma, no a la gente
quiere dejar de fumar, por supuesto no a los menores de edad. Tenemos un gran mercado de mil cien personas
que probablemente quieran seguir fumando el tabaco y a ellos esta dedicada esta nueva categoria que nosotros
creado.

21



Eso es un compromiso que es firme. Lo dijo nuestro CDO, el hombre que ven en la foto. Esta bien claro
queremos comenzar a cada uno de los fumadores que fuman actualmente y que tienen la intencion de seguir
fumando a que se cambien a productos libre de humo lo més pronto posible y que. Este es el compromiso y es
para lo que cada uno de los empleados de Philips Morris esta trabajando hoy en dia.

(Qué es esto y porque estamos diciendo que tenemos un producto menos dafiino? Hemos trabajado en un
enfoque de sentido comun de reduccion de dafio. Este es un enfoque que se aplica en nuestras industrias, se
aplica a productos peligrosos, el auto, el coche que uno maneja te puede matar en un choque y entonces no
podemos prevenir no, pero podemos cinturones de seguridad. Ese es el concepto, aplicar tabaco significa que
hay que poner tablees a los fumadores que quieran seguir fumando, alternativas menos dafiinas. pero al mismo
tiempo es muy importante que estas alternativas sean aceptadas por los consumidores porque de no se asi nadie
cambiard.

Nosotros lo que queremos es que la gente deje de fumar y pase a estos productos. Entonces ese es el
desafio ;Como hacemos para demostrar (no se entiende lo que dice), que lo unico bueno es dejar de fumar,
pero como hacemos para que lo que esta menos daiiino, sea al mismo tiempo aceptado por toda esta gente, que
fuma la adiccion a nicotina, fuma por el placer, el ritual, y por diferentes razones. Esto fue la base de nuestra
investigacion y el principio cientifico en el que nos basamos es, en el conocimiento y esto es conocimiento
publico de que la causa principal de enfermedades con fumar es la combustion.

Cuando se quema algo, cualquier cosa, sale humo. Asi uno tiene componentes y algunos componentes son
nocivos En el caso del cigarrillo, cuando enciente un cigarrillo enciende el tabaco y sale humo. Uno tiene unos
8,000 componentes de los cuales e los cuales el 1% ha sido identificado como la causa principal de
enfermedades relacionadas con fumar. Entonces desde que esto se supo empezamos tratando de hacer productos
que no quemaran el tabaco pero que lo calentasen para que no saliera humo, para que no hubiera estos
componentes nocivos.

Eso es lo que logramos y ahora les mostraré que no fue facil y eso es lo que finalmente logramos y hoy en
dia tenemos productos que en lugar de humo generan vapor. Este vapor contiene entre el 90 y el 95% en
promedio menos que componentes nocivos que el humo del cigarrillo. No afecta relativamente la calidad del
aire no da tanto olor es realmente un producto mucho, mucho mejor y que esta basado en justamente en calentar
el tabaco y no quemarlo.

Ustedes se preguntaran ;qué pasa con la nicotina? La nicotina esta ahi si. La nicotina es un componente
natural en la hoja del tabaco, esta ahi y es aditivo y no es inocu pero no es como dicen los cientificos la causa
principal de enfermarse
relacionadas con el fumar. Entonces nuestros productos contienen nicotina y es una de las razones por las cuales
la gente fuma con lo cual si sacamos eso no se cambiaran a estos productos menos dafiinos, pero se lo
administramos de una manera mucho mejor para la salud.

Esto no fue facil como les dije hace bastante tiempo que se conoce que el problema principal es la
combustion y entonces empezamos haciendo hace muchos afios antes de mi época, la empresa para tratar de
desarrollar productos mejores y fueron un fracaso. Tratamos primero de poner un filtro al humo para filtrar los
componentes nocivos. No filtraba nada, y era igual de nocivo Después dijimos bueno pues logremos calentar el
tabaco sin llegar a quemarlo. Hicimos una cosa que se 1lama hippar pero era horrible para el que la usaba. Les
parecia horrible a nadie le gustaba, y obviamente quién dejaria un cigarrillo por pasarse a una cosa horrible y
fue un fracaso también.

Asi tuvimos muchos fracasos hasta que hace diez afios empezamos con el proyecto del producto que hoy
esta en el mercado.

Contratamos a mas de 400 cientificos que venian de las industrias farmacéuticas, pero también de la
industria automotriz, de muchos otros sectores con alta tecnologia e invertimos méas de 3,000 mil millones de
Doélares, creamos centros de investigacion y de desarrollo muy cerca de donde esta nuestro centro de
operaciones mundial y también en Singapur. Se trabajo para desarrollar estos productos. Ahora habia muchos
desafios que teniamos que superar.

El primero era, como les dije lograr algo que fuera aceptado y que le gustara a la gente que fuma pues de
otra forma nadie se cambiaria. Teniamos que darles una sensacion similar y placentera a la que tienen fumando
porque de otra forma nadie dejara de fumar.

Segundo teniamos que lograr la tecnologia que calentar el tabaco y que nunca llegara a la combustion y
entonces teniamos que lograr llegar a una temperatura constante. La combustion que se diera a partir de 400
grados centigrados y el cigarrillo cuando se quema en su maximo punto cuando se da hasta 900 grados.
Nosotros no podiamos pasar de 350 grados y esto requeria una tecnologia sumamente avanzada.
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Finalmente, tan como la logramos aterrizar, uno de nuestros empleados habia trabajado antes en la industria
de automotriz y los motores de las cortes tienen un mecanismo que mantienen la temperatura del motor
constante y de acuerdo de esto regulan y saben cuanto combustible tiene que tener. Entonces con esa idea
empezamos desarrollando este mecanismo del calentamiento del tabaco, pero el problema es que no podiamos
tenerlo de un tamafio de un motor de un coche, teniamos que tenerlo de un tamafio de un cigarrillo. Entonces
tuvimos que miniaturizar y esto llevo mucho tiempo con su invencion, y finalmente también se logro.

Pero por si todo esto fuera poco también habia que lograr producirlo a industrial porque lo que queremos es
convertir a los 1,100 millones de personas que fuman y entonces teniamos que lograr (no se entiende lo que
dice) .Primero lo hicimos en las fabricas en Suiza, en muy pequefia escala y después se construyo toda una
fabrica cerca de Bolonia en Italia.

Hoy en dia estamos construyendo muchas mas fabricas y convirtiendo fabricas de cigarrillos para que
hagan estos productos.

Entonces no fue facil, pero llegamos lo hicimos y hoy en dia, la verdad es estoy muy orgullosa de decir que
tenemos en nuestro portafolio cuatro productos todos basados en la idea de calentar y no quemar.

Hoy estoy aca no para venderles absolutamente nada, pero para contarles nuestra historia y me centraré en
el primer producto que es el que ya esta en el mercado que se llama Aico, que es el que viene con el numero
uno y esto consiste en un dispositivo electronico que tiene un software de alta complejidad en el que se inserta
un cartucho o una unidad que contiene tabaco. Esto tiene tabaco, cuando lo ves, de apariencia se parece mucho
a un cigarrillo, pero no es un cigarrillo porque no esta hecho para fumar y no se quema y no sale humo pero
tiene tabaco. Ese cartucho se inserta en el dispositivo electronico el tabaco queda metido como en una lamina
que calienta el tabaco hasta 350 grados y para alli.

Durante toda la duracion del uso se mantiene a 350 grados. ;Entonces que pasa? La persona cuando lo usa
en lugar de salir humo sale un vapor y este vapor tiene un nivel mucho menor de componentes nocivos que el
humo del cigarrillo. Tampoco afecta, negativamente la calidad del aire asi que no hace mal a los que no fuman
que estan al lado y tiene mucho menos olor y no tiene ese olor que a la gente no le gusta porque ademas cuando
regresa a su casa, su mujer no le dice tu ropa huele feo porque fumaste.

Este producto Aico esta en venta en 30 paises del mundo. En el continente americano en 4, en Canada,
Colombia, Guatemala y en Curazao. Nuestro objetivo y mi compromiso personal en gran parte de mi trabajo es
que esto esté disponible en cada uno de los paises el mundo porque lo que queremos es que los fumadores que
quieran seguir fumando en América Latina tengan acceso a alternativas mejores como lo tienen hoy en dia los
fumadores europeos y los fumadores asiaticos.

Para darles una idea en el Japon que es el primer pais en donde empezamos vendiendo esto hace solamente
un afio y medio es un éxito comercial impresionante y ya tenemos mas del 10% del mercado en estos productos.
Yo quiero que los latinoamericanos tengan acceso a las mismas alternativas.

Les mostraré un pequefio video para que vean como es la tecnologia y de que estoy hablando sobre el
producto. Por favor. (Se pone el video).

Como veran, repito, no hay humo hay vapor 90 o 95% menos de componentes nocivos tecnologia
avanzada. Como les comentaba orgullosamente, podemos decir que es un éxito comercial. La decision que
tomamos de pasar de un modelo de negocio muy predecible que haciamos con los ojos cerrados, con marcas
valiosas que se veia que tenian mucho valor atacar un modelo completamente distinto del que del que no
sabiamos nada y del que tuvimos que aprender todo. Bueno hoy en dia salen los frutos porque hay ya mas de,
creo que las ultimas cifras son, 3.700,000 personas Tres millones setecientas mil personas que han dejado de
fumar y que han pasado a estos productos en todo el mundo.

Les doy otro dato, porque se que les gustan los datos, 8,000 ocho mil personas por dia dejan de fumar y se
cambian a estos productos.

El nivel de aceptacion es impresionante, entre el 70 y el 80% de la gente que empieza usando esto con la
explicacion adecuada, no vuelve mas al cigarrillo. Por eso es que estamos convencidos de que nuestra vision de
lograr un mundo sin humo es posible. No solos lo vamos a lograr necesitamos a ustedes para que eduquen a la
opinion publica, necesitamos a los colombianos para que regulen de la adecuada para que estimulen a los
fumadores a pasar a esos productos. Necesitamos que la competencia también obviamente esté alineada porque
(no se entiende la palabra) vendiéndose avisos, pero estamos convencidos de que estamos realmente en el
camino correcto.

Las personas me comentaban la forma de vender estamos abriendo en algunos paises, pero la forma de
vender es poner el producto en un quidsco pero si no es realmente explicar y convertir a los fumadores.

Todo este cambio, el modelo de negocio implicd que justamente porque estamos desarrollando tecnologia
porque somos ahora una empresa mas cerca de un start type que de una empresa tradicional de cigarrillos
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pasamos a patentar mucha tecnologia. Hoy en dia tenemos mas de 7,000 siete mil patentes la gran mayoria
relacionadas con este producto Aico que les mostré antes. La misma cantidad para que nos aprueben las
patentes. Aumento un 6% el nimero de patentes que presentamos durantel los siete afios, y somos la inica
empresa de tabaco que por tercer afio consecutivo esta en el indice de la 100 empresas europeas o en Europa
que mas patentes han presentado.

Realmente esto es increible. Bueno pueden ver como han crecido nuestras patentes y las patentes son en
todas las partes de la tecnologia porque como han visto necesitamos productos electronicos, mecanicos etc., etc.

También nos hemos convertido en un nivel en la industria (no se entiende lo que dice, parece estar
cansada). tenemos dos centros que ya estan en desarrollo que son una maravilla y les invito a todos para
visitarlos, las puertas estan abiertas, ahi se puede aprender a nuestra ciencia. Son 400 cientificos y expertos que
cada dia estan mejorando mas los productos y esto es fundamental, basicamente se ha convertido en las fases
mas importantes de nuestra empresa hoy en dia porque la ciencia es lo unico que nos puede dar hechos para
demostrar que lo que decimos es cierto. Si nos creen cuando ven los estudios cientificos y por eso publicamos
todo tenemos un sitio también especifico para esto que se llama, FMIsience.com, donde publicamos todos los
estudios. Hay cada vez mas estudios independientes que confirman lo que decimos que los productos tienen el
potencial de reducir el dafo. Presentamos en cuanta conferencia cientifica y publicamos en mas de 200 revistas
cientificas porque lo tnico que puede darse de lo que decimos son lo que dice la ciencia y esto esta sucediendo
hoy en dia.

Otra de las cosas que hemos hecho que muestra como hemos cambiado radicalmente desde que nos hemos
convertido en una empresa innovadora es que tenemos un plan de venture que es un fondo de innovacién un
fondo de riesgo que tiene como origen usar la tecnologia para mejorar la sociedad. Estas empresas presentan su
prospecto y nosotros decidimos financiar parte de ellas. A diario se han presentado casi 700 empresas y fueron
presentadas a eleccion, esto sumamente complejo, han quedado 7 estamos financiando el dia de hoy. Son
empresas que estan en el ambito de la salud humana, del medio ambiente o de los bienes de consumo masivos
que pueden ser mas salvados.

Dentro de estos tres grupos, para darles una idea, hay una empresa aqui en la pantalla que es una empresa
canadiense que utiliza los residuos para hacer combustible Acio. Tenemos una empresa americana re
inventando la forma en que se trata el agua para limpiarla. Tenemos otra empresa hace productos naturales de
medicinas naturales. Bueno todo esto esta siendo financiado por nosotros y como ven no tienen que ver con el
sector del tabaco, pero la clave es tecnologia para mejorar a la sociedad, pero creo que esto lo estamos haciendo
nosotros el dia de hoy.

También hemos creado dos laboratorios de innovacion. Uno en Silicon Valley y otro en Tel Aviv en Israel,
para entender lo que pasa y para conocer mas, la tecnologia y saber como podemos usar esto. No solo para
nosotros pero también para nosotros como empresa porque una cosas que atendimos de la que no sabiamos
cuando empezamos este proceso, que teniamos que cambiar la forma en que nos manejabamos internamente
como empresa. No s6lo nos digitalizamos pero que cambiamos el foco al consumidor, pero también la forma en
que trabajabamos en la forma en que nos relacionamos, la forma en que pensamos ha cambiado de una manera
sensacional. Estar en una empresa multinacional que esta pasando este cambio es una oportunidad unica
realmente y es tanto que el CDO y hasta el Gltimo operario en las fabricas estan todos comprometidos con esta
vision.

Estoy terminando, no les quiero aburrir mas pero cuando la gente de marketing penso el logo para nuestro
producto Aico el logo es el slogan pero esto lo cambia todo porque es un producto que le permitira a los
fumadores seguir disfrutando del tabaco en la manera que es menos dafiina pero lo que no sabiamos era que este
slogan platicara nuestra empresa también porque esto lo cambio6 todo. Cambio toda la forma en que nos
organizamos como empresa. Tuvimos que aprender de cero,

Los organizadores me han pedido decir unas conclusiones y entonces creo que lo que puedo compartir con
ustedes es como la ciencia y la innovacion resultan realmente un motor del cambio en este caso del cambio de
nuestra empresa, de nuestro modelo de negocio, de nuestro producto, pero también estamos convencidos de un
cambio en la sociedad porque gracias a la tecnologia mejoraremos la salud publica.

La otra conclusion es que decimos que no va desde adentro porque queremos liberar el cambio, Queremos
ser lideres en la empresa tecnologica en el mundo de los productos sin humo. Cémo les comentaba la
transformacion, no es solamente el producto que ya lo tenemos, pero también externo porque tenemos que
contar nuestra, tenemos que explicar a la sociedad de que se trata esto porque si no nadie cambiara y también
interna de nuestra empresa de la manera en que trabajamos.

En otra parte ahora, desde que estamos con esta nueva vision pues hay mucha gente que ahora quiere ser
empleada en Philip Morris que antes no hubiera nunca aceptado entrar a la empresa. es realmente muy, muy
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interesante. El foco ahora es en el consumidor, jhabran escuchado la frase de el consumidor en el centro?
Bueno, es lo que hacemos nosotros usando las marcas. (no se entiende lo que dice). Es un compromiso de toda
la empresa desde arriba a abajo todo el mundo esta comprometido con esta nueva vision.

Esto termina mi presentacion, pero queria dejarlos con una invitacion a ver nuestro sitio de Internet
pmi.com. Ahi veran mas informacion sobre esta nueva empresa, con los nuevos productos y creo que les
sorprenderé porque no veran cuando abren la pagina lo primero que veran no es Malboro, ni siquiera un
cigarrillo. Lo que veran es el compromiso de la empresa de lograr un mundo sin humo. Ensefiando un mundo si
humo y la pregunta que no se si la logran ver que es. ;Cuanto tiempo la empresa lider trato de vender
cigarrillos seguira vendiendo cigarrillos? Este es el compromiso que nosotros tenemos que queremos que esto
sea lo antes posible.

Muchas gracias.

Mr. Davis Smith (Cotopaxi, Salt Lake City, Utah): Voy a presentar en inglés, disculpen que no tengo un
acento bello portefio de Buenos Aires, entonces voy a hablar en inglés.

It’s my pleasure to be here. I’'m obviously from a company much smaller than Philip Morris but I think it’s
relevant speaking to you as an entrepreneur. I’ve built three different businesses over the last 15 years that have
looked to disrupt larger incumbent companies and brands based on an opportunity to do something that’s more
relevant for a current day consumer.

And so as you guys are in a media industry you’re probably seeing a lot of these disrupters come into place
and there’s an opportunity for many of you to go out and disrupt still with the assets that you guys have that
many start-ups won’t have.

To start off this is my father. Actually when I was four years old my family moved to Latin America and I
grew up living in a number of different countries around Latin America and ended up spending about half my
adult life back in Latin America. My father was an adventurer and you can see he always had some adventure
planned — this is a picture that was actually taken in the Amazon of Ecuador, one of the places that we lived.

We always had some adventure planned. Sometimes it was making a raft out of balsa and floating down the
Amazon River fishing for piranhas or sometimes it was going to and surviving on uninhabited islands, spearing
fish and eating coconuts to survive and using spears that we’d made ourselves.

So I grew up loving the outdoors. But I think more importantly I actually developed a deep sense of
empathy for others. One of my very earliest memories as a child, as four-year-old, was seeing children that were
my age — this is in the Dominican Republic — that were standing on the sides of the street completely naked. As
a four-year-old, at a young age, I started recognizing very young that I was lucky. I didn’t come from a wealthy
family, a rich family, but I had opportunities that many people didn’t have, and it wasn’t because I was more
deserving or because I was smarter I was just lucky.

And so from that young age I always knew that I had a responsibility to try to find a way to have an impact
on people. When I was an undergrad I ended up looking for an opportunity — this is back here in the United
States — to go back to Latin America, and I wanted to work for a non-profit, I wanted to find a way to have an
impact. And so I found an amazing non-profit that allowed me to work for them and I ended up going down to
Peru. I lived in Peru and was able to work on a number of issues that I was really passionate about. And while I
was there I went to a little city called Cuzco. I don’t know how many of you have been to Cuzco before but it’s
an amazing city, the closest city to Machu Picchu, and when I got there the first thing I did is I bought some
food and I went and sat on a bench in the main plaza, the Plaza de Armas. While I was sitting there all these
little kids ran up to me and tried to sell me Chiclets and postcards and tried to shine my shoes. Having grown up
in Latin America [ immediately connected with these little kids and I started joking around with them. After a
while they all ran off, except for one little boy. This little boy, his name was Edgar, was nine years old, really
cute kid. He kept insisting to shine my shoes. And all the other kids had run off, but he kept sitting there
watching me eat and asking if he could shine my shoes. It took me a long time to convince him that it wasn’t
possible to shine tennis shoes, but he still stayed there. So I started thinking I wonder why he’s still hanging
around, and I ended up realizing maybe he’s hungry. So I offered him the rest of my lunch and I was shocked to
see how he ate it, I’d never seen somebody eat like this before, it really impacted me. That night as I was eating
dinner I decided to save of my dinner and to go out and look for Edgar again. When I found him he took this
food and he was so grateful, he ran back and started sharing it with all of his friends. They were eating this food
with their hands.

This became a daily ritual for me. I decided that I was going to look for Edgar every single day, and finding
Edgar was the highlight of my day every day while I was in Cuzco.
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My last night in Cuzco as I was walking home I ended up stumbling upon Edgar sleeping on the street. He
had his sweater pulled over his knees trying to stay warm. I approached him and I asked him why he was
sleeping on the street, it was close to midnight. He told me that someone had stolen his shoe shining kit and he
was too afraid to go home because his father was an alcoholic and his mother depended on him to help provide
for the family. It was heartbreaking to hear the story and to see the plight of this little boy. I have him the little
cash that I had, I was a poor student, I didn’t have much myself but I certainly had more than him, I gave him
what I had and that night I could hardly sleep because I worried about little Edgar.

The next day I got on a bus to leave Cuzco for the last time, and as I went around the main plaza we drove
by and started letting some people on and off he bus, and as I looked out the window of the bus I saw Edgar.
And I had just enough time where I opened up the window of this bus and he ran next to it, waving goodbye to
me. And he’d bought a big bag of candy with the money I’d given him and he was now selling the candy in the
streets.

As a sponsor of a way I made a commitment to myself that I was going to find a way of using my life to be
of service to others, I was going to find a way to help kids like Edgar.

I came back to university in the United States and ended up pursuing a career as an entrepreneur. A mentor
of mine, a role model, had been an entrepreneur and had dedicated his life then to helping lift people out of
poverty. And he told me that if I wanted to make a difference in the world I should become an entrepreneur.
And then 10 or 20 years down the road I have the ability to hopefully have an impact.

And so after spending 10 years as an entrepreneur here in the United States and also in Brazil I moved back
to the U.S. about three and a half years ago to launch a business. The entire business was dedicated around the
idea of giving back and doing good. The business is called Cotopaxi, and Cotopaxi is the name of a volcano in
Ecuador — I don’t know if any of you guys are familiar with this volcano, I see a few people raising their hand,
maybe they’re from Ecuador or somewhere nearby. It’s an amazing place that I love, I used to go there with my
father and go back hiking and camping. The school I went to when I lived in Quito was called Academia
Cotopaxi so I have this connection with this name.

So I named this brand Cotopaxi, and the entire idea behind the brand was I was going to use this brand to
inspire people to go out and do good and to build the idea of doing good into the DNA of this business.

We decided to build the business around selling outdoor gear, backpacks, jackets, tents, sleeping bags, but
everything with this purpose of inspiring others.

So I want to tell you a little bit about how we’re building this business differently many of the brands that
you probably know.

The first thing that we did is that we wanted to attract the millennial consumer. We understood that many
of the brands that people know, the North Face, Patagonia, these are brands that have been around for 40, 50, 70
years and they were missing and opportunity to capture a young millennial consumer. And so I understood the
millenials, they don’t care about things as much as they care about experiences. And so I wanted to create an
opportunity for people to experience the brand. And so we created an event called the Coastival, and it is a 24-
hour adventure race where millenials will go out an participate in this experience of living the brand.

So I’m going to play this short video.

(Puts on a brief video.)

This year we’re going to have 60 events all across the United States and Canada. We’ll have close to
100,000 people participating in this race. And not surprisingly once they participate in this race they become
evangelists of the brand.

Another way that we wanted to build this brand differently was by creating stories behind the product, it
wasn’t just about selling product it was about connecting people in the developing world with the consumer that
actually buys the product.

We have two stories I am going to share here of how we do that.

(Puts on another video).

You can see we’re using leftover materials from the manufacturing process and we’re empowering the
sewers to design them. (Hard to hear what he’s saying with the video loud in the background)....

So these bags they’re crazy, I mean they’re like all different colors, the straps are different colors, and
every single bag is totally unique. What we did is we gave a voice to the sewers in this factory, people that are
amazing craftsmen, amazing artisans, but they’d never had a choice in the creative process, which is something
that I believe needed to change.

The second story I’m going to show here about product is a really impactful story for me because it’s a part
of the world that I really love. I lived in Bolivia for several years and I lived in some communities that make
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about $200 a year, that live in extreme poverty, and I wanted to find a way to help them. And so we created a
number of really cool products using the story.

So here’s this video, and the first part is in Spanish.

(Puts on another video.)

We make some amazing products out of llama wool, we make socks, we make sweaters and we make
jackets where the insulation inside the jacket is made of llama wool, again trying to connect product with people
and building this brand in a very unique way.

One of the other things that we’ve been able to do which has been really interesting has been working with
communities here in Utah of refugees. There’s a lot of refugees all over the world of course, over 20 million
refugees, and we have here in Utah 60,000 refugees that have been resettled in Salt Lake City. We have begun
working with them where we have every order that a customer places on our Web sites they actually get a
handwritten thank you card that’s written by a refugee that’s been resettled here in Utah. And so it’s the first job
that these refugees receive. They’re learning English and we give them an opportunity to be a part of our team
and to learn basic job skills. So we teach them also how to create a resume and how to do a job interview to try
to help them get a head start with their new life here.

You know, I believe that businesses have this responsibility to look beyond themselves, to look beyond
profits, to make decisions that can impact their communities and impact people. And working with refugees has
been one of the most meaningful ways that I’ve enjoyed doing this.

You can see this picture, this was actually taken a year ago. I was in Jordan at a refugee camp called
Zaatari. It is one of the largest refugee camps in the world, it’s the fourth largest city in Jordan. These are all
Syrian refugees that have fled Syria to try to start a new life. Of course a new life in a refugee camp is hardly a
life at all but it’s better than the life that they had. It was really a heart-wrenching experience but it was also
inspiring to see the unconquerable human spirit of people in these camps.

One of my favorite moments was, as you the can in the picture, actually spending time with children. There
were some little children that were kind of following me around. I obviously look very different, I’'m very, very
white and I’m very bald, so they would see me and kind of follow me around. You know, one of these little
boys ended up grabbing me by the hands and took off his shoes and walked up my legs and my body and then
did a flip. Maybe some of you have done this with your own children or maybe you did it with your own
parents, I know I do this with my two daughters. And then pretty soon there was a whole line of children that
lined up to all do this flip. Every one of them would take off their shows before walking up my body, which I
thought was so respectful. Pretty soon all my pants and my shirt were just covered in these dusty little
footprints. But it was a beautiful moment because for a few minutes these children forgot that they were in a
refugee camp.

That night I went back to my hotel in Amman and I really had a heavy heart thinking about these children
and the lives that they had to live. The average refugee lives in a camp for 17 years, so I know that these
children are likely sentenced to live in this refugee camp their entire childhoods.

When I got to this hotel I ended up turning on the TV, and as I turned on the TV I saw an image that many
of you may have seen around the world.

I’'m going to play this.

(Puts on another video.)

So as I watched this image it completely broke me inside and I’m sure that to many of you. For me it hit
home the urgency of the work that each of us has to do. Everyone in this room we’re fortunate and we have a
responsibility to look beyond ourselves, to look for ways that we can impact lives. I’ve been fortunate to be able
to build this mission into the core of the business that I’'m building.

And so as you guys are looking at your own businesses, your own jobs, I would challenge you to start
looking for ways that you can try to make a difference in the world. And when you do that I promise you it will
resonate with consumers. And if it’s done authentically you will be able to make an impact in the world and
you’ll also find that consumers will follow you. I’ve found that doing good can also be good for business.

Thank you for your time, I appreciate being here.

(Applause.)
Mr. Thatcher: Thank you Gabriela, thank you Davis.
(Tratamos hacerlo en espafiol? Yo no tengo el valor para esto, ni el vocabulario, pero trataremos.

So media companies are facing disruption like never before and I think what’s interesting here is we have a
company that’s been around as long as many of these media companies have and that has had products that
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have been around as long as these companies have had. You tackled disruption from within, which I think is
remarkable. And Davis, you tackled disruption as a start-up and I think these companies here are doing both,
they’re facing disruption externally, they’re disrupting from within and they’re also maybe starting companies
or acquiring companies.

So I’d like to ask each of you about that: how do you get a company so established, so profitable in its old
models to disrupt from within? And then how do you get the courage and ideas to disrupt as a start-up?

We’ll start with you, Gabriela. And by the way we have about 30 minutes, I think, we want to finish at
1:15, we’ll ask some questions and then we’ll leave maybe five, six, seven minutes at the end for questions from
the audience.

Mr. Smith: I love the Philip Morrises talking about the lean start-up, it’s great!

You know, for me when I moved back from Brazil to launch this business the first day I arrived in the
United States, I arrived in Silicon Valley, and I went to go pitch this vision for building this brand about doing
good to venture capitalists. And venture capitalists are famous for not having hearts, all they care about is
money. And so my attorney, who I had known for years and that was connected in Silicon Valley, told me,
“Davis, do not incorporate as a benefit corporation when you start the business.” A benefit corporation is a type
of entity in the United States, a new type of entity, that allows businesses to commit to doing social good and
not just making money. I decided I was going to ignore his advice and I incorporated as a benefit corporation,
and he said, “Look, investors are not going to want to invest in a company that’s giving away money before
they’ve created returns for their investors.” But I felt really strongly that this was something that was who I am
and also courted the business that I wanted to build

I went out to Silicon Valley and it turns out that some investors, you know, did not like the benefit
corporation status. But I also was able to talk to enough investors that were passionate about the idea of building
this brand, that saw the passion that I had for the idea and they took a risk. And so since we launched about
three years ago we’ve raised about $25 million in venture capital from investors in Silicon Valley and we’ve
been able to build one of the fastest growing consumer bands, especially in the outdoor industry, over the last
three years.

I think convincing people to see something in a different light is hard, but I think you just have to have a
tremendous amount of passion, a vision, and you have to not be afraid to be shut down, because there will be
people that don’t believe and no matter how much you try to convince them that there’s an opportunity they
won’t see it. And that’s OK.

And so I would say rally around people that share in your vision, be vocal, be passionate and don’t let
down, if you believe in something then you should go for it all the way.

Mr. Thatcher: Thank you. This has been inspiring and I commend you both for the courage that you have,
you had people that were skeptical and your companies and organizations did what it took, so that’s inspiring.

I’1l ask one last question and then we’ll turn it over to the audience for questions.

This notion of cost-related endeavors, which yours was a pretty audacious cause as well, to radically
transform consumer behavior, right? And yours was also.

Let me just first of all commend this audience for being behind one of the greatest causes of all freedom of
speech, freedom of the press. And I think with my media clients they sometimes forget this cause in the way
they market themselves, and we’re faced with this onslaught of fake news. ;Como se dice ‘fake news’ en
espaiiol?

Sra. Wurcel: Noticias falsas.

Mr. Thatcher: I believe that’s one of the greatest windfalls for this industry, to justify the value, and I
know that freedom of the press is under assault with cyber security attacked, we’re going to be discussing that
tonight, I commend you for that also.

It’s not easy to cause market, right? And I think that the media industry, at least in the U.S., sometimes they
feel sheepish about marketing their cause. As a business you’ve got to have editorial but you’ve got to market
the value proposition of your cause, and I think media companies are getting better at this but I encourage you
to do more of that. We depend on it as the existential without what you do. So I encourage you to never forget
the cause in the way you market your business and the way you sell your business.
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How do you get behind a cause like changing consumer behavior? People roll their eyes sometimes, cause
marketing is filled with the trail of failure. And you both had failures that you described that you had to
overcome.

Sra. Wurcel: En nuestro caso el objetivo esta atras de cada una de las cosas que hacemos. Cuando
empezamos la transicion habia gente que estaba trabajando en el area de cigarrillos y que no estaba trabajando
en el area de estos productos sin humo, y se empezaron a sentir mal, empezaron a decir, “;qué pasa? No tengo
futuro en mi empresa, mi carrera se termind porque no me ponen a trabajar.”

Entonces, lo que tuvimos que hacer es realmente reforzar que esta es una empresa, que todo el mundo esta
trabajando para poder poner en el mercado en cada una de las manos de personas que hoy fuman y que quieren
seguir fumando estos productos. Que necesitamos los ingresos que nos dan los cigarrillos para poder construir
este futuro. Y poner educacion interna muy importante. Todo el mundo que esta en esta empresa esta
comprometido, hasta la persona que limpia estd comprometido con el objetivo de la empresa.

También estamos en eso, por ejemplo, el 70 por ciento de los gastos van a esos sin humo y hay
obligaciones legales de informar sobre estas cosas. El 30 por ciento de todos los gastos de marketing y
comercializacion este afio va a productos nuevos y cada vez haciendo mas ... (no se entiende). Ponemos esto
atras de esas palabras y el canto cultural también que comentamos en lo que hace que la empresa ....

Ahora, la parte adicional que esta fundamental es poder contar nuestra historia, poder comunicar, porque si
no el concepto de reduccion de dafio en América Latina por el momento esta muy poco desarrollado y esto un
objetivo que tenemos nosotros, porque nos interesa, pero interesa a la sociedad y en otros paises del mundo se
entiende, y tenemos que contar ha historia y mostrar los datos, etcétera, es la inica manera que el cambio
realmente se refleje en la sociedad.

Mr. Smith: I think one of the biggest lessons I’ve learned about cause marketing, having a cause as part of
a business, is that you have to engrain that mission into everything that you do. It can’t just be on the periphery
of your message. And that’s why I think a lot of businesses and organizations struggle or fail, because they are
either too afraid to talk about their mission, and then it kind of becomes like an afterthought, and then they’re
not putting the right resources into it.

For us it was about engraining our mission into everything we do, from our slogan Gear For Good to even
our warranty — if you look at our warranty it’s not just a lifetime guarantee like most brands, we actually call it a
human life span warranty, and it’s tied to the average life span of someone that’s in the underdeveloped world,
which is 61 years. The thank you cards that I talked about with refugees, thinking about ways to embed that
mission into everything that you do.

At the same time you need to be careful. One thing that I’ve learned also is that you don’t lead with the
social mission, you lead with making great product. And if you have great product then everything else if you
embed it into the DNA of the business that will shine through and people will first of all buy the right product
and they’ll feel like “Wow, I identify with this brand or this organization because I share values with them.”

That’s some of the lessons that I’m learning, and I’'m still learning, through this process for sure.

Mr. Thatcher: That’s great advice. I notice that you’re seeing media organizations do this, like 7he
Washington Post, who’s here with their slogan Democracy Dies In The Dark. That’s I think a real embodiment
of their value proposition, and that’s great advice.

Alright, we’ll take some questions.

Sr. Norberto Frigerio (La Nacion, Buenos Aires, Argentina): No quiero hacer ninguna pregunta, s6lo
quiero agradecer porque han sido conmovedor los dos aportes que recibimos hoy. Me parece que nosotros que
estamos trabajando por una gran transformacion en los medios recibir de empresas de esta categoria, en
particular la de Gabriela, son capaces de refundarse, buscando mejorar y sin abandonar el propio mercado que
ellos construyeron, me parece que eso derrama sobre nuestra aptitud para el cambio, como lo estamos
desarrollando ahora, entiendo los nuevos modelos, cambiando las nuevas situaciones.

Me parece que realmente ha sido una mafiana mas que conmovedora y transformadora. Asi que me permito
agradecer en nombre de la empresa que represento no solamente a la Sociedad Interamericana de Prensa sino a
Gabriela, que tuvo la generosidad de hacernos llegar esta informacion, y a Davis que ademas nos ensefia ser
mejor personas.

Asi que para todos muchas gracias.
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(Aplausos).

Sr. Pedro Zambrano (E! Diario, Portoviejo, Ecuador): Me uno a las palabras de felicitacion a la SIP por
el foro, ver a otras industrias siempre sera bueno para nosotros.

Tengo una pregunta para Gabriela, dos preguntas. La primera: ;Por qué no asociaron en el nuevo producto
las marcas anteriores, siendo marcas tan poderosas? Generalmente nosotros sonsacamos sitios Web o en otras
plataformas usamos nuestras mismas marcas. Si tiene algiin conocimiento alli de parte de mercadeo técnico.

Y la segunda pregunta también: En el modelo de negocio varian dramaticamente no solamente porque
venden vapor de humo, sino porque antes vendian, a ahora venden, el paquete de cigarrillos y ahora entiendo, o
supongo, que van a tener la utilidad en la venta de los cartuchos y aparte del dispositivo ¢la proyeccion
econdmica de este nuevo producto esta tan rentable como lo anterior?

Gracias.

Sra. Wurcel: Muchisimas gracias por sus preguntas. Hubo mucho debate en la empresa sobre qué
hacemos. El producto tiene dos partes, los cartuchos, que son lo que se consume que tiene tabaco, y la parte
electronica. Entonces, hubo mucho debate sobre qué hacemos: ;lo ponemos a los cartuchos de la marca
Malboro, si, ;no? Hubo mucho debate y creo que inclusive, si no estoy confundida, que en algun pais se
empez6 a comercializar con esa marca, pero la decision es que esto es completamente nuevo, es un modelo de
negocios completamente nuevo. Hemos cambiado el paradigma e inclusive todavia no hay verbo para el uso de
estos productos, por ejemplo, fumar y fumar, pero esto no se fuma, se usa. Tenemos que en algiin momento
cuando realmente se extiende, se convierta en la norma se cree un verbo para ....

Entonces, creo que fue una decision basada en eso. Es decir, estamos construyendo un futuro nuevo con
productos nuevos mejores ... (no se entiende) se usa la marca Malboro.

La segunda pregunta: si, efectivamente ahora estamos vendiendo los cartuchos que se consumen y el
positivo electronico, que es lo mas caro, porque hay que comprarlo una vez. Por el momento estamos
subsidiando el precio de los electronicos porque tienen mucha inversion, es un producto muy caro. Pero
entendemos que ... (no se entiende). Vemos en un muy buen camino para seguir creciendo.

Sr. Francisco Javier Rocha (AEDEP, Quito, Ecuador): Dos preguntas. La una: ;Los productores de
tabaco, esa gente como estan trabajando, jcomo van a llegar? Y la otra: Mi provincia es Cotopaxi y si nos
veremos beneficiados con la marca El Volcén (risas).

Sra. Wurcel: Si quieren contestar la primera pregunta, los productores: Lo bueno es que estos productos
estan baratos, esto es la diferencia con los electronicos que existen en el mercado por varios afios en muchos
paises, que usan un liquido que no tiene tabaco. Estos si tienen tabaco, lo cual es visto con muy buenos ojos por
los productores. Usan menos cantidad porque son mas chiquitos, pero obviamente en el futuro van a dar menos
(no se entiende) a largo plazo. Por el momento no hay un impacto a corto no medio plazo. Sin embargo, lo que
estamos haciendo para prevenir justamente cualquier problema es trabajar con los agricultores, con las
asociaciones, con los organismos internacionales para ver de qué manera apostar la conversion.

Hoy en dia hay una gran necesidad de tierras, cultivarles para alimentos basicos, no hay espacio en la tierra
suficiente para alimentar a todo el mundo, entonces vemos esto como una posibilidad mas de apostar la tierra
que quede para cultivos. Estamos trabajando en cuales son las mejores, pero por el momento no hay impacto.

Mr. Thatcher: Buena representacion de Ecuador aqui, ;no? Parece que hay varios. Claro, si quieren hablar
conmigo después jtenemos un descuento sélo para ecuatorianos! (Risas). Tenemos nuestra tienda aqui a cuatro
cuadras, pues podemos andar juntos hacia alla para hacer unas compritas. (Mas risas).

Any additional questions? Wonderful. Thank you so much, a great job, Gabriela and Davis, thank you.

(Applause.)

As we close I’d like to say that at the outset, before the presentations, I wondered at the similarity of the
two businesses with the news audience here. But as I found out the problem of the need to think in new ways
and to act in new ways in response to existential challenges I think that’s at the core of what their presentation
was about.

So my takeaways were that they should, and we should all, focus on making a great product and stick with
what we believe in and surround ourselves with people who share that mission and keep trying.

So thank you for your contribution to that conversation.
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Maybe I should say there’s an open hour now for people to have lunch. The 2 o’clock seminar will start
promptly on time. That’s the Deseret Digital Media Case and that will be followed immediately by Newsroom
Technology, and that will take us to 5:30 and then we’ll wrap that one up on time also because I think the hotel
has a need for this room promptly at 5:30.

Thank you.

Seminar 3: X-Ray of the Deseret Digital Media Case
Seminario 3: Una Radiografia del Caso Deseret Digital Media

(Unidentified): The session coming up is the Deseret Digital Media Case and I’d like to do some logistics
or housekeeping first. Julio Aguirre can’t make it and will be replaced by someone we all know, who is Matt.
And Eric Bright also was not able to make it and he’s replaced by Chad Taylor. I’d point out that we’re a little
bit late getting started on this, it’s now 3 o’clock and the next session is supposed to start at 3:30, so that session
will presumably get pushed back a little bit. But we have to, we have a hard stop at 5:30 because we have to be
out of here because the hotel needs this room. So we’re going to try and do this without any breaks in between,
or with the minimal break when this session ends, maybe five minutes

And so without further ado I’ll turn this over to Matt. to load whatever needs to be loaded for the next one,
and that again after an hour.

Mr. Matt Sanders: Buenas tardes, otra vez estoy aqui, quiero compartir un poco de la historia de Deseret
Digital Media, que realmente tiene raices hace ocho afios cuando fundamos o separamos desde nuestro grupo
tradicional. Algunos de ustedes conocen esta historia, pero separamos del grupo tradicional nuestros Web sites
y nuestras organizaciones digitales y las pusimos en una organizacion separada que se llama Deseret Digital
Media.

Hace como tres afos y medio estuve en la Republica Dominicana y mostré esa foto y yo dije en ese
workshop que bueno, Latinoamérica puede ver que hay muchos problemas en los Estados Unidos y en Europa,
un choque para los medios. Y hace tres afios la crisis en Latinoamérica no fue tan grave tal como es ahora. Pero
dije, no sé si recuerda Ricardo, que, bueno, el problema es que en Latinoamérica la crisis viene pero viene por
movil, por eso tenemos (no se entiende) el choque del norte.

Lo importante es que si hay un problema que vemos, pero ahora, como escuchamos en la mafiana, a veces
no vemos el problema en la manera debida, lo vemos en una manera defensiva o no vemos con claridad cual es
el problema. Y quiero aclarar un rato la manera en que nosotros vemos el mundo. Nosotros llegamos al
problema de destruccion por medio de una teoria de Harvard Business School que se llama — ya no me acuerdo
— The Innovators Dilemma. Esa teoria dice que cuando hay un negocio establecido siempre cuando llega una
destruccion primeramente ver la destruccion fuera de su negocio, fuera de su industria, que no es una amenaza a
su negocio. Entonces no hace nada a los principios.

Pero al crecer el negocio destructivo empieza a tocar mas y mas del mercado, del negocio establecido.
Entonces alli hay pena, hay dolor ;jno? Pero en vez de hacer algo de cambio de tal situacion siempre, o casi
siempre, el negocio establecido se enfoque en el desplazamiento en vez de pensar en, bueno, hay crecimiento
neto, mirza hay otro negocio, hay negocio nuevo que podemos lanzar.

Ese es el problema. Entonces en los medios vemos que, bueno, los medios ven que hay un problema, hay
un hueco alli. Entonces llegan con su manera y en vez de empezar un negocio nuevo para meterse alli en el
hueco se van gustando la manera y no queda bien ;no? Todos hemos visto eso, hemos visto sitios de Web que
parecen al periddico en vez de un sitio Web con un disefio especializado con una experiencia digital. Hemos
visto casos asi en los ultimos ocho afios.

Entonces, primeramente, tiene que pensar en el problema en una manera diferente. La otra cosa es que tiene
que pensar jpor qué estan haciendo eso? Tenemos que cambiar. ;Cual es nuestro porque?

Nosotros empezamos con una mision en Deseret Digital Media ademas de empezar un negocio digital para
ganar plata. Esa es una misién que se mueve al corazon, que se mueve a su gente que tengan coraje para hacer
nuevas innovaciones. Necesitan un por que, que realmente llega al corazon, tal como escucharon con Davis
Smith en la mafiana ¢no? El tiene un por que, fue Edgar, fueron los nifios alli en Siria, tiene un por que.

Siempre tenemos que preguntarnos ;cual es nuestro por que en nuestra industria, cual es el por que en
nuestras nuevas innovaciones o las organizaciones o los productos que queremos lanzar?
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Como dice aqui todas las grandes organizaciones en el mundo tienen un sentido de por que esta
organizacion hace lo que hace.

La mision de la SIP es proveer frente a la libertad de expresion. Nosotros venimos aqui porque creemos en
esa mision. Deseret Digital Media empezamos hace ocho afios con esta mision, con este por que, ser voces
confiadas de luz y la verdad alcanzando siempre millones de personas en todo el mundo.

En el momento en que formas esa misién alcanzamos como seis o siete millones de personas, la mayoria de
ellos en Utah y otros en otras partes de los Estados Unidos.

Y tenemos algunos valores, pero quiero apuntar dos. Un valor que nos guia es mejorar vidas. Estamos
pensando en ;cémo podemos llegar a millones de personas y como podemos mejorar vidas? También, otro
valor de nuestra empresa es ser campedn de libertad. Por eso estoy aqui, por eso nuestro equipo ha estado en las
asambleas y en SIPConnet muchas veces, porque tenemos productos, tenemos servicios, tenemos una vision,
tenemos ideas que creemos que pueden ayudar a la industria, mejorar vidas. Y también campeoén la libertad.

Entonces ;cuales son los resultados? KSL.com es un sitio de noticias locales, nimero uno en todos los
Estados Unidos por trafico. DeseretNews: Cuando empezamos hemos estado nimero 60 en los Estados Unidos.
Ahora estamos mas o menos por 30 o 25 en cuanto a trafico. Utah.com: Es un sitio de informacion turistica
enfocada en un asunto muy especifico. Family Share: Lanzamos — Laura va a hablar mas de eso — unos sitios
enfocados en las redes sociales especializadas en las conversaciones sociales. Y Brandforge: Laura también va a
explicar mas de eso, pero lanzamos otra manera de monetizar la experiencia movil.

Entonces, después de habernos organizado en una manera diferente tuvimos la libertad de explorar otras
maneras de desarrollar nuestros negocios.

Van a escuchar de cada uno de ellos los casos de estudio especificos que ojala les puedan ayudar pensar en
sus negocios, sus mercados y ojala les daran pasos pragmaticos que pueden seguir o aplicar en sus mercados.

Entonces voy a pasarla a Laura Montoya, quien dirija con Brian Stephens nuestro servicio BrandForge.

Ms. Laura Montoya (BrandForge, Salt Lake City, Utah): Gracias, Matt. Buenas tardes, estamos todos,
(escuchan bien? Si, perfecto, gracias. OK.

Bienvenidos a Salt Lake City. Espero que estan pasando bien.

Mi nombre es Laura Montoya, yo soy la representante de BrandForge y como dijo Matt a un principio
somos parte de Deseret Digital Media.

En la radiografia, como dice en su nota, yo les voy a dar especificamente de un tipo de monetizacion que es
la publicidad nativa o los contenidos patrocinados, y les voy a explicar un poco de que es lo que pasé con
nosotros, lo que nos hizo empezar a ver ¢ verdad? ciertas maneras de monetizar diferentes a lo que habiamos
estado haciendo hasta ese momento.

Entonces, como viste aqui todo empezo6 con la biisqueda de una solucion a un gran problema, y ese
problema ;verdad? como estaba diciendo Matt en su presentacion es que cuando empezamos a pasar de medio
impreso a medio digital el problema es el siguiente: El medio impreso es dos paginas por delante y por detras,
ese es el canvas con el que estamos trabajando nosotros en los medios de comunicacion y como prensa.

A partir de alli empezamos en el medio digital y las historias empiezan a ser mas o menos el 50 por ciento
del canvas. Es una historia o una noticia y el 50 por ciento es publicidad. Y entonces alli empezamos a ver mas
problemas cuando empieza a pasar por detras y por delante al tamafio de una pantalla de una computadora.
Entonces la manera de nosotros poner publicidad se reduce atin mas y pasa hoy en dia con el teléfono movil.

El canvas es de este tamaflo, sefioras y sefiores, lo que quiere decir que el espacio de la publicidad es
practicamente el 10 por ciento, no es nada. ;Qué pasa alli? Este problema al final del dia no es un problema del
tamafio del canvas sino un problema de monetizacion. Si bajo yo a tener una cantidad de espacio para la
publicidad a simplemente algo de este tamafio al final del dia yo, como medio de comunicacion, como
periddico, ;como sobreviviré y como puedo mantener las puertas abiertas? Y eso es lo que se esta representando
aqui. Ni siquiera les puse la otra comparacion con el periodico sino simplemente la comparacion del desktop a
la computadora y a un teléfono.

En ese momento vimos el problema y decidimos de ser parte de la solucion y de la transformacion, como
estaba diciendo Matt, de toda la industria junto a nuestros colegas de otros medios de comunicacion a nivel
mundial. Tenemos la pasion, la gente, el talento y el proposito. A partir de alli internamente nosotros en Deseret
Digital Media decidimos empezar a ver la manera de hacer la monetizacion sin el display, y conseguimos
hacerlo con estas diferentes fuentes, los anuncios, esto por supuesto en nuestra pagina Web, tanto que lo puede
ver como en un desktop como en un teléfono movil, el e-commerce, ofertas, cupones, reservas de viajes y otras
promociones, eventos, productos, que es lo que nos encargamos hoy en dia en BrandForg, como ultimo la
publicidad nativa o los contenidos patrocinados.
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Para nosotros la publicidad nativa internamente es un negocio de seis figuras, es un negocio de millones de
dolares. Y la publicidad nativa al final del dia lo que es vender no sélo el espacio en su pagina de inicio, ya sea
en un desktop o en un teléfono movil, sino que al final del dia también esta vendiendo la credibilidad de su
marca, la credibilidad de su institucién como medio de comunicacion. Y la gran mayoria de ustedes han tenido
periddicos por generaciones, estos periodicos han estado en las manos de su familia por varias generaciones.
Ustedes tienen al final del dia cierta credibilidad con su comunidad y eso vale dinero.

La publicidad nativa para nosotros es lo siguiente, o el contenido patrocinado, es contenidos de buena
calidad, como estaban viendo esta mafiana y como estaba diciendo Matt. Son articulos, videos, infografias que
nosotros creemos que nuestros lectores van a utilizar y van a leer y van a ingerir, como decirla asi, un contenido
o un tema que les va a servir de algo a ellos en su vida. Es mezclado con el contenido editorial, como veian en
la pagina anterior que estaba mostrando. La publicidad nativa esta justamente mezclado con el contenido
editorial. ;Por qué? Porque tiene el mismo valor, es formado igual a la editorial, no tiene nada especifico, no
tiene un color diferente, no tiene una letra diferente, nada. Pero si es claramente demarcado como (no se
entiende) patrocinado por, porque es algo que se tiene que hacer legalmente tanto en nuestro pais como en otros
paises, los paises de ustedes. Y se comporta tal cual como un contenido editorial. Si lo doy click a este articulo
estoy todavia dentro de la pagina de que es el .com y estoy leyendo el articulo dentro de la pagina.

A partir de alli encontramos la solucion para nosotros. Esto es algo que nos dando buen dinero, dijimos
OK. ;Como podemos, verdad, terminar la segunda parte de nuestra mision, que era lo que les ensefaba al
principio, y ensefiarles a otros medios de comunicacion hacer lo mismo? A partir de alli se crea BrandForge, y
Matt Sanders es el pionero en esta seccion y en este departamento de nuestra compafia. Y BrandForge en eso
es en lo que dedicamos, a ensefarles a medios de comunicacion como ustedes a ejecutar la publicidad nativa, lo
que es la publicidad nativa, etcétera, etcétera. Es un servicio completo.

Hoy en dia estamos asociados, verdad?, con varios de ustedes en la audiencia y con varios medios de
comunicacion aqui en los Estados Unidos, en Centro Latinoamérica y hasta en la India.

Les hablaba yo, ;verdad?, del (no se entiende la palabra) que se ha reducido en las dos paginas por delante,
por atras, al desktop, al teléfono movil, y ustedes creeran que, bueno, nos fuimos a dormir porque salimos del
problema, y la verdad es que no, el peligro contintia actualmente. En este momento uno de cuatro americanos
que (no se entiende lo que dice) quiere decir dos cosas: uno, tienen la capacidad de bloquear la publicidad
tradicional, el pop art, etcétera, etcétera, ustedes conocen la publicidad tradicional; la otra cosa, lo que estan
viendo en el video, sefiores, mantener la atencion de un lector es dificil, significa ni siquiera el marido de la
seflora aqui puede mantener la atencion en la noche, esta pegado a su celular, imaginate. ;Cémo hacemos
nosotros para mantener la atencion del lector? Hoy mas que nunca es siper importante que empecemos a ver
una solucién a la monetizacion y a los anuncios que son disruptivos, porque es algo que el consumidor no
quiere ver.

Otro peligro en consumir las noticias en la actualidad esta aqui. Entonces, esto no es viendo por ningun
lado. No vayamos a mentirnos y creer que el dia de mafiana el periddico va a volver a renacer.

El otro peligro es los ad walkers, 230 millones de usuarios, y estamos contando mas. Yo soy una de esas
personas, por cierto.

Y el “fake news”, lo que estamos nosotros estamos leyendo ahorita actualmente en los Estados Unidos y
muchos de ustedes (no se entiende) ataque a la prensa constantemente en sus paises si no por el presidente es
posible que de otras maneras.

Entonces, para mi todo esto, cuando aparezco yo como una nubecita aqui cayendo la lluvia a todo el salon
en este momento. A mi me parece que esto es una situacion favorable para los medios de comunicacion, uno la
publicidad nativa no esta bloqueada por los ad workers porque aparece tal cual como aparece en una pagina
Web. Es una solucion para el teléfono movil, alli puede aparecer justamente la publicidad nativa otra vez no
bloqueada por el iPhone y hay maneras de darle ciertas posiciones al anunciante.

La otra cosa es que la gente ahorita esta habiendo muchos videos, sobre todo en los medios sociales, y la
publicidad nativa es una solucion para eso.

Entonces, aparte de todas estas cosas el enrichment con la publicidad nativa y los contenidos patrocinados
es algo de buena calidad, tiene valor editorial, lo que quiere decir esto es lo que yo lidio muchas veces. ;Coémo
puedo yo hacer que mi editor me deje poner esta publicidad en nuestra pagina sin ningiin problema? Es un
contenido de buena calidad tal cual como contenido editorial y branding y marca supera cada tipo de anuncio
interrumpido a la hora del consumidor recordar al anunciante.

En el futuro no sé ;verdad? duro no sé ;verdad? Es posible que en el futuro no sé, estaremos leyendo las
noticias de esta manera, no tengo idea. Lo que si sé es lo siguiente: Continuamos siendo gente de mision, y
nuestra mision es influenciar positivamente a la industria a través de la asociacion, ensefianza y narraciéon. Hoy
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en dia les traemos nosotros el contenido patrocinado y la publicidad nativa, porque no sélo sabemos y lo vemos
eternamente que funciona. El dia de mafiana es posible que les traigamos otro tipo de solucion. Al final del dia
(qué pasa? Nosotros en BrandForge nos interesa la libertad de expresion, aqui en nuestra comunidad local y en
la comunidad local de cada uno de ustedes.

Gracias.

(Aplausos).

Mr. Saul Leal (Utah.com, Salt Lake City, Utah): Bienvenidos a Utah, el mejor estado de nuestros
Estados Unidos, asi es.

Soy Chad Taylor, general manager of Utah.com. Hablo espafiol pero no bastante para darles una
presentacion en espaiiol. Entonces me perdonen.

Espero que disfruten este regalo de nosotros. Estamos muy agradecidos que estan aqui en el estado de Utah.

I’'m going to tell you a little bit about Utah.com and the transformation that we’ve experienced over the last
two years.

KSL.com, which you may know a little bit about, is the largest media news organization here in Utah, in
the Salt Lake City metropolitan area. A few years ago we decided that we wanted to explore the travel category
and we tested some things on KSL.com. We tried to offer a booking site for last minute travel deals, inventory
for hotels in Salt Lake City and Park City. And we decided that that market was fruitful enough and there was a
big enough opportunity for us to explore building up that vertical within the KSL marketplace.

Luckily at that time we stumbled across an opportunity to purchase the Web site domain Utah.com and its
associated business. It was a business that had been around since the year 2000, but a business that hadn’t
grown in annual revenue in seven years, it had stayed very flat and stagnant. We looked at it as an opportunity
to purchase that audience and to see what we could do to transform that business and see if we could grow
revenue in that vertical.

So we did two key things, and if there are two takeaways that I’d love for you to have today from this
presentation they would be first of all the importance of researching through client research and also through
user research. Before we made any decision about what to do with Utah.com we decided to go and speak to
those who would be using the site or who had used the site to plan their vacations. We wanted to know what
they wanted, what would they use it for, if they stumbled across Utah.com and they wanted to visit one of our
national parks or they wanted to come here and ski, what would they want or need on the site to be able to
effectively plan a vacation?

Then we also went and talked with our potential clients, who are the destination marketing organizations
within the state of Utah, the folks who try to get people to Salt Lake City or the folks who try to get people to
Park City or to Moab or to St. George and the various parts of the state. What would they want from a site like
Utah.com?

Also we wanted to know what the hotel owners would want from Utah.com and those who offered guided
activities — horseback rides, ski lessons, ski equipment rentals and so forth.

So we took a lot of time and did a lot of research, and that research fuelled what we decided to do with
Utah.com. We first of all decided to rebrand, the old brand had been around for about 12 years and it had not
been refreshed in 12 years. So we did everything — a new logo, a new color pallet — and most importantly we
decided to come up with a very unique voice, or point of view, in how we approached all of our content that we
created, something that was fun and engaging and less encyclopedic or, for lack of a better word, boring, just
describing the particular destinations and activities available here in Utah. And we hired people who could
create this content for us.

Now, the rebuild of Utah.com — this was the old Utah.com, this was built in 2004 and it wasn’t changed
until 2015. We purchased the Utah.com in 2012, we let the previous owner who sold it to us run the business as
is for two years and then in 2014 we took a year to do our research and our rebrand and start wire framing,
rebuilding the site.

First of all it was not mobile responsive, that was a big problem as our mobile users now have surpassed
our desktop users — 55% of our audience comes to Utah.com on a mobile device, as opposed to 45% on
desktop.

So we did what we needed to do, we went mobile responsive, we used imagery, we approved the
navigation, we created a site that we thought people would want to experience, to be able to plan, to be inspired
to plan a trip to Utah.
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We wanted to display the businesses that would advertise with us in an engaging way and give our users an
opportunity to learn more about them.

Now, as we visited with clients what we decided was we needed a new business model, they were very
tired of the way they had to advertise on Utah.com for many years, many of these clients that advertised since
the year 2000. We decided that we needed to revolve, we decided to listen to them, to ask them what they
wanted and be able to provide what they wanted and be able to provide that to them.

And we changed really from what was a fixed model, from a very traditional model, it was sponsorship, it
was standard display, and we had bookings available on the site with our own booking engine. But what we
found was the only way for us to grow revenue was to raise prices. If we increased our audience and we got
more traffic to Utah.com that didn’t necessarily mean that we could raise prices, because it was just a fixed
pricing model and it had been that way for many, many years. So we decided to put the onus on ourselves, OK?
so if get more traffic to the site and if we do a better job of engaging our users and getting them through the
conversion funnel and engaging with businesses that advertise on our site them we make more money. If we
don’t do that then the advertiser doesn’t pay us a dime more than they need to.

So we came up with what we called the Three Ps — the pay to play, the pay to promote the pay for
performance. Now, the pay to play was a very simple model, a business, let’s say it’s a Little America Hotel
where we are right now — which does advertise with us by the way — wants to advertise on Utah.com, pay us a
very low annual fee to be listed on Utah.com, then they pay us for the calls, clicks and e-mails that we send to
them. And the way we do this is we have a directory of sorts, lodging directory, activity guides directory, and
we allow our users to choose from that directory who they want to engage with, what hotel looks like the hotel
they’d like to stay in, which guide looks like the most knowledgeable to provide them with a good experience,
whether that might be a hiking experience or a skiing experience. And then we take the user into a detail page
about that business and allow the user to learn even more about that business. Then if they’re so impressed with
the business and they decide they want to learn more or alternately to book and engage with that business then
they can click, call or e-mail that business, and that’s when we charge the business. Essentially it’s a cost per
meet model or a paper clip model that we’ve created.

And then there’s opportunities on top of that for people to expand their presence on Utah.com and increase
their promotion. I’ll show you what that looks like.

Compared to standard display — we don’t offer that any more, we don’t use any sort of automated
advertising platforms like a double-click for publishers or anything like that — all of our advertisements are
native and contextual to the content on Utah.com. Now, the key with that is post-click experience on these
advertisements goes to a detail page on Utah.com about the business, allowing the user to engage with content
about that business before they ultimately decide clearly to leave the site and to engage with that business to
execute a booking.

We have seen as compared to standard display a 1700 to 3200 per cent increase in click rates.

Now, we understand that that’s a different experience, but is an experience that our clients love because
they’re still getting that engagement. Whether that’s on our side or their side our clients have come to
understand that the engagement is key. Many of them don’t have Web sites that can really engage the clients,
many of them have third-party booking engines attached to their Web sites, especially the hotels, so what they
want is the engagement to happen on our site and then the conversion to happen on their site, and we’ve really
facilitated that for them.

Now, as a business since 2015, we launched this new site in September of 2015, so it has been 25 months,
and in 25 months we have achieved a 72% increase in revenue for the business. And really that’s because we’ve
done a better job of creating content that’s engaging, we’ve done a better job of getting more people to the site
and through the site and as I like to say spinning them out in the form of leads to the businesses that advertise
with us.

It has been a tremendous experience to see the fruits of our labors in terms of working with our user and
working with our clients. Instead of guessing and thinking we know what’s best that was the key. So the
takeaways we tried to build their own booking engine, I would recommend that you don’t: leverage a
partnership. We’ve partnered with Booking.com. Booking’s transactions on our site are a very small portion of
our revenue but it is a no cost revenue stream for us, we don’t do anything, we’ve i-framed their experience into
our own. If somebody gets so far down the funnel that they want to just stay in Utah.com and execute a booking
with a hotel they can do that, it doesn’t cost us any money, and we’ve negotiated a split with Booking.com for
the commissions on those booked rooms.

The next thing is don’t think you knew that the first time, because you didn’t. We’ve learned that. We’ve
iterated over the past two years many, many times to get this model right, to understand what we should be
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charging for every call, click and e-mail based on the type of business that’s advertising with us based on the
region that they’re advertising for.

So we always test, we measure, we implement, we iterate, we repeat. We constantly do that and that’s been
really interesting to see and has been a big contributor to our success.

Don’t listen to the naysayers. We were told by a few people in the industry that this would never work and
that Utah.com would just stay as Utah.com always was, that we couldn’t grow the revenue. Even people within
our own building didn’t believe that we could do this, and we have and the success is owed to my last point,
which is collaboration.

Don’t do it alone, don’t think you know all the answers. At Deseret Digital Media we thrive on
collaboration, we work together product, marketing, sales, Web development. We all work together, everybody
has an idea, everybody has a thought and we come together and we work together. We leverage the ideas no
matter if it’s an idea from an executive or an idea from a junior level employee we value everyone’s ideas, we
take those ideas into account, we test, we measure, we iterate and we repeat.

Thank you very much.

(Applause.)

Sr. Julio Aguirre (Deseret Digital Media, Salt Lake City, Utah): Perfecto. ; Como estan, estan bien? Nos
paramos un momento, circule la sangre un poco. En México dicen la hora del burro ;no?

Yo les hablo un poco sobre FamilyShare Network. Pertenece a Deseret Digital Media.

Hay una cita de Alberto que me gusta mucho. Dice nosotros no podemos resolver los problemas de la
misma manera o con el mismo pensamiento que teniamos cuando los creamos. Y a pesar de que las redes
sociales han sido un excelente beneficio para la humanidad como tal ha sido también un desafio para nosotros
como editores {no? compailias de creacion de contenido, y no podemos resolver este problema con el mismo
pensamiento con el que el problema se creo.

Hablando rapido de FamilyShare: FamilyShare ha sido Familias.com en 80 idiomas. Les recomendaria que
vayan a la pagina de Facebook Yo Amo Mi Familia, Yo Amo Mi Esposo, Yo Amo Mi Esposa, Yo Amo Mis
Hijos, Yo Amo Mis Nietos, Yo Amo Mis Primos, Yo Amo Mis Tias, Yo Amo MI Gato, Yo Amo Mi Perro, Yo
Amo Cocinar, Yo Amo Ir Al Cine, en mas de 80 idiomas.

A través de estas paginas de pasion en redes sociales tenemos 136 millones de seguidores. Esos 136
millones de seguidores nos dan aproximadamente 250 millones de visitantes unicos al mes, 50 millones ya en
los Estados Unidos, y aproximadamente 5.1 billones de impresiones al mes. Esto es lo que hemos construido
durante los tltimos tres afios y medios.

Entonces, a pesar de que las redes sociales y hay muchas empresas que han crecido en los tltimos afios,
como Little Things, Soap and Cake, muchas plataformas, yo me voy a enfocar en esta presentacion
especificamente en una de las cosas de Facebook, y principalmente por el grafico que ustedes estan viendo a
mano derecha, no, a mano izquierdo disculpan, habla de todas las diferentes plataformas y el enganche que tiene
a los usuarios en lectura de noticias. Y como pueden ver Facebook le de una gran cantidad al segundo
competidor que viene siendo Instagram.

Este es el crecimiento de FamilyShare Network, principalmente con las paginas de FamlyShare.com,
Familias.com, Familias.com.bf de Brasil y (no se entiende), que es en Indonesia. Este ha sido nuestro
crecimiento de aproximadamente. En el 2013, cuando llegué a la compaiiia, teniamos no mas de 4 millones de
impresiones al mes y pasamos a 5.2 billones de impresiones al mes.

Esta es nuestra audiencia: 80% mujeres, 67% de ellas tienen hijos en la casa y 83% consumen el contenido
a través de celulares.

Ya que hablé un poco de FamilyShare, de los que hemos alcanzado en los tlltimos tres afios, quiero
enfocarme para esta presentacion en el crecimiento de la compaiiia, como enganchamos a las personas para que
puedan llegar a leer 5.1 billones de impresiones al mes y como nosotros estamos monetizando hoy en dia, que
estamos ganando ya en los millones de dolares.

La pasion lo es todo. Como ya he comentado tenemos varias paginas de pasion, y creo que piensen por un
momento en su nivel. ;Quién conoce aqui la marca de sus zapatos? ;Cual es la pasion que ustedes pasan todos
los dias y dicen “Me voy a parar y hoy a vivir mi vida por la marca de mis zapatos?” Es una pasion que ustedes
tienen por la marca de sus zapatos. Ahora piensen por un momento en la marca de su periédico. ;Cual es la
pasion que ustedes tienen por el periodico local, de la ciudad o del pais donde vive? Y sepan todos los dias por
qué leen este periodico.
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Ahora piensen por un momento en su grupo de futbol favorito, de deportes favorito, y cual es la pasion que
ustedes tienen por ese grupo de futbol, de deportes.

Ahora piensen en la pasion que ustedes tienen por su familia, por sus hijos, por su pareja, por su madre, por
su padre, y como ese nivel de pasion los mueve a tomar accion cada dia.

Entonces, un a de las lecciones que nosotros hemos tenido, rapidamente, en la compaiiia es que hay motive
paginas de pasion que motive a la audiencia. Este es uno de los sitios con los que nosotros trabajamos en redes
sociales bajo este concepto mientras que nosotros hacemos post en redes sociales. Ese post aparece en el news
feed, en el muro como dicen, de redes sociales, en este caso en Facebook. Ese post enganche con audiencia, ese
enganche es positivo. ;Por qué? Porque las personas lo van a compartir, entonces mayor al alcance, mas
personas lo van a ver. Eso va a alimentar la maquina de aprendizaje de los algoritmos.

Ahora, podemos tener también un circulo vicioso cuando no tenemos enganche. Cuando el contenido que
colocamos no es bueno ;/qué pasa? No va a haber alcance y la proxima vez que nosotros pongamos un
contenido en la pagina va a ser con menor alcance, se convierte en un circulo vicioso.

Todo depende del estilo de contenido, es un circulo virtuoso si el contenido es bueno y tiene enganche. Si
es un circulo vicioso con menos enganche si el contenido no es atractivo.

Un ejemplo negativo seria el de Walmart. Walmart tiene 35 millones de seguidores en su pagina de
Facebook. Tuvimos una presentacion para ellos y nos dijeron que tenia nada mas 50.000 visitantes en los
Estados Unidos —de 35 millones de seguidores nada mas 50.000 personas lo visitaban. Al contrario, la pagina de
Familias.com, que tiene mas de 10 millones de seguidores, pero lo estan visitando mas de 45 millones de
personas, porque el contenido engancha a las personas.

Con este concepto nosotros hablamos de los momentos que importan. Por ejemplo, cuando una persona por
primera vez en su vida tiene su bebé. Y ;qué mejor que Pampas para enseflar a luna mama como ser mama por
primera vez, con lo pafales? Y hablamos con esa persona una vez en la vida, escribimos un memo que diga no
hay nada mas nuevo que ser mama. Y lanzamos a las mujeres que tienen su bebé por primera vez. Entonces
conectamos con esa persona una vez en la vida, en ese momento tan especial. O la hacemos una vez al afio en el
Dia de las Madres o el Dia del Padre y luego una vez al dia en el desayuno con el café con leche, o la hacemos
con el almuerzo o lo hacemos varias veces al dia, cultivandolos.

Entonces, nosotros tenemos que crear con este concepto momentos que importan un vez en la vida, una vez
al afio, todos los dias y varias veces al dia.

Este concepto nos ayuda los siguiente: Por ejemplo, bajo este concepto nosotros sabemos que el afio pasado
1.9 millones de personas propusieron matrimonio. Yo sé que los dias en los Estados Unidos donde la gente
propone matrimonio es el Dia de Navidad, la vispera de Navidad, el Afio Nuevo y el Dia de San Valentin.

Entonces, ahora yo quiero hablar si yo estoy vendiendo joyas, anillos de compromiso, yo sé que tengo que
estar vendiendo los anillos de compromiso y estoy haciendo el marketing en noviembre, porque yo sé que el dia
que la gente propone matrimonio es en Navidad en diciembre.

Yo sé por ejemplo, que las mamas cuando tienen un bebé comienzan a consumir redes sociales 45 minutos
antes que lo hacian anteriormente. El promedio, es que comenzaban a las 7 de la mafiana, pero empiezan a
consumir contenido a las 6:15 de la mafana. ;Por qué? Porque seguramente estaban dando alimento al bebé y
ahora estan viendo su Facebook.

Toda esta informacion yo la sé a través de los momentos que importan en la vida de las personas. Eso me
ayuda hacer un mejor targeting para enganchar las personas.

Y aqui vamos al siguiente punto, que es enganchar. Me parece muy cémico que hay caricatura que dice
“Nuestro analisis demografico dice que su grupo de edad le va a gustar este plato de comida”. O sea, las
personas ni siquiera van a tener la oportunidad de escoger lo que quieren sino ya vamos a saber a través de los
estudios demograficos del enganche que es lo que las personas quieren jno?

Una de las cosas que hacemos es automatizacion de contenido o la automatizacion y distribucion de
contenido, y normalmente es muy sencillo. Nosotros agarramos un imagen y la colocamos en las reces sociales
y con el mismo articulo cambiamos el imagen, nosotros comenzamos a ver a cuales el imagen en que hacen las
personas hagan mas en ese articulo y lo vamos anotando. Asi que después de varias interacciones nosotros
sabemos cual es la optimizacion de contenido. Nosotros sabemos por ejemplo que en el Noreste de los Estados
Unidos si nosotros ponemos el filtro de Instagram a 17 por ciento genera 5 por ciento mayor clicks que si no
ponemos el filtro de Instagram. Nosotros sabemos por ejemplo que en la categoria de matrimonio en esta pagina
Web si nosotros colocamos el numero 11, 11 cosas que tu esposo tiene que hacer para ser feliz, el 11 tiene mas
clicks que el 5, 45, 125, que el 26, el 11 es el numero. Sabemos que en la categoria de salud es el numero 3 y en
la categoria de criar los hijos es el nimero 5. ;Coémo sabemos estas cosas? Porque hacemos investigaciones de
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contenido y nuestra audiencia nos esta diciendo donde hace mas y hacemos un feedback a la creacion de
contenido.

El mes pasado tuvimos 110 millones de video views en nuestras redes sociales. Los 110 millones de vistas
de video que tuvimos el mes pasado fue gracias a crear contenido bajo el mismo concepto. Siempre estamos
optimizando el contenido basado en el enganche que tuvo la semana anterior o el mes anterior. Eso nos ayuda a
tener mayores impresiones porque las personas estan consumiendo contenido de manera organica.

Entonces, una de las cosas que el presidente original de Deseret Digital Media, se llamaba Clark Gilbert,
siempre converso era que nosotros tenemos que saber el costo de nuestra historia, cuanto nos cuesta producir un
post en redes sociales, cuanto nos cuesta producir un video en redes sociales, cuanto nos cuesta producir un
articulo en nuestra pagina Web. Si no sabemos eso a ese nivel, a ese rigor, también tenemos que repensar como
estamos haciendo nuestro negocio. Esto es uno de los aspectos mas importantes de llevar nuestro negocio al
siguiente nivel.

Por ultimo, quiero hablar sobre la monetizacion. Para las agencias y las marcas Family Share hace que el
contenido sea relevante y viral mientras que lo amplifica a la audiencia correcta a un costo competitivo. ;Qué es
esto lo significa? Tiene que ver mucho con lo que hablé Laura sobre contenido nativo, contenido patrocinado.

Nosotros estudiamos los valores y en mensaje de la marca en nuestros clientes y hacemos una
yuxtaposicion con los patrones de consumo de contenido de nuestra audiencia. Porque nosotros sabemos que lo
que esta consumiendo nuestra audiencia. Hace unos afios hicimos una promocion que se llamaba Imitation
Game, no me acuerdo como se llama en espafiol. Era una pelicula sobre un matematico que tenia un rol en la
Segunda Guerra Mundial. Uno de los conceptos que nosotros hicimos es que durante ese tiempo el tema de eso
era muy alto en esta audiencia. Fue una pelicula exitosa, una campaia de cientos de miles de ddlares, y al final
del dia el éxito lo hizo fue la yuxtaposicion de los valores de la marca con los patrones de consumo de la
audiencia.

Para terminar: El alcance trabajar con marcas como Fischer Price, Warrington, todos estos han sido
nuestros clientes, muchos son clientes actuales. Consiste en la creacion de contenido que engancha las personas.
Las marcas estan dispuestas hacer negocio con individuos no sélo que alcanzan las audiencias, realmente
cualquier puede alcanzarlo bien a las redes sociales, alcanzar la misma audiencia que los periddicos de nosotros
estan alcanzando, pero no todo el mundo puede enganchar las audiencias. Y es aqui donde se encuentra el valor
agregado que nosotros ofrecemos.

Para terminar, quiero resumir la presentacion en tres puntos. El primero: Sigue tu pasion y construyes sobre
ella. ;Cual es la pasion de esta audiencia? Ustedes como compaiiias editoriales, ;cual es la pasion de sus
lectores, ¢cual es el deporte que ellos estan apasionados, como pueden buscar esa pasion de sus lectores y ser
duefio de esa pasion como compafiia?

En segundo lugar: Entender qué es lo que engancha sus audiencias y también construir sobre ellas. ;Qué es
lo que engancha? Y eso literalmente comienza con una hoja Excel. Es comenzar describir lo que engancha la
audiencia, el comenzar estudiar analiticamente que es lo que estan leyendo mas, lo que esta haciendo mas clicks
comparado con el post anterior. Y ese estudio les va a ayudar optimizar el contenido que haga mayor engancha.

Y por ultimo: Utilizar las mejores practicas para clientes potenciales. Las cosas que nosotros hemos
aprendido en nuestra parte editorial en las tendencias de contenido que pendemos de estudiar los enganches se
las damos a nuestros clientes. Y esto es nuestro valor agregado.

Gracias.

(Aplausos).

Mr. Sanders: We’re running a little short of time and I was going to suggest that perhaps for questions it
might be al lado de este escenario and that way we could bring the next ....

Muchas gracias a todos, and as we walk out I would say: Espero que hayan visto algunos de los respectos
que impulsaron la media hacia el éxito del mundo digital y también espero que algunos de estos respectos
pueden ser transferibles a las plataformas de los medios ensamblados aca hoy en este salon.

And with that I would now ask the next panelists to get ready, which would be Matt Monahan and José
Luis Gomez, if you would come up to the stage.

Seminar 4: The New Technological Newsrooms
Seminario 4: Las Nuevas Salas de Redaccion Tecnoldégicas
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Mr. Ed McCullough (Miami, Florida): As we get settled I’ll tell you what the next presentation will be
about. The title is The New Technological Newsrooms. The topic is familiar to all of us today and it’s going to
focus on two aspects: content management systems and paywalls. And for the first section, we’ll divide it that
way, we have Matt Monahan of The Washington Post and our platform, we’ll describe what that platform is, it
was developed and designed for The Washington Post and is now available in the marketplace. Then José Luis
Gomez of Protecmedia of Spain will describe their content system. And we’ll save the questions for the end and
we’ll make sure that there is time for the questions. And after that there’ll be a presentation on paywalls by
Piano media.

Matt right now is cutting the last slides out of his presentation and we will begin momentarily.

Now we’re ready to go. We’ll start the presentation with Matt Monahan, title head of our products and
sales and as mentioned he platform developed for and by The Washington Post and now it’s available for all the
media. Here’s Matt.

Mr. Matt Monahan (The Washington Post Publishing, Washington, D.C.): Thanks a bunch, you guys.
So, I’'m here from The Washington Post and I’'m going to talk a little bit about kind of what’s happening at The
Washington Post and then what we’ve done and as a result, and then how that’s being incorporated into what
we offer commercially to other publishers. So Il talk a little bit about that. (Opens video).

So, number one obviously inside you can see right now it’s a busy time, there’s a lot going on in our
newsroom, there’s plenty to report on. And so, you know, I’m going to spend a lot of this presentation time on
both technology and talking about the thing that we’ve developed and the tools that we’ve built for our
newsroom.

But what I want to do is kind of keep in mind about what’s happening inside these, you know the context of
what’s going on inside our newsroom that influences the product that we develop.

Right now, I think the core mission of what a newsroom is working on has never been more important than
in the past, right? So, you know, the past year and a half basically has made our newsroom more focused and
more busy than they’ve ever been. The context switching, the constant work for the newsroom, the tight
headlines has made it like so much more important that in the psychology that we’ve built from inside the CMS
we need to be able to encourage speed and flexibility. And so this context, this business, this kind of execution
of core mission has made it more important than ever that we really nailed on the technology side. So, it has
been a little bit (words unclear).

Obviously, the history of journalism is really, really important to us. But what’s good to know about The
Washington Post is that we are a media technology company, and so I’ll spend a lot of time talking about the
challenges that we’ve had to solve in technology and what’s really strategically important to us.

The first way to think about this is when we think about what we need to support inside of our CMS and
how we reach our audience we think of two angles to this: depth and breadth. Depth number one for our highly
engaged users means that we need to be experimenting in new platforms, virtual reality, (word unclear) reality.
These aren’t necessarily platforms where there’s a ton of readers, this isn’t something that’s mainstream yet, in
many cases the hardware is not fully mainstreamed, devices aren’t necessarily supported. But we know that in
order to support the audiences two or three years from now when it does become mainstream we need to start
experimenting now, we need to know what kind of content we’re going to create in that space, and we need to
start building the software to support those pieces of content.

But still the bread and butter for us is there at the bottom, it means reaching readers wherever they are and
across as many platforms as possible. And this results in a real big challenge for our user and I would guess for
many of your users as well, because it’s no longer true that you’re just producing stories for print and maybe for
your Web site, you’re producing it across a whole bunch of platforms. Probably most of you guys have some
sales text that your sales team goes out to advertisers with — it looks like this, with a phone an a tablet and a
watch in your Web site. Everybody has a site like this. But the key thing for us now, the thing that we always
remember inside The Washington Post, is this right here, this is table fix, it’s the bare minimum that you need to
do inside the newsroom these days. By being on all kinds of different devices like this with an app and Web
sites, that’s the bare minimum that you can do today in 2017.

And so for us the technology mission that we’re trying to support inside of our CMSs, making it as easy as
possible to distribute our stories, not just across these platforms but in reality across many, many other
platforms for our readers as well. So it’s not just your Web site, not just your app, it means you need to be
reaching the readers on what we think of as basically distributive platforms — Facebook, Apple News, Google —
but also kind of less prominent platforms that you may not think about as much, you might need to have your
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video on set top boxes or over the air platforms or new social networks where probably you haven’t engaged
with the readers as much before, like Snapchat or Instagram.

This is super important and I’ll give some specific examples, but keep in mind again the context of what’s
happening inside the newsroom. Number one for us is typical and you see a very, very busy time. But the
number two the journalists are being asked to do more than ever before. It’s no longer (word unclear) writing a
story, they need to be producing it across many platforms, and your editors are producers, being able to ask you
a whole bunch, too — it’s not just one version of a story any more. So it’s going to be a new challenge for
technology.

So number one here’s a good example. Basically since February The Washington Post has been kind of
active on Snapchat, we were one of the first publishing partners there, we were the first to do breaking news on
Snapchat.

For us the modernization story is very weak, it’s all basically about reaching a new audience, and in this
case a young audience. What we’re thinking about there is how do we develop an audience that maybe isn’t as
familiar with our brand right but in the future they should be, right? and maybe in the future we can actually
turn them into paying subscriber readers. Producing content for Snapchat is very difficult, they have their own
CMS, it’s not enough to just take your regular video content and somehow try to make it work for Snapchat.
Actually it has to be pretty particularly produced for that platform, so it requires special skills in your
newsroom, it requires use of different technology and the problem is it doesn’t integrate very well with your
existing CMS, so it’s extra overhead.

And then Apple News is another example. In this case it’s a big subscription driver for us. If you have kind
of an Apple device and you swipe, that’s what you’ll see under Apple Smart, (words unclear), but if you do a
good job in playing with Apple News you can bring directly into your content. The trick there is it doesn’t take
you into your Web site, it takes you into your story on the Apple News outlet. So this is again one more
platform where you need to be active, one more place where you have the opportunity to produce your story in
a slightly different way than you would for your site. But again it adds extra overhead for your newsroom, a
couple more people in the newsroom thinking about a different platform and produce for it. Extra work for
everybody, but a real opportunity to reach readers and in this case get them to subscribe.

And the Facebook incident, another example. We’ve been locked out to them more recently, although
they’re making a comeback of their subscription product inside of Facebook Editions, so there’s an opportunity
there for us to be Working with them. There again in this case obviously huge reach, and they have a pretty
decent advertising product as well. But once again in order to have a content (word unclear) it’s the same story,
it’s extra work for engineering teams, for our newsroom, to think about how our content should be there in
Facebook. Then particularly if you use Facebook Editions, which a lot you of kind of group together a bunch of
the latest stories or package of stories you want your readers to consume someone in the newsroom has to
actually do it as a selection of stories. Again, extra work. I mean if you do a quickbooking process as part of
your daily newsroom workflow this is bad all over again for a different platform and you’re probably not
picking the same stories.

Then you can go a step further, so fine Snapchat, Apple News, Facebook but now we have to start thinking
about voice activated devices. I mean actually if I had to decide today I’d probably use the actual show rather
than just the article you want. But this again is very different content the newsroom has produced, in this case
you’re doing something that’s kind of like podcast but you probably want it to be a little bit specifically tailored
to this platform, and so you have to think pretty hard about how do you produce stories that work well on a
device like this, and then if you want to go a step further and you like one of the new skills then it’s very
specific work to this platform. I mean there’s a really great opportunity to engage readers here. You know if you
remember that previous slide where I showed the pyramid of things that are maybe on the cutting edge that
don’t have a ton of readers but are engaged deeply and then at the bottom regular articles, this is probably
somewhere in the middle and becoming more mainstream, and in the next year or two many, many people will
have this device in their house. And so large users need to think about how can they be present here? But once
again it’s extra work.

Again, keep that all in mind. This is what we’re thinking about as we develop technologies, how can we
make it easier to take the news that your newsroom is producing and get it out? Use many different platforms.

Now, for us there’s a real upside to doing this. You might think well why so many platforms, what’s the
opportunity behind playing across all those different platforms? And for us, you know, the results of The
Washington Post have been clear — we’ve had huge domestic growth. We attribute a lot of it to basically being
available wherever our readers are. Obviously there’s plenty happening inside the newsroom, but we don’t

40



believe that we’d be reaching nearly as many people as we are right now if we weren’t exactly where they are,
they’re not just coming directly to us on our Web site.

And of course many of these readers previously (words unclear), most of them now are coming from local.

What we’ve been working on more recently at 7he Washington Post is a CMS platform. We built it first for
ourselves, tools for news and to write stories, tools for then to produce those stories to run a Web site, to budget
in the newsroom. And then in the last two years we’ve started to make it available commercially for other
publishers as well. So that’s a little bit what I’m here to talk about.

We run it basically as a hosted service for a number of other publishers — right now we have about 30-plus
customers, then we have several in Latin America, in Paraguay, Costa Rica and Argentina, and we run it as a
hosted service all the way up to the CDM. The big idea here is basically that you don’t have to operate on a
CMS, you know you have the tools that are available to your browser and we maintain them.

Inside, it’s basically about a dozen or so different services, tools for the newsroom to use, tools for
engineers to extend and build on top of for content testing, b-testing, commenting. Then in the red this is sort of
key: the tools that we use to distribute that content, choose as many places a possible, of course to the Web, of
course to your native stack but also to distribute to platforms, that’s Apple News, Google, Facebook, and now to
some of these other newer platforms as well.

So this is for us, this is how we’re thinking of this, this is the core CMS that we’re offering right now. And
what we’re thinking about next is what do we do in 2018, what do we need to focus on? For us overwhelmingly
what we’ve seen is we need to somehow reduce the workload of our newsrooms, we need to think it easier for
reporters who are being asked to do more than ever before. You know, in the past reporters had to write their
story and turn the copy in, today they need to act as producers; the editors too are doing more than they ever
would in the past. So somehow we need to lighten their workload and make their job easier.

And so we’ve come up with a few different technologies that over the course of the next year we’re going
to use to try to lighten the load of those journalists. Number one we have a personalization technology called
Clavis. We use this for delivering recommendations on our Web site, we use it for advertising personalization
with first party data.

What we’re going to do this year is use the same technology to actually recommend related content for
reporters to put inside of their stories. So you can see as they’re writing what’s happening is we’re using natural
language processing to pull up key words inside the story. This is a pretty common approach, you take out they
key words from the story, you map them to topics and you can deliver personalized content recommendations.
But we can use this inside the newsroom too. We know what a reporter’s writing about maybe after they’ve
written just a few paragraphs, and using that information we also know the topic of a photo shoot your photo
department went out and made, or if you have some videos we know the topic what that video’s about. And to a
reporter who is writing a story we can recommend those photos or videos to be inserted inside the story so that
they don’t have to search and spend us much time trying to find the right one, or they don’t have to send a
request over to the photo department to try to find exactly the right one to stick inside the story. It’s a small task
but that adds up, you know, every single day to the reporters’ work flow and to their workload, especially if
they have to produce that story several different times for different platforms. So inside our newsroom we don’t
just produce one version of the story, for Apple News we might produce a very slightly different version of it
and the reporter has to sit down there and fund all those photos. Without technology helping it takes a lot of
time and it all adds up. So this is one way we’re trying to make that easier.

Another example is trying to help them identify which stories they should focus on the most. Inside our
newsroom we’re writing almost 400 original stories a day, so there’s a lot of stories, it’s hard to know exactly
what to focus on. What we can do is we can use technology to predict which stories are most likely to go viral
or become very popular. And so here you can see what we do is we service it to them pretty conveniently inside
where they already are, we can set some thresholds, how popular should an article become before we let them
know. And then using this information we can alert them that hey, you should go back and take another look at
that story, maybe you want to write an even more catchy headline, add some extra images, then promote it a
little bit more in social media, promote it a little bit more in the home page. The idea is what story should we
double down on? And you can see that, you know, Ursis is randomly trying to guess whose stories will do best.
In the blue you can see, using this technology, we can predict with better than 80% accuracy which stories are
likely to become viral ahead of time.

Here’s another good example of what we’re trying to do with this. You know one thing that a lot of
reporters spend time on, reporters and producers both, is kicking ideas around, back and forth, about what
headline should I use for this story? Maybe they do it in person, and they go through a few different ideas: What
should I write as a headline? We can actually help, suggest to them headlines automatically that they can choose
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from, and they can actually edit on top of them. We’re not trying to make it completely automated, what we’re
trying to do is basically propose several different ideas for headlines that they can then edit in place. So rather
than just trying to do it off the top of their heads we can use technology to make their job easier. We use a few
different techniques to do it: we use the head streaming algorithm, something else called multi-sentence
compression.

You can see some examples of these different algorithms in practice, like this. Here it took some content
from an article, in top paragraph, and then you can see some different examples of a headline that it wrote
through None of these are the best headline, right? these aren’t like a headline that you would immediately
publish, but from the reporters’ perspective it gives them a few starting points, a few different ways of framing
that content. And what you’ll see is if we combine this technology with the testing technology I’ll show you
next we can quickly use the combination of automatically generated headlines with editorial control and testing
to arrive at the very best one very quickly.

And so we use this thing here, called Bandito. This is actually already out in production, a bunch of our
customers use it right now. It’s a multi-armed bandit testing algorithm and the way is works is it’s a little bit
like AB testing but rather than waiting for the end of the test you can actually fund out in the middle of the test
one version of, say, a headline or a film image is doing better than the other version, and before you even get to
the end of the test it’ll start shifting traffic to more successful areas. Here’s just like an actual example of it. We
started traditionally, one film image and one headline, and then we wrote a slightly different headline — and you
can see the clicked-on rate for that story went up slightly — and then with that new headline we added a new
film image that includes kind of a more dramatic human subject, and that finally increased the rate, almost
threefold over the original one.

So imagine if you pair this technology with Headliner, which can automatically suggest some headlines to
you, and from the reporters’ perspective it makes it very easy to say “OK, here’s a few headlines, just suggest it
to me, I’1l edit them to make them actually acceptable from an editorial perspective, publish them out, use this
testing tool to select the best one and maybe within 20 or 30 minutes I know which one performs best with my
audience.”

And here’s another example. This one is just three different headlines and you can see which did the best
by a lot.

The last one I’ll show you. This one’s kind of interesting, it’s the most recent thing we’ve done. This is
built on top of the comet system that we offer, which we built with The New York Times and Mozilla. The idea
is a lot of newsrooms struggle with the workload and moderating comments on their site, to the extent that a lot
of newsrooms now will cut comments off their site because it’s too much work. Either that or you outsource
moderations to some company that outlaws these, which is expensive.

What we’ve done instead is built the technology where we can automatically, using Al try to figure out
which comments are the most and least acceptable. You can see here kind of a diagram of how this whole thing
works. We have a commenting system, we have a filter where we can remove obviously objectionable
comments. And then we have a classifier system that tries to figure out how objectionable is this really or how
acceptable is it. And then we can set thresholds and scores to say if it’s above some threshold we can
automatically approve this comment, if it’s below some threshold we can automatically reject it.

What we did was we started with a training set of 21,000 comments and we use the machine-running
algorithms then say “OK, done this training set, let’s see if we can make the algorithm automatically known,
which ones meet those criteria?” And so we then tested that algorithm against a different set, with about 4,000
comments and what we found was the machine was basically able to arrive at the same prediction than an editor
who is moderating comments was able to arrive at with about 88% accuracy. In other words we ran a training
set of 4,000 with human editors and we ran that same training set against the machine, 88% of the time they
both made the same decision about the comment, whether to accept or reject it.

And it looks something like this: Here it is kind of in a spreadsheet just showing, there above are the ones
we automatically delete, those are the ones that are a set of comments that forms the lowest percentile in terms
of quality, and then at the bottom the ones of highest percentile in terms of quality that we automatically
approve.

What this means in practice for your editors is we basically removed about 80% or 90% of the moderation
work that they have to do and let it be done by machine. And just the ones in the middle are the ones that the
human works on.

Here’s just a few examples of it, one that’s been filtered out and then several that use the classified model
to either automatically accept or automatically reject.
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So I think if you added all of this up basically what we’ve able to do is dramatically reduce the workload,
even through tasks that kind of add up for an average reporter or editor. And so much of what we’re going to
focus on in 2018 is incorporating these into the CMS technology so that, you know, from reporters’ perspective
they can focus on what’s most important, which is writing their story, and from an editor’s perspective editing
the story and publishing it out. And the results for our clients have been extremely good. So Infobae, which is
our client in Buenos Aires, over the past now 15 months or so they’ve more than doubled their traffic, they
started with 18 million monthly unique visitors and today they’re at almost 45 million monthly unique visitors,
and engagement is way up as well.

Another good example is The Globe and Mail in Toronto. In their case it’s a subscription based site and
their main goal has been to dramatically increase the engagement for their users, and using our testing
technology that’s exactly what they’ve been able to do, they increased engagement on the site, they increased ad
view ability on an increased time on site as well.

That’s basically what we’re looking at in 2018. We do questions after this I suppose? OK.

(Applause.)

Mr. McCullough: Thank you, Matt. If you could hold questions down and we’ll ask them at the end if
that’s OK?

Now we will have José Luis Gomez of Protecmedia and a difference is Protecmedia has been one of the
first, perhaps the first, CMS. He will describe where it has been, where it is now, and where it is going.

Sr. José Luis Gomez-Carpintero (Protecmedia, Madrid, Espafia): Gracias. Buenas tardes. Yo quisiera
comenzar explicando el titulo de la presentacion. Quiero llamar la presentacion La Tecnologia en Relacion,
quizas para diferenciar lo que en otros muchos foros internacionales se llama La Relacion Tecnologica. Esto es,
lo que se defiende, es que los medios tienen que contratar matematicos, programadores informaticos para
desarrollar ellos mismos la tecnologia. Eso, hoy dia yo creo que no es necesario porque lo que tienen que hacer
los periddicos es contratar periodistas, que es lo que ellos producen. Un periddico, es una fabrica de contenidos
y por tanto en lo tiene que invertir es en la contratacion de periodistas.

Esos periodistas lo que si dictaran es una tecnologia que es (no se entiende) y basicos. Creo que toda
relacion tecnoldgica deberia tener un buen archivo completo y global y cuando digo completo es que afecte a
todos los canales. No tenemos por qué olvidarnos del impreso tan rapidamente como se ha venido diciendo.
Vamos a. tener (no se entiende lo que dice), que nos aportaran valor en tres lineas principalmente.

Una hacia el interior, hacia la redaccion, donde se hara el trabajo de la redacciéon mucho mas sencillo,
mucho mas mas agil que dotara un aprendizaje mucho mas sencillo y otras dos lineas hacia el exterior donde
mejorara la audiencia en dos sentidos. Uno que nos mejorara mucho el ceo dandonos una audiencia potencial de
los buscadores, mucho mas amplia, y otro que sin cargar de trabajo a la redaccion seremos capaces de construir
contenidos mucho mas completos haciendo que la audiencia esté mas tiempo en nuestro sitio y teniendo muchas
mas paginas para visitar.

La tercera herramienta, sera basica, es ofrecer a la redaccion informacion de lo que esta haciendo la
audiencia. Aqui he intentado distinguir Smart data, datos inteligentes porque son datos que tienen que estar
pensados para la redaccion, para los periodistas. Tatos que ellos entiendan.

El ultimo el punto, el Gltimo pilar basico es lo que he llamado comentario de bequin (;). Hasta ahora
muchas veces los periddicos se regian del trafico de la gente, de la marca que los visitaba. Después hemos
intentado ampliar nuestra tecnologia ceo para que los buscadores nos manden trafico, pero hoy dia, en la era
digital hay que ir para buscar la audiencia donde esté. Por lo tanto, hay que dar herramientas a la redaccion para
que sea capaz de sin sobrecargar su trabajo de llegar al maximo tiempo de audiencia.

Bueno como decia antes, la primera pieza sera un eco génesis. Poner (no se entiende la palabra) positiva
porque asi mismo, intentamos guiarnos de un gran potencial que tenemos en nuestras casas que son los
periodistas y el impreso.

Hay quien cuando la audiencia muchas ideas hay que ir con diplomacia, si alguien de la audiencia va por
nuestro medio es por la credibilidad, una credibilidad en contra de las noticias falsas, que también esta muy de
moda, que nos ha ganado esa marca. Creo que la Gabriela, esta mafana de la fabrica de tabacos, donde decia
que ¢por qué nosotros mantenemos la marca cuando pagamos el impreso a uno digital no le hemos cambiado el
nombre a nuestro sitio? Porque lo que tenemos es un valor en nuestra marca y eso valor viene provocado por los
profesionales que tenemos a lo largo del tiempo. Por lo tanto, desprendernos de ese valor humano que tenemos
en la redaccion del impreso puede ser una decision de negocio, puede ser que venga por otra razon, pero no

43



deberia ser una decision que tomemos por la tecnologia. La tecnologia no puede forzarnos a abandonar un
potencial humano que tenemos pero que tendra que ser porque decidamos organizar nuestra redaccion de

manera separada de impreso digital, organizarnos por tematicas, pero la tecnologia no deberia causar esta
decision.

Lo siguiente importante que tiene que tener toda redaccion hoy dia son un conjunto de herramientas de
inteligencias sematocaso a como decia antes, preparar el camino en tres lineas principales, una hacia el interior,
hacia la redaccion, veremos como la mayoria de personalidades lo que haran sera hacer el trabajo de darles el
redactor mas facil y mas sencillo, mas productivo y hacia la audiencia, mejorando las cosas.

Se agrupa esta semantica en cuatro principales secciones. La primera de ella se pronuncia obtener de forma
automatica un resumen de nuestra noticia, un resumen que nos posibilitara fomentar esta noticia, por ejemplo,
poniendo como reclamo las portadas como una descripciéon mas exacta de la nota exacta de la nota a la hora de
recibirla a una red social o también cémo una posibilidad de simular un (no se entiende la palabra).

Con la frase mas importante de la noticia las vamos remarcando segtn lee, y conseguimos dos cosas muy
sencillas, uno que el lector haga scroll para ir viendo las partes que le vamos subrayando aumentando el tiempo
el tiempo en la pagina que pasa y también aumentando la visibilidad de la publicidad porque no permitiran
poner mas publicidad.

Otras de las cosas que nos facilitara es traer de forma automatica todas personas que hablan en esta noticia
de todas las organizaciones, de todos los locales, empresas, marcas, que nos brindaran la posibilidad de llegar a
la publicidad patrocinada o también nos brindara la posibilidad de ofrecerle al lector mucha mas informacion,
muchas mas paginas, valores con un contenido mucho mas completo lo que (no se entiende lo que dice.) la
remesa.

Por otro lado, ni que decir tiene que todos estos aparatos y todas estas cosas también daran mucha potencia
en los buscadores haciendo en nuestra audiencia posible mucho mas amplia.

El tercer punto que nos validara el personal de cada redaccion es el posponer de manera automatica
informacion relacionada con ese mismo tema.

En la redaccion trabajan muchas personas, en redaccion no todo el mundo sabe lo que escribe el resto y por
lo tanto podemos dejar a la maquina que busque unos contenidos que han escrito otros compaiieros de la
redaccion. Con esto vamos también poder darle posibilidad a la audiencia de tener mucha mas informacion y
una informacién mucho méas completa.

Por ultimo, el cuarto pilar de la semantica es poner la adoracion del articulo en el mapa de conocimiento
del medio. Catalogar un articulo no es un tema muy subjetivo. Si preguntamos a cada uno de ustedes catalogar
una noticia seguramente pues tendremos diferentes resultados. Por eso de cada maquina que ponga un articulo
catalogado simplificara... hard un mapa de conocimiento mucho mas objetivo y mas homogéneo y también
facilitara de cada redaccion el aprendizaje del mapa de conocimiento. No tenemos por qué saber lo que esta
llegando a cada redaccion conocer todo ese mapa de conocimiento que sabemos.

Por lo tanto, la (no se entiende la palabra) semantica nos permitira o permitira hacer accién con contenidos
muy completos de cada audiencia donde podra subrayar las partes tendra subgerencia al articulo relacionado y
tendra y mejorar (no se entiende lo que dice). Todo esto con un entrenamiento colectivo de ir aprendiendo.

Bueno como decia, todo esto hay que medirlo y hay herramientas en el mercado que nos ofrecen muchos
tipos de ese tipo de estadisticas, ;no? Pero muchas veces esas estadisticas seran secuestradas por ciertos
pestibles dentro del periodico y no se las facilitamos a quienes verdaderamente las necesitan que son los
redactores.

Hay que ofrecer a los redactores unas estadisticas no solamente globales postal pero también segmentadas
por seccion. Cada seccion de periddico tiene que saber el trafico que genera o no . El redactor tiene que
también tiene que tener informacion de cada uno de sus articulos y que con un solo clip poder saber como se
esta comportando la audiencia en el articulo que ha escrito.

Como decia, aqui también hay que extender las estadisticas para que los redactores lo entiendan en una
forma sencilla.

Tenemos una estadistica muy comun que es el tiempo impacto que nos dird cuanto tiempo esta el lector
visitando un cierto articulo, pero lo importante es decirle si la audiencia verdaderamente ha leido su articulo o
no lo ha leido. Durante la combinacion de la provision del lector, la velocidad de lectura, la longitud del articulo
se puede determinar si un articulo ha sido leido o se ha prestado la atencion.

Mostrarle al redactor informacion de ese tipo, en tiempo real, le llevara a ascender como tiene que escribir
las noticias y que este tipo que ha puesto hoy ha funcionado mejor que el tipo que puso ayer, si la foto que ha
puesto, o los cambios de la foto provocan ese tipo de cosas.
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Estas estadisticas no solo se tienen que incluir el trafico local pero también como se esta comportando las
redes sociales o también activamos una pequeiia graduacion por parte de la audiencia de cada articulo.

Bueno, hemos visto antes, que la inteligencia semantica nos ha generado un mapa de conocimiento bastante
extenso. Es decir, sabremos de que son las noticias, de qué nos hablan, de que tema trata, de que empresa
geografica y demas. Bueno pues todo esto hay que medirlo y darselo también a la redaccion. La redaccion debe
conocer en tiempo real cuales son los temas, todo ese mapa de conocimiento que nos ha generado la inteligencia
tematica lo podremos medir.

Podremos saber qué autores son los mas seguidos en estos medios, que autores nos traen mas trafico, con
una nota de los autores vamos a ver exactos y generar cuales son los articulos. Es una medida muy importante
para el redactor, pero también para la gerencia el poder determinar que autores nos general trafico y cuales no.

Tener también entrelazado lo que es el pms con la gamita de estadistica, permitira ofrecer de un modo
grafico en la redaccion, como se comporta cada uno de los articulos en funcién de la posicion que ocupa y por
lo tanto poder tomar, en tiempo real, decisiones sobre el cambio de esas posiciones para ver si genera o0 no una
mejor acogida en la audiencia.

El tercer pilar que hablaba de herramientas basicas sera las herramientas para fomentar el bit. Comentaba
que las audiencias ahora solo podemos vivir de nuestra marca y esperar a que casi contienda. Tenemos que
intentar llegar a la audiencia alli donde esté. Esto significa seguir haciendo ediciones impresas y mas locales,
haciendo ediciones mas locales para llegar con contenido mas personalizado.

Significa poder tener los mismos contenidos impresos, en version digital, enriquecidos para poder dar a
otros paises donde no llegamos con la impresion. Tener que generar contenidos para todos los canales, los
moviles, etcétera.

No podemos olvidar tampoco nuestros canales en donde tenemos gran parte de, o una fidelidad por parte de
los usuarios. Poder decidir que contenido van a ir a un librete o no es importante. Tenemos que dar a la
redaccion también el control de poder enviar obligaciones push a los alegadores en caso de que suceda una aleta
poder notificar a los usuarios de la forma mas urgente en este tipo de cosas.

Tenemos que llegar a aplicaciones también para poder leer en formato de decil cuando estamos
desconectados. Ni que decir tiene que no podemos olvidar nuestra plataforma de instruccion. El redactor tiene
que poder decidir que articulo sube a esa marca o si no. Si queremos subir uno a tenior, o hay que darle el
control de diarios.

Muchas veces cuando tenemos una gestion en las redes sociales, no sacamos el partido total que podemos
porque podemos segmentar las redes sociales también y podemos crear cuentas distintas en funcion de
atematica para hacer que nuestros seguidores puedan seguir en funcion de los contenidos que les gusta.
Podemos tener cuentas en funcion de los autores que publican. Entonces como vemos hay que ir y buscar la
audiencia alli donde esta y la redaccion tiene que poder encargarse de todo esto sin un sobre coste y sin un sobre
esfuerzo.

Todos ustedes saben que algunas veces que estas piezas las tienen, tienen un cemencepal (?) impreso y
cemencepal para revista, uno para el Web, uno para hace publicaciones especificas en tableta, tienen una o
varias herramientas de analiticas que le envien las cosas. El problema es que muchas veces con estas
tecnologias diferentes lo que tenemos es un trancket tecnologico, es decir una cosa construida con muchas
piezas que no termina de andar con (no se entiende la palabra).

Lo importante es tener todo en la misma pieza para que entre ellos se hablen las cuatro cosas porque
veremos que un cambio de contenido pude producir un cambio en la audiencia que mediremos. Ese cambio en
la audiencia que mediremos puede producir cambios de contenido para seguir comentandoles estan
extensamente relacionados un viraje en losa.

Si todo lo tenemos conectado podemos dar un paso mas y es sudad los datos. Podemos hacer los accesos
automatica, ¢ verdad? Porque sabemos cuando se ha producido un cambio en el titular de la noticia y se puede
marcar la hora exacta.

Podemos saber cuando hemos subido esa noticia a una red social en completo y ha resultado también
cuando todo lo que le pasa en la historia de contenido, tanto cambios y lugares de potos, de posiciones, todo lo
que ha ido haciendo incluyendo en las redes sociales quedara cruzado con las estadisticas, por lo tanto se puede
analizar de una forma sencilla si una bajada en el trafico ha sido responsabilidad de un cambio de titulo
aceptado o no (no se entiende lo que dice).

Para terminar, quisiera comentarles un caso de estudio real de un portal que puso en un markestar
tecnologico. Y hablando de un portar digital, dentro de un grupo que publica contenidos de (no se entiende la
palabra) esto puede ser aplicado a un portal o a una de estas secciones que tienen nuestro sitio principal pero
que no les prestamos la debida atencion por falta de recursos o por falta de tiempo.
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Bueno, antes de esto éramos audiencia permanente profesional del sector, médicos, enfermeros,
farmacéuticos etc. En ambas estadisticas se podia ver como accedian a laborar de lunes a viernes y era un
trafico muy local al pais donde Docente era Espafia.

Después de poner en marcha una de esas tecnologias, lo que descubrio la redaccion es que podian tener otro
tipo de audiencias mucho mas amplia ;no? Consiguieron multiplicar de forma esporadica el trafico por 42. Es
decir, que conseguia en un solo dia mas trafico que en un mes y medio.

Esa audiencia dejo de ser local, ya no era una audiencia puro espaifiola en donde tenia el 60& sino que paso
a ser el quinto pais muy por debajo de los otros. Generalmente cambio el tipo de acceso. Se accedia a Youmobil
y nos pedia en horario de oficina. Y todo el trafico venia en redes sociales. Con esto consiguio las redacciones,
cambi6 su mentalidad y vio que se puede llegar y si hacen las cosas de otra manera se puede llegar a otro tipo
de audiencia. Si titula de otra manera puede dejar de pedir solo un publico profesional para también interesarse
en ese tipo de contenidos a otro tipo de audiencia mano a mano.

Gracias.

(Aplausos).

Mr. McCullough: We have about 10 minutes for questions and while people go to microphones I would
start with two: The first question I’ll say it in English then I’ll say it in Spanish: Is the maximum utility of your
content management system in Protecmedia integrate various home-grown solutions or to replace them? And
two, what is the reaction in newsrooms to reporters and editors who have to learn all sorts of skills that aren’t
necessarily related to news gathering and news writing, are they embracing this technology or not?

José Luis, ;Lo pongo en castellano, es igual? OK, ;Cual es la utilidad maxima de sistema, es para integrar
soluciones artesanales o reemplazar las? Y dos, ;El ambiente de la reaccion si los editores estan embrazando las
nuevas necesidades tecnoldgicas o quizas manteniéndolo a arm’s length?

I’1l pass this to you, maybe.

The question was (he repeats it.) It’s sort of addressing what you were speaking about.

Mr. Monahan: What we see commonly, at least with the customers that we have, is there’s sort of a mix,
we have customers who use the entire solution and we have some people who use pieces. In general we try to
present a unified kind of comprehensive solution with workloads that are sensible across the different tools, and
I think for the same reason that you said that for the average reporter or editor you want those to be very simple,
you don’t want to have to switch between tools to do things.

At the same time we have customers that have sometimes very specific businesses cases where they’ve
built some homegrown tools, for instance Globe and Mail in Toronto, they’ve built their own analytics and data
science staff. We have some similar tools for that, they’ve built ones very on target to their business.

In some cases I think it makes sense to build you own technology and then integrate it with the CMS, and I
think you have to decide what’s strategic for your business, that’s the key. Sometimes I see among our
customers or potential customers people tend to decide should they build something or should they buy
something? That’s a strategic decision, there’s no reason to just build an average CMS, there’s plenty out there
that you can buy, but if there’s something very specific to your business you need to build then there should be
a strategic investment. That’s how we typically look at that.

Sr. Gomez-Carpintero: Bueno en principio nosotros cuando cambiamos sistemas editoriales pues como
cualquier cambio, no en todos los sitios fue bien acogido. Siempre hay personas a quienes les cuesta mas que a
otros pero al final siempre suelen ser un éxito.

La gente no pone pegas, pasa un poco parecido a lo que nos comentaba esta mafiana Gabriela en Philip
Morris cuando a la gente que estaba acostumbrada al liar cigarrillos, ven que hay un producto nuevo y bueno no
quiere quedarse afuera de ese nuevo entorno. Entonces intentan subirse y llega a apostar por la nueva era digital.
Por lo tanto aunque haya gente que pensemos que en el impreso no es capaz de subirse al carro digital hay que
darles esa oportunidad porque muchas veces nos llevaremos la sorpresa de que si son capaces. No es necesario
ser joven. Hay personas, como deciamos esta mafiana, yo soy muy viejo para hacer eso y eso no es asi. Se
puede subir uno al carro digital.

Sr. Fabricio Altamirano (E! Diario de Hoy, San Salvador, El Salvador): Matt, that wasn’t the newsroom

of the Post maybe two years ago, actually I started working for a long time. In that visit you spoke of how many
developers versus journalist the Post had transformed to when Amazon took over the operation, that was
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something like three developers in total before Amazon and it just exploded. Will you talk a little bit about that
and give a view of becoming technology company, really that’s what I see the Post having become, and what
the (word unclear) for all of us is in that sense?

Mr. Monahan: I think it’s true, we had a little more than three developers, but it’s changed the culture
completely, and I have that slide there that’s like journalism and engineering on this chart and it’s a little bit
kind of marketing. But it is true that like we really think if ourselves now as a technology company in addition
to a media company. And I think it’s really important, it’s not just a way to identify yourself, when we are
recruiting we make sure that we’re only recruiting top engineering talent and we pay the engineering talent what
we think it takes to actually recruit top engineering talent, whatever it takes to retain those folks.

I think things have changed quite a bit, certainly the culture of the company, and it means that it’s more
possible to build some of these solutions and to invest in the right areas.

Mr. McCullough: If there are no more questions, José Luis and Matt will be available to the left as we go
on and bring on the next panelists. Thank you very much.

(Applause.)

Presentation on Paywalls, a clear trend in the monetization of digital content
Paywalls, tendencia clara en la monetizacion de los contenidos digitales

Mr. McCullough: For our last section of this afternoon, in the Technological Newsrooms section, we have
two people from Piano Media who will talk about paywalls. I note that Carlos Enrique Ortiz of Grupo Ferré-
Rangel could not make it because of the situation in Puerto Rico in the aftermath of the hurricane, and so we’re
pleased start with Billy Aldea-Martinez, who will talk about a couple of case studies concerning the use of
paywalls, and then Jonas Rideout will speak about data and statistics analysis, of what you can do with the
materials that the paywalls generate.

Sr. Billy Aldea-Martinez (Montetizacdo, Rio de Janeiro, Brasil): Buenas tardes. Levanten las manos
quienes prefieren esta presentacion en castellano, los que prefieren en inglés. La mayoria en castellano. Los
slides estan en inglés, asi que complacer a todos.

(Quiénes son aca, en estos momentos, considerando un muro de pago en los proximos seis meses a
Socenetes? Perfecto. Presentaré una presentacion un poquito al comienzo de aqui y después podemos compartir
un poco de Kingfight de algunos de nuestros clientes, por lo menos en la region de Latinoamérica y después mi
colega les dara un poquito mas de informacion de Taita de conversiones y estadisticas que podran darle un
poquito mas de claridad de como se habla en estos modelos de negocios.

Algo que ha cambiado ultimamente, por lo menos en el mercado de Roteo y Norte América, las empresas
de medios y comunicaciones han cambiado su enfoque de tratar de adquirir audiencias para después ir a una
empresa tercera y vender publicidad y quitar para que alcance a esa audiencia.

Ahora los medios lo que han cambiado es su forma de verse es que ellos son duefios de las relaciones de
audiencia y no en solamente hacerla crecer, pero después crear modelos de enunciacion directas con ellos. Y no
es solamente de poner un caiwud (?) y esperar, hay una posibilidad mucho mas grande y hay un embudo mucho
mas grande antes de eso que es el punto clave que quiero comentar que es realmente que tiene que estar mucho
mas antes que solamente vender contenidos, sino que armar un modelo de un embudo, de ir a los usuarios y
moviéndoles por un embudo de conversion que les explicaré. trafico mi ingreso primordial digital que es la
publicidad digital, se creara un impacto negativo en el negocio.

Lo que hemos visto con nosotros es que nuestros clientes pueden aumentar su publicidad digital porque
crean una nueva clase de usuarios ultro frimi, que son los usuarios pagados,

Eso lo presento como un desafio para las empresas de medios porque ahora ellos tienen que ser
marqueteros,.No es solamente ser una empresa de comunicacion de contenido y de sicologia pero también ahora
tienen que ser ustedes marqueteros. Aun una cosa mas completa pero la buena noticia es que hoy en dia en el
afio 2017 la tecnologia ha avanzado a un nivel que realmente es muy sencillo ocupar las herramientas que
existen, pero si lo que tienen que pensar es ver su modelo de negocio en otra luz. Ese es el desafio mas grande.

Hablar un poquito de quienes somos nosotros como una empresa. Ayudamos a los medios de comunicacion
a vender subscripciones y cada modelo de negocio complementario. Hoy en dia tenemos mas de 1.100 sitios de
medios corriendo en nuestra plataforma alrededor del mundo. Eso son mas de entre 930 clientes.

47



No hay ninguna empresa hoy en dia que llegue siquiera, a un tercero de la cantidad de los clientes que
tenemos. La ventaja para ustedes es que tenemos muchos bech marking y mucho reporte y también proveemos
asesoria para ayudar a ustedes para armar un negocio especificamente para su audiencia y su mercado con sus
productos. No recomendamos hacer un happy empaist que generalmente es lo que hacemos, pero realmente
armar un negocio especificamente para su mercado.

Alguno de nuestros clientes con los que trabajamos como pueden ver ahi, son de lods mas grandes. Por lo
me