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SUMMARY

Jupiter Research surveyed 3,000 online consumers in
2005 and discovered several important trends in their
use of online media.

= Disaggregation of the website
= Increasing portalization of the Web
= Emergence of online-only audiences

KEY TRENDS TO WATCH IN MEDIA AND

PUBLISHING

Jupiter recommends that publishers emphasize in-
dividual articles and writers (rather than their sites),
promote the syndication and re-use of their information
in multiple formats by structuring their information and
publishing API’s, and market their online products in
online media, rather than focusing on their own tradi-
tional media properties.

INCREASING PORTALIZATION OF THE WEB

Young people prefer to get their news from portals.
What is unclear today is whether this is a preference
they will outgrow or the beginning of a major demo-
graphic behavior shift. But publishers can’t wait around
to see what happens.

Publishers have strategies available to them that will
help counter the advantages of portals. The tech-
nologies of networking content have become more
standardized and widespread, making it possible to
compete on an equal footing with portals by using
techniques such as:

= Allowing users to aggregate RSS feeds from other
sites on the page.

= Marketing the main site and its content to readers
who come to a story from a link on a portal or an
RSS feed.

= Providing more edited presentations and graphics
to compete with generic information on portals.

= Making their archives freely available to users

= Implementation of more ambitious content en-
hancements, such as comments, filtering, links to
related information and blogs.

DISAGGREGATION OF THE WEB SITE

Publishers must find new audiences online, adopt the
grammar of the Web to attract and keep them, focus on
the information they know best to serve them, and build
a system that can deliver and aggregate information to
multiple devices and sources.

To achieve these goals, publishers must deconstruct
their websites before their users do it for them. While it’s
desirable to deliver a website that is a coherent product,
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it would be a mistake to assume that any website is experienced that way any more.
Instead, it’s important to assume that any page is an entry point and put enough
navigation and information on that page to bring people further into the site. This
concept can be thought of as “story-centric design”.

Publishers must think of their sites as the archive and Google as their search page.
Every page should be permanent and accessible at a single address indefinitely.
Access should be direct, without a registration requirement. Publishers’ sites and
archives should be open to the public, welcoming anyone who finds their site.
Readers should be encouraged to bookmark, share, and link to their favorite stories,
while sites should highlight the most-linked-to stories in their archives. Publishers
must take advantage of the metadata included in links from readers and bloggers
and sites to make their stories more accessible on search engines.

EMERGENCE OF ONLINE-ONLY AUDIENCES

In the past, TV dominated other media in terms of hours consumed, cultural
influence, and dollars generated. However, in the past few years, the number of
hours per week online consumers spend online have equaled or surpassed the
number they spend watching TV.

Even the most intensive consumers of printed publications spend less time read-
ing these publications than they do online or watching TV. While a publication
can expect some of its core audience to follow it online, many people who are
interested in the subject matter of a publication are intensive or loyal users of
another medium.

Now that the Internet has grown into a medium that rivals TV, it is a good time
to rethink the idea that promotion of an off-line media property’s Web site should
be solely conducted via the off-line parent property. Newspapers and magazines,
in particular, cannot expect promotion and advertising on their pages to deliver
all their potential Web site traffic. Publications should also realize that an online
“edition” might have an entirely different audience.

THE CHALLENGES FACING MEDIA AND PUBLISHING FIRMS
Expect consumers to increase their use of portals. Use portals’ strengths against
them by encouraging aggregation and focusing on conversion of visitors.
Consumers will continue move from traditional media to online. Traditional pub-
lishers must assume that many of their online readers no longer read their print
product and must find new ways to promote their websites to an online audience.
At the same time portals are aggregating online audiences, new media are re-
fragmenting them. Wireless devices, podcasting, and blogs serve small, intensely-
interested audiences. But addressing all these new audiences is expensive.
Publishers must invent new ways of syndicating their information and encourage
developers and aggregators to use them.
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MEDIA & CONTENT SITES—
KEY PERFORMANCE INDICATORS
OVERVIEW

Content and Media sites operate in a highly competi-
tive industry, battling for customer loyalty amidst an
ever increasing abundance of online information. To
maximize their success online, companies must con-
tinually publish targeted and relevant content, create
an enhanced online customer experience, maintain a
consistent brand experience between online and of-
fline communications and perhaps most importantly,
balance the wants and needs of advertisers with the
wants and needs of customers. Publishers also face ever
increasing pressure from advertisers to move to a pay-
per-performance model thereby shifting almost all the
risk to the publisher.

Against this backdrop, guessing what drives visitor
loyalty and engagements is not an option. To effectively
compete in today’s environment, publishers need to
measure key success drivers and optimize objectively
rather than subjectively. This data-driven approach em-
powers site operators to quickly take action on breaking
trends, react to shifting customer preferences, maintain
loyalty, and keep advertisers and partners happy.

This document will describe the top key performance
indicators for Content and Media sites, how to calculate
each KPI, and provides several Quick Wins that allow
you to take immediate action to maximize profits.

KEY PERFORMANCE INDICATORS (KPIS)

In today’s digital economy the challenge is not gather-
ing data but rather how to interpret and take action on
the data that you have already gathered. Executives,
Directors, and Analysts are too busy to look at every
possible number and guess what really matters. Instead,
they must boil up the top 4-5 most important strategic
indicators where at a glance they can gauge the overall
health of their organization and take appropriate action
when necessary.

Although KPIs vary widely from industry to industry, the
core set of KPIs within and industry are relatively well
established. This core set of KPIs will depend on your
industry, business model, and business strategies. As
such, no two company'’s set of KPIs should be exactly
the same.

HIGHLIGHTED IN THIS DOCUMENT
Key Performance Indicators

1. Page Views

2. Monthly Unique Visitors

3. Page Views per Visit

4. Visits per Visitors

5. # of Subscriptions
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PAGE VIEWS

Page Views are the primary driver of ad impressions on most content/media sites
depending on the publisher’s business model. As such, pages views is probably
the most important KPI that executives should monitor closely.

HOW TO MEASURE

= Calculation: Number of Pages viewed on your site.

Sample Reports:
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Page Views Report
Reporting Selected Pag

oA Ad WART ) GSSRNE wnbSl

Entire Sif

Graph

Page Views = i e
271,440 %

1,200,000

800,000

400,000

B Low
o

W 2006 2005

Current Month

Page Views Report
Reporting Date: February 2006 Selected Page: Entire Site

9 @ R EEEDE EE D W8 @ S ey B

OFTIONS

Graph

s 75,000

, 60,000 |

45,000 .

30,000

15,000

12 3 4 56 7 8 9 101112 13 141516 17 18 19 20 21 22 23 24 25 26 27 28
February 2006

Omniture suggests that once you configure the date range and reporting style

to your liking, that you create a dashboard view of this report and save it under
the category of “Strategic KPI” for easy viewing and scheduled delivery. You may
also consider creating an alert to notify you or key stakeholders of any significant
changes in this metric.

QUICK WINS

Page views can fluctuate significantly on a daily basis. It is important to measure
and monitor trends over time such as last 7 days verses last 30 days, last 60 days,
and last 90 days. It is also important to look at page views in a seasonal perspec-
tive. For example, many sports sites will experience dramatic increases in pages
views during specific times of the year such as the Super Bowl, NBA Play Offs, or
World Series. Also news related sites will experience wild fluctuations in page views
due to external events like Hurricane Katrina or the Presidential Elections. There-
fore, page views should always be viewed in conjunction with other operational
metrics such as page views-per-visit and to a lesser extent, monthly unique visitors.
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There are many possible reasons why page views can
fluctuate. Some of the most common reasons are due
to lack of quality content, compelling external event or
lack of a compelling external event, or changes in the
effectiveness of visitor acquisition activities.

= Content Quality — Quality content on key entry
pages is what drives visitors deeper into your site
which ultimately drives ad revenues. For example,
moving the most popular content links to the most
prominent real estate on your home page drives im-
mediate ROI by capitalizing on traffic that is already
coming to your site. In addition to page views, look
to content click through rates and articles viewed by
audience, site section, and content category.

= Compelling External Event — Before jumping to
conclusions about content effectiveness, site layout
changes, or acquisition effectiveness make sure
that external events are not causing the increase or
decrease in the number of page views. All changes
in strategy and tactics should be thoroughly tested
in a controlled AB testing environment. Also, look-
ing at historical trends such as the last 4 weeks
and previous year can give you a good indication if
you are seeing an abnormality in visitor traffic or a
seasonal trend. Finally, looking to traffic mix by site
section and/or content category can help determine
if traffic is slowing in a particular content category or
as a whole.

= Acquisition Effectiveness — Media sites are con-
stantly trying to acquire new visitors and reactivate
old ones. Look at the campaign effectiveness report
to determine which marketing campaigns are pull-
ing visitors who not only drive immediate page views
but are also converting into registered repeat visitors
with deep number of page views per visit.

1.877.722.7088 iniseomniture.com

MONTHLY UNIQUE VISITORS

As a publisher you are primarily interested in page views that drive ad impressions
and ad revenues. By contrast, advertisers are primarily interested in determin-

ing their “reach” among all online visitors. In other words, “how many unique
prospects are seeing my advertisement?” While no measure perfectly represents
unique prospects, many advertisers will ask for some form of “unique visitor”
measure. And in most cases, a monthly unique visitor is the de facto standard.

HOW TO MEASURE
= Calculation: Monthly Unique Visitors

Sample Reports

Last 30 Days

Monthly
Unique Visit|
= 192,487

B ow
= Medium

Year-Over-Year

Monthly Unique Visitors Report
Reporting Date: 2006 Selected Page: Entire Site
Fitter: None | Persistent Cookies
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Omniture suggests that once you configure the date range and reporting style

to your liking, that you create a dashboard view of this report and save it under
the category of “Strategic KPI” for easy viewing and scheduled delivery. You may
also consider creating an alert to notify you or key stakeholders of any significant
changes in this metric.
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QUICK WINS

Online publications must continually fight to maintain
a loyal group of visitors coming back to their site on a
regular basis. To maintain a healthy and growing busi-
ness, online publishers must effectively attract new visi-
tors, build customer loyalty, and thwart customer churn.
Executives should look for a steadily increasing number
of Monthly Unique Visitors to understand the effect

of customer loyalty efforts (repeat visitors), customer
acquisition activities (new visitors), and customer churn
rate (non-repeat visitors). Visits-per-Visitor and return
frequency can also be indicative of the overall health
of the customer base. (See also Visits-per-Visitor and
Return Frequency below.)

= Customer Acquisition — Efficiently attracting new
visitors to your site is crucial to long-term success.
Simply tracking which campaigns, offers, and lead
sources are most effectively attracting the high-
est quality visitors to your site can often lead to
dramatic increases in your marketing return on ad
spend. In addition to tracking campaign effective-
ness and customer lifetime value, optimizing key
landing pages as well as fine tuning registration
and subscription process can also greatly improve
the customer acquisition activities.

= Customer Loyalty — Building online customer loyal-
ty is probably the most important and most difficult
aspect of the Content and Media business. Cus-
tomer loyalty is the net effect of building a powerful
and consistent brand across both online and offline
channels, publishing relevant content, and creating
a superb and differentiated online user experience.
Publishers must understand the long-term impact
of more invasive forms of advertising such as flash
ads, pop-overs, road blocks, session surrounds,
and interstitial ads. In some cases, these tactics
are highly effective. In others, they pose a serious
risk to customer loyalty. To be successful, leverage
SiteCatalyst to determine what works and when
—and you’ll be confident you’re not leaving money
on the table.

e Customer Churn Rate — Customer churn is the
measure of how many visitors falil to return to your
site in a given period of time. Some reasons for
churn might include a lack of compelling con-
tent, excessively aggressive advertising, apathy, or
simply defecting to a competitor’s site. Although it
is nearly impossible to determine why visitors stop
coming to your site, tracking and monitoring your
customer churn rate from a high level will help to
gauge the impact of your business and market-
ing decisions. It will also reveal what content your
most value customers engage in, which in turn can
provide an early indicator for at-risk customers who
may not be engaging in such content.
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PAGE VIEWS PER VISIT

As a publisher, nothing is more aggravating than attracting visitors to your site but
failing to drive those visitors deeper into your site. Page views per visit measures
the overall effectiveness or stickiness of your site. Even though traffic volumes may
fluctuate, page views per visit should remain relatively constant and hopefully
increase over time. For example, knowing how many miles you have driven will
tell you how close you are to your goal but knowing your miles-per-gallon will tell
you how efficiently you are getting there.

HOW TO MEASURE
= Calculation: Page Views/Visits

Sample Reports:

Page Views per Visit Report

Reperting Date: 2006
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Omniture suggests that once you configure the date range and reporting style

to your liking, that you create a dashboard view of this report and save it under
the category of “Strategic KPI” for easy viewing and scheduled delivery. You may
also consider creating an alert to notify you or key stakeholders of any significant
changes in this metric.
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QUICK WINS

Page views per visit does not typically fluctuate sig-
nificantly, though your goal should be to increase this
metric steadily over time. Breaking down page views per
visit by content section or visitor segment is a powerful
indicator of the relative value of that particular site sec-
tion or visitor segment. Acquiring visitor segments with
higher average page views per visit or directing traffic

to more valuable content can greatly increase your
number of overall pages and your advertising revenues
as well.

= New vs. Repeat Visitors — Is it a content place-
ment/editorial issue or a site traffic quality issue?
By looking at page views per visit broken down by
new vs. repeat visitors, one can determine if the
problem is stemming from new or returning traffic.
If page views per visit has dropped for just new visi-
tors and not repeat visitors, then there is most likely
a lead source quality issue or landing page issue
that needs to be addressed. If page views per visit
has dropped for both new visitors and return visi-
tors or just for returning visitors, then there is most
likely a content/editorial issue. Breakdown page
views per visit by site section to further diagnose
the problem.

= Site Section — Breaking page views per visit down
by site section helps determine where on your site
you should focus your efforts. If you know which
site section is underperforming you can take im-
mediate action to correct the problem.

= ClickMap — Moving the most popular content links
to the most prominent real estate on your home
page and other important entry pages drives imme-
diate ROI by capitalizing on traffic that is already
coming to your site. SiteCatalyst ClickMap provides
a powerful visual heat map overlay of which links
on your homepage are driving the greatest number
of page views. In addition to page views, look to
content click through rates and articles viewed by
audience, site section, and content category.

= Rename Lead Stories — Next to placement, head-
lines and article summaries are the single biggest
factor in determining the success of an article
being viewed and driving a visitor deeper into your
site. If you notice a sudden drop in page views per
visitor, changing an article’s headline and abstract
can have a surprising impact on your short term
page views and page views per visit.

= Find New Content — Replace underperforming arti-
cles with new content. Be sure to look at the publish
date of each article to determine if the article was
a complete failure or whether it is just getting old. If
the article was a popular article but starting to get
stale, consider moving the article to a less prominent
location on the page, moving it to another site sec-
tion, or adding it to your archive.

Www.omniture.com
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=. Repackage Existing Content — Look for ways to repackage existing content.
For example, redeploying a popular article with a different headline and ab-
stract; moving a popular article to different site section to capture a different
audience; or writing a follow up article on a previously piece.

VISITS PER VISITOR

Visits-per-visitor is a leading indicator of customer loyalty and engagement, and
is one of the most important factors to your long-term success as a publisher. It is
also one of the most difficult metrics to influence and change. Publishers should
not only work to increase the frequency of visitors to their website but also the
recency of each visitor. Combined recency and frequency are good indicators of
the level of involvement your visitors have with your site. Finally, it is important to
understand the monetized value of the life expectancy of each visitor segment to
help govern visitor acquisition costs and profitability of the company.

HOW TO MEASURE
e Calculation: Visits/Monthly Visitors

Sample Reports

Visits per Visitor Report
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Omniture suggests that once you configure the date range and reporting style

to your liking, that you create a dashboard view of this report and save it under
the category of “Strategic KPI” for easy viewing and scheduled delivery. You may
also consider creating an alert to notify you or key stakeholders of any significant
changes in this metric.
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QUICK WINS

Visits-per-visitor is slightly more volatile than page
views-per-visit because it is based on visitors, but much
less volatile than monthly unique visitors. As with page
views-per-visit, visits-per-visitor should be relatively con-
stant week to week and steadily increasing over time.
Even small variations in visits-per-visitor can cause a
dramatic impact on the total number of page views in a
given period of time. In addition to frequency, moni-
toring your site’s distribution of return visitors (return
frequency) and repeat visitor behavior by acquisition
date can give great insight into the life time expectancy
of visitors and where key drop off points are.

= |solate the Problem - Breaking down visits-per-
visitor by site section or visitor segment can help
isolate significant changes in this metric. Once you
have isolated the increase or decrease in visits-per-
visitor look for changes in marketing campaigns,
site design, breaking news, historical trends, etc.
Once you have triangulated the most likely reason
for the sudden change set up an AB test to validate
your hypothesis.

= Optimize Key Entry Points —Understanding how
1st time visitors are coming to your site is the first
step in understanding how to improve repeat visi-
tors. While a large percent of first-time visitors will
come to your home page via traditional marketing
efforts, an increasing amount of visitor traffic for
media sites may be coming from portal sites, news
aggregators, RSS feeds, blogs and other online
marketing efforts such as paid and natural search.
Realizing that articles are the focal point of this
new channel and optimizing your article pages as
key entry points into your site that encourage visi-
tors to explore other areas of your site and/or sign
up for an RSS feed, newsletter, or simply register on
your site to get access to more content . Creating
intelligent article pages for new vs. repeat visitors is
a good way to maximize articles as key entry pages
without derogating the user experience of loyal
repeat customers.

< Unlock Content Archives — Optimize existing
article pages in your content archives for search
engines by removing access requirements and
designing the page around search engine best
practices. Link naming and a permanent URL can
greatly increase traffic to your site from organic
search engine trafficl.

= Promote Use Participation — Increasing user par-
ticipation and commitment to a site can promote
a sense of community and increase return visitor
behavior. Blogs, allowing user to make comments,
and allow users to customize their experience will
increase this sense of community.
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= Increase Advertising on Article Pages — Promoting article pages as entry

pages will increase the number of articles viewed on your site and potentially
attract a new audience of visitors. As such, publishers should rethink their ad-
vertising strategies to promote the greatest possible ad revenue from this new
audience of visitors. Currently, publishers tend to have the greatest amount
of advertising centered on high volume Section Front or Category Pages.
With a larger portion of visitor traffic shifting towards low volume highly fo-
cused article pages, a new advertising strategy might be designed and tested
around emerging content consumption patterns to maximize ad revenues.

# OF SUBSCRIPTIONS/REGISTRATIONS

Subscriptions and registrations are key drivers of media and publishing sites for
two reasons. First, subscriptions are a primary source of revenue. Second, regis-
tration and subscription data can be used to segment and profile visitor segments
to attract advertising revenues. Driving subscription and registrations without
sacrificing visitor traffic requires constant vigilance by marketing and trafficking
resources to find and maintain the optimal balance between advertisers’ needs
and visitor preferences.

HOW TO MEASURE
Calculation: Subscriptions, Registrations

Implementation Requirements: Standard SiteCatalyst for Media & Publishing
implementation.

Sample Reports
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Omniture suggests that once you configure the date range and reporting style

to your liking, that you create a dashboard view of this report and save it under
the category of “Strategic KPI” for easy viewing and scheduled delivery. You may
also consider creating an alert to notify you or key stakeholders of any significant
changes in this metric.
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QUICK WINS

# of Subscriptions/Registrations is an incremental/addi-
tive metric. Unlike Monthly Unique Visitors, the number
of subscribers/registrations starts at zero each new
period. Therefore, the number can fluctuate dramati-
cally on a daily and monthly basis. Monitoring trends
over time such as last 7 days verses last 30/60/90

days and year-over-year helps determine the direction
and/or seasonality of emerging trends. Breaking down
subscription/registration rates by acquisition source,
calculating the cost-per-subscription/registration by
campaign, and optimizing your subscription/registration
process are quick ways to drive the ROI of all of your
acquisition efforts.

Subscription Rate = New Subscribers/Non-subscribing visitors
Registration Rate = New Registrations/Non-registered visitors
Cost per Subscription = Acquisition Cost/New Subscribers
Cost per Registration = Acquisition Cost/New Registrations

= Improve Campaign Effectiveness — Campaign ef-
fectiveness can be dramatically improved by simply
tracking which campaigns are generating the
highest number of subscriptions/registrations, page
views, and visitors to your site. Because the audi-
ence of each campaign will vary in size calculating
the subscription/registration rate and/or cost-per-
acquisition is a great way to compare campaigns
over time.

= Optimize Subscription/Registration Process — Are
you using subscription/registration best practices?
Are you asking for too much or too little informa-
tion? What is the best way to present demographic
guestions to my audience? Which step in the
registration process is causing the greatest number
of visitors to exit the process? Tracking and analyz-
ing every step in the conversion process along with
AB testing will dramatically improve these critical
processes on your site.
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CONCLUSION

Key Performance Indicators are comparable to the gauges on the dashboard of
an automobile. They do not provide all the answers, but do offer enough informa-
tion to strategically manage operations. Based on indications from these metrics,
you can quickly understand the direction of your online business, and if adjust-
ments are needed you can look to more diagnostic metrics.

Use KPIs to drive action. Your business will be successful if you use information to
your advantage. KPIs give an early indication of success and failure. Take advan-
tage of this information to make the move before your competition does.

In addition to leveraging Omniture products, you might consider services from
Omniture’s Best Practices consulting team. This team is made up of industry
experts from all fields. In addition to helping you with strategic KPlIs, they can
customize actions around diagnostic metrics according to your unique business
needs. For more information, please contact your Omniture Account Manager.
Sample Dashboard

CALL
1.877.722.7088
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MEDIA & CONTENT RESOURCES BOOKS

INNOVATOR’S DILEMMA (HARPERBUSINESS ESSENTIALS)
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Clayton M. Christensen

FOUR ARGUMENTS FOR THE ELIMINATION OF TELEVISION

Jerry Mander

ANALYST FIRMS

FORRESTER RESEARCH
www.forrester.com

GARTNER RESEARCH
www.gartner.com

IDC
www.idc.com

JUPITERRESEARCH
www.jupiterresearch.com

ONLINE MARKETING

MARKETING SHERPA
www.marketingsherpa.com

CLICKZ
www.clickz.com

DIRECT MARKETING ASSOCIATION
www.the-dma.org

AMERICAN MARKETING ASSOCIATION
www.marketingpower.com

INDUSTRY GROUPS

POYNTER INSTITUTE
www.poynter.org

ONLINE NEWS ASSOCIATION
www.journalist.org

PROJECT FOR EXCELLENCE IN JOURNALISM

www.journalism.org
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