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„We	want	to	help	our	clients		

to	convert	their	fly-by	readers		

into	loyal,	paying	customers“	(Peter	Kropsch,	CEO	dpa)	



Our	mission:	Loyalty	

Support	of	digital	business	models:	
•  more	registraQons	/	subscripQons	

•  more	reach	

•  successful	adverQsing	environment	
	

Development	of	individual,	user-relevant	content	

•  Understand	content	by	performance	measurement	

•  OpQmize	content	

•  Match	content	to	audiences	

•  Provide	content	with	more	metadata	

 



3	Types	of	meta	data:	It´s	the	mixture	that	does	it!	
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Group	
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How long will the story be relevant? 
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How	newsworthy	is	a	story?	



Target	Groups	
To	whom	is	the	story	relevant?	

Hedonist 



Target	Group	Type:	Adventurer	

<nardev:advice role="adviceRole:publish" environment=„targetgroup:adventurer">
  <nardev:lifetime qcode="advice-lifetime:long" />
  <nardev:importance qcode="advice-importance:useful"/>
</nardev:advice>



Target	Group	Type:	Disciplined	

<nardev:advice role="adviceRole:publish" environment=„targetgroup:disciplined">
  <nardev:lifetime qcode="advice-lifetime:long" />
  <nardev:importance qcode="advice-importance:useful"/>
</nardev:advice>



The	5	Stages	to	implement	„Performing	Content“	

Stage	1 	Start	a	centralized	performing	Content	Unit	
	 	(as	dpa	in	Germany)	

	
Stage	2 	Understand	the	performance	of	stories	

Stage	3 	Develop	the	mixture	

Stage	4 	Establish	editorial	+	technical	workflows	

Stage	5 	Create	+	enforce	business	models	



Stage	1 		Start	a	centralized	performing	Content	Unit	
 

•  Centralize	Data	Intelligence	
•  Think	about	TargeQng	
•  Accumulate	editorial	Know-How	for	Special	Interest	Performing	Content	
for	all	Paid	Content-Publishers	



Stage	2 	Understand	the	performance	of	stories	
 

•  ArQcle	Score	
•  Tracking	data	from	dpa/APA	tablet	soluQon	MPS	
•  Tracking	data	from	customer	sites	(Chartbeat	etc.)	
•  Define	customer	target	groups	
•  Understand	user	and	target	group	moQves	and	neuromarkeQng	drivers 



Stage	3 	Develop	the	mixture	
	
 
•  Understand	the	goals	and	KPIs	of	customers	
•  Analyze	usage	data	&	content	performance	data	
•  OpQmize	and	customize	stories	and	services	
•  Experiment	with	new	metadata	categories	
•  Add	predicQve	elements	to	planning	process		

<nardev:advice role="adviceRole:publish" environment=„targetgroup:disciplined">
  <nardev:lifetime qcode="advice-lifetime:long" />
  <nardev:importance qcode="advice-importance:useful"/>
</nardev:advice>



Stage	4 	Establish	editorial	+	technical	workflows 
	
	
 Outbound	
•  OpQmize	stories	+	services	(topics,	tonality,	images,	formats,	mulQmedia)	
•  Add	new	metadata	categories	like	<LifeQme>,	<Newstype>,	<targetgroup>		
•  Enforce	and	promote	these	concepts	and	standards	in	the	news	industry	
Inbound	
•  Performance	dashboards	for	the	newsroom	
•  PredicQve	analyQcs	as	part	of	planning	
•  IntegraQon	in	future	editorial	systems	



Stage	5 	Create	+	enforce	business	models	
 
	
	
 
•  Mutual	understanding	on	the	generated	value	
•  DefiniQon	of	KPIs	and	a	value	based	“currency”	for	pricing	
•  Flahee	plus	success	based	kickbacks?	
	



Take	aways:	

Think	of	the	dpa	Performing	Content	project	as	a	
blueprint	

	

Think	of	Performing	content	as	a	non	compeQQve	
advantage,	but	as	a	chance	for	publishers	to	sell	their	
unique	content	with	much	more	success	

	

Understand	that	it	is	too	expensive	for	one	single	
publisher	to	move	on	alone	

 
Our	strong	advice:	Middle	East	needs	a	centralized	
Performing	Content	Unit		

 



The	future	vision:	

a	fully	integrated	workflow	based	

on	feedback	and	performance	-	one	for	all	



Thank you very much 

Caren	Siebold	
Head	of	Marketplaces	

dpa	German	Press	Agency	
 
 

siebold.caren@dpa.com 

شكرا جزيلا 


