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INDUSTRY 
CHALLENGES



• Digital ad revenue not growing fast enough
• Low CPMs, ad blocking, unmonetized users

• Print subs declining 

• Balancing digital subscription revenue with ad revenue

• Value proposition and content production 
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• Philly.com launched in 1998 and was a free site until September 2017

• Previous attempts to monetize digital content Inquirer.com DailyNews.com

• 3 separate competing newsrooms merged into one in the Fall of 2015
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PRE-DECISION

• Will people pay for content?

• What price should I set?

• Am I going to lose all my ad 
revenue?

• Who among my audience is 
going to pay for content?

• What is my value proposition 
to potential subscribers?

• Am I producing enough 
valuable content online?

• Will this impact the user 
experience? – am I going to 
get negative comments?

ANALYSIS

• Answers all from left and 
makes a recommendation

• Data-driven approach to 
addressing common 
questions

• Delivers comprehensive 
information to decision-
makers and stakeholders 
quickly – 90 days from 
tagging

• Thorough documentation 

DECISION

• Clear ROI from any 
decision is understood

• Scenario forecasting shows 
expected return under 
varying business rules and 
assumptions (most likely, 
optimistic, pessimistic…etc.)

• Mather can help implement 
and advise throughout the 
process and implementation 
(technology, price, 
reporting reqs, 
recommendations)



OPPORTUNITY 
ASSESSMENT



• Listener™ data platform installed and 

collected minimum 45 days of data – direct 

integration with ad systems.

• Analyze audience propensity to pay and 

advertising risk.

• Prepare breakeven analysis.

• Estimate most likely scenarios and first 12 

month forecast.

• Deliver final document, data, analysis, and 

recommendations.





SEGMENTATION METHODOLOGY

Users are tracked across three key indicators of engagement
using six key metrics:

Volume: Page Views & Article Page Views

Frequency/Recency: Unique Days 

Site Usage: Content Breadth, Scroll Depth, & Time on Site
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14% of user are 

actively engaged 

Active users generate 54%

of page views
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USER PREFERENCES & BEHAVIOR

In addition to engagement, each user’s behavior is tracked to measure revealed preference.

Industry benchmarks suggest desktop devices, local and known users, direct/Google referrers, 
and unique content are correlated with propensity to subscribe.

Ad blocking users are an opportunity to monetize unrealized revenue.
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REVENUE ANALYSIS

Advertising risk under varying business rules is measured

The required conversion volumes in this analysis assume 100% risk mitigation in the 
first month of launching a paywall (no months of negative ad revenue).

The “most likely” scenario given propensity to pay and competitive price points with 
existing content indicates whether or not the publisher will break even.
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Only 9% of advertising would be 
at-risk from a metered paywall9%
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Metering 

Outdoor-Gear 

content is not 

recommended
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Low advertising revenue at risk
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Low advertising revenue at risk
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• First year net revenue is not likely to be positive
• Though an optimistic conversion rate could yield profitability in the first 12 months

• Low subscription prices from competitors and relatively high eCPM
require significant conversion volume to break even
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• Test and learn:
o Registration wall

o A/B paywall test

• Assess value proposition of content:
o Competition 

o Volume/frequency of new content

o Uniqueness

o Comparison to magazine and Premium Outside TV
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BEST PRACTICES

Mather has worked with over 600 publishers and has over 15 years of experience 
managing print and digital subscriptions as well as customer management, predictive 

modeling, and implementation and ongoing support services. 



MAKING THE 
DECISION



Common challenges, questions, stakeholder issues…etc.



• Select meter technology platform and vendor partners

• Determine pricing and meter metrics strategy

• Will readers pay enough to offset ad revenue decline?

• Segmentation and targeted messaging based on content 
consumption and propensity to subscribe

• Optimize subscription/ad revenue opportunities 

• Go or no go? 

• Analysis paralysis 
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Q&A 
SESSION



Thanks for joining our webinar!
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