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EDITOR’S NOTE

BY LUCIA MOSES

The media world, seemingly perpetually
in flux, is in the midst of what appears

to be a more significant period of
upheaval, with tech giants sucking up the
majority of ad dollars, digital advertising
plagued by a lack of transparency and
controversial content, companies taking
a hard look at their role when it comes to
workplace fairness and cultural impact,
and the need to stake out a global claim
taking on new urgency.

Fixing massive industries isn’t as
simple as hitting a button and starting the
game over. But as we show in our ninth
issue, media and marketing are in ways
large and starting anew from an era where
scale trumped loyalty, reach obscured
impact and the short term dominated
the long term. We see the media and
marketing world becoming less reliant on
Facebook, more transparent, increasingly
globalized, and belatedly more inclusive
and representative. These themes run
throughout the issue, with a “Master
Mechanics” section highlighting those in the
trenches mastering the tactical expertises
that will define what comes next.

In media, our focus is on how
publishers are attempting to cobble
together a sustainable, independent
future, free, as much as possible, from
the whims of the duopoly. As the recent
demise of LittleThings shows, very little
in digital media has proved lasting. One
day, LittleThings was boasting how it
shot to 50 million users; months later, it
was winding down operations. Nothing
speaks to this more than Jonah Peretti,

once Facebook’s biggest booster, pleading
publicly for more money for publishers from
the sprawling platform. Peretti and other
media executives are finding their voices in
vocally opposing platforms like Facebook,

a turnabout from their recent acquiescence
to the whims of Facebook. (See video, pivot
to.) Joanna Coles, head of content at Hearst
Magazines, takes the long view, telling us
the recent travails of fake news only prove
the necessity and power of editing.

We also profile the unsung heroes of
the modernization of the media, from the
newsletter editor to the subscription czar to
the head of data protection.

But for change to happen, it must
follow the money, and in media, that
means the marketers. Shareen Pathak
spent time with Norman de Greve of CVS
Health, who is at the forefront of the trend
of chief marketer as politician, intent on
making purpose-driven marketing not just a
gimmick. Change will also come externally,
as detailed in the shadowy pressure groups
springing up to force marketers to clean up
their acts. For agencies, change is always
afoot, with the current disruptors coming in
the guise of the big consulting firms.

For our part, at Digiday, we're
embracing change by building out our
premium membership program, Digiday+,
which includes exclusive benefits like this
magazine, research, Slack town halls and
live events. We hope they’re informing,
inspiring and delighting you. As always, let
us know what you like, dislike and want that
you’re not already getting. We appreciate all
the feedback.@
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ALL THE WAYS PUBLISHERS
BEG FOR DIRECT )\
CONNECTIONS IN OUT === %

Here are tricks they use to capture email addresses, 4‘:‘

app users and registered readers. ”
Apple News Facebook news feed

HOW PAYWALL PUBLISHERS
KEEP YOU FROM UNSUBSCRIBING

Replacing subscribers is expensive. Here are some of the ways publishers keep
people from churning.

PRICE CUTS /

WHAT'S IN/OUT FOR 2018 INFLUENCER

DICTIONARY

#AD The Federal Trade Commission’s preferred hashtag
for disclosing material connections with advertisers, like
receiving money for promoting a product on social media.

Pivot to voice Pivot to video

Appeal to people’s wallets. In January, Los Angeles
Times subscribers that called to cancel were offered
another year for just $1.04. LA Times parent Tronc has

offered similar deals at other titles. Those deals account : @

AUTHENTICITY A sought-after quality in influencer
marketing that suggests an influencer has a real
connection to a product they are endorsing.

Bragging about email subscribers Bragging about Facebook followers

Paid amplification Organic reach

REFER A FRIEND <+
Why do audience development when your existing fans can R
do it for you? Email-focused publishers including The Hustle,

Morning Brew and theSkimm use referral programs to rope

in new subscribers, offering swag like coffee mugs and

T-shirts and private access to Facebook groups as incentives.

for less than 5 percent of Tronc’s subscriber base, says
Mark Campbell, svp of digital marketing, but they also
help ensure a steady subscriber base. /

Copy editors /

Abandoning Cannes

BOT PROVIDER A service that Instagram influencers
use to generate likes, comments and followers in an
automated way based on certain rules.

Surfaces Verticals

Commerce editors BRAND AMBASSADOR PROGRAM

An arrangement in which an advertiser books an
influencer for an extended time period, like back-to-
school or prom season

ADDED BENEFITS

Publishers are constantly adding coverage and
benefits to keep subscribers engaged. Tech
publication The Information, for example, recently
added the ability for subscribers to follow certain
topics and companies that it covers.

SWEEPSTAKES Abandoning SXSW

An email address is an email address, right? Publishers
including Refinery29 and Domino still dangle winnings to
hoover up new email subscribers.

Google as benevolent dictator Google as tyrant
CO-CREATION Collaboration between an

advertiser and an influencer to make a co-branded

| Newsletter teams Distributed media teams o
\ P4 / product such as a clothing line.
ONE-CLICK MOBILE SIGN-UPS - g - boldened . y _
. ; ’ Emboldened CMOs Meek marketers / ENGAGEMENT
It helps to make it easy. Publishers are using technology that A |
P Y € &y 3 CUSTOMER SERVICE A like or comment on a social platform.

lets mobile visitors sign up for newsletters with a couple

*
taps of a finger. Trump bump

Trump churn To keep subscribers, it helps having people give
prompt, personal responses when questions or
problems arise. The Atlantic is growing the number
of people on staff who deal explicitly with customer
service and experience for its paid products this year,
including digital access to the magazine and The

Masthead, its membership program.

FTC ACT Law that prohibits deceptive advertising and
requires disclosure of material relationships between

Brand safety -
advertisers and endorsers.

FISH WHERE THE FISH ARE Cheap reach

Right after Facebook announced it would deprioritize news
in its news feed, BuzzFeed launched an ad campaign on the ) @

social platform asking users to download its mobile app.

Adam Mosseri Campbell Brown

/ FTC ENDORSEMENT GUIDES
Information from the FTC that explains how material

Influencers Ad agencies connections should be disclosed under the FTC Act.
H COMMUNITY : .
GONE, BUT NOT FORGOTTEN NBA NFL Community is one reason people subscribe, which is IN-FI.IUIEP:CERAperson with a large following on a
To make sure their posts don’t disappear entirely from o why publishers such as The Dallas Morning News and social platform.
people’s Facebook feeds, publishers including the MIT &O Vice as a cautionary tale Vice as a model college sports site Scout use message boards, Slack INFLUENCER ROSTER A group of influencers that

channels and Facebook groups to bring their readers
together. Eighty percent of Scout’s monthly pageviews

Technology Review are instructing their readers how to
ensure their content is seen first in the new news feed.

o,

a brand rotates to create more transparency and drive

Time well-spent Pageviews clearer results, such as the Victoria’s Secret Angels.

TRANSLATOR

IN-PERSON EVENTS

Publishers are throwing more events in part because
they’re a great way to reach new subscribers and get them
to provide their email addresses. At a taco festival Gannett
threw last summer in Detroit, most attendees were not
subscribers to any Gannett titles.

What people say and what they really mean in
media and marketing.

AUTHENTIC: Pretending to act like a real person
FACEBOOK WATCH: YouTube without the audience
DESTINATION: Website

DIVERSIFICATION: Going from Facebook to YouTube

WATCH TIME: Proof of actual viewership
COMMUNITIES: Glorified message boards
WELLNESS: Selling health and beauty products

IN DEVELOPMENT: The show’s happening, we swear!
VIDEO FRANCHISES: Web series

IP: Web series

LICENSING: Selling web series to different distributors
PREMIUM VIDEO: still not good enough for TV
FACEBOOK GROUPS: Glorified message boards
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(3

Membership programs
Better ads

Tech addiction

Human followers
Wellness brands

Alexa A
Consultancies '
Diversified revenue

Live events

Trust

AR stunts

Local news on Facebook
Livestreaming on Twitter

oTT

Pivoting to voice
Al-driven media buying
Blockchain

GDPR hysteria

Ad revenue

Autoplay video ads with sound
Sex addiction

Bot followers

Fitness brands

Spectacles

Ad agencies

Pipe dreams

Live video o
Plausible deniability

VR stunts

All other news on Facebook

Facebook Live P

Cable TV

Pivoting to video
Ad agencies
Big data

Ad-blocking hysteria

last year came from its message boards.

[l PERSONALIZATION

Publishers are tailoring messages, offers and
content to readers. The Wall Street Journal, for
example, adjusts its renewal offers based on the
kinds of content subscribers read and who they are.

Al BY THE NUMBERS

The use of artificial intelligence — the technology that might take
over our jobs in the near future — is steadily growing in marketing.

1950: The year computer scientist Alan
Turing posed the question: “Can machines
think?” (Source: “Computing Machinery and
Intelligence”)

New York Times).

$143,000: The average salary of an Al

78: The percentage of marketers who are engineer (Paysa)

increasing their spending on Al marketing

$650 MILLION: The reported price Google
paid to acquire Al lab DeepMind in 2014 (The

technologies (Forrester)

74: The percentage of marketers who have
seen increased sales of products and services
over the past year because of Al (Capgemini)

$29 BILLION: The number Al spend will reach
by 2021 (eMarketer)

14: The percentage increase in orders Volkswa-
gen’s dealerships saw this year after using Al
for media recommendations for the first time
(Volkswagen)

14: The number of times the volume of active
U.S. startups developing Al systems has jumped
since 2000 (Al Index)

60: The percentage of marketers that are using
Al for media buying and programmatic purpos-
es (Salesforce)

100: The number of Al researchers employed
by Facebook (Facebook).

INSTAGRAM POD A group of up to 30 Instagram
accounts that works to boost the engagement on pod
members’ posts so the platform’s algorithm displays the
posts in more users’ feeds.

LOGAN PAUL Infamous influencer that faced backlash
for posting a YouTube video of a hanging body he
discovered in a Japanese forest known for suicides.

MICRO-INFLUENCER An influencer with 10,000-
100,000 followers. Micro-influencers are considered more
authentic than influencers with millions of followers.

MUSICAL.LY Popular lip-sync app with Gen Z that is the
next frontier for influencer marketing.

NANO-INFLUENCER An influencer with less than
80,000 followers. This subset of micro-influencers is
supposedly even more relatable than micro-influencers.

NETWORK AMPLIFICATION A fraudulent tactic in
which Instagram influencers work together to promote
certain posts or accounts to boost results

OFFICIAL STORIES Snapchat’s version of other
platforms’ verified accounts.

PAID POD An Instagram pod in which a moderator
requests between $5 and $20 from users who want to
join, to keep members accountable.

#SP A hashtag commonly used to denote partnerships
between advertisers and influencers but isn’t good
enough for FTC disclosure purposes.

SPRAY AND PRAY Mocked by influencers, this strategy
involves a company sending a product to an influencer
and hoping they post about it.



SLOW BURN

Facebook has long subjected media and marketing companies to
its whims, resulting in a relationship characterized by angst and
suspicion. Here’s how Facebook has screwed over companies through

the years. BY JUJU KIM

12013

HOLD THE MEMES

Facebook reduces the visibility in its news feed
to businesses that post low-quality memes,
resulting in less traffic for those companies.

UNFRIENDED

NOT TAKING THE BAIT

In April, Facebook says it will reduce “like-baiting”

— when a post asks for comments, shares or

likes — in its feed and in August does the same for

stories with clickbait headlines. In November, it
launches a new tool to make it easier for users to
banish friends and brands from their feeds that
advertise too aggressively.

12014

12015

FRIENDS AND FAMILY FIRST

Friends and family content begins appearing
higher than companies’ posts in the feed in April.
A week later, Facebook shutters its application
programming interface that shared friends’ data,
like location, with third-party apps and those
brands’ marketers. In July, Facebook’s new See
First feature lets users choose which friends and
pages show up at the top of their feeds.

The deteriorating relationship between Facebook and media and
marketing companies, in quotes BY JUJU KIM

12012

FOLLOW THE AUDIENCE

“In the U.S., people spend about 25 minutes a
month on news sites and eight hours a month on
Facebook. As a news organization, why wouldn’t
you want to publish where the audience is?” —
Martin Belam, then-lead user experience and
information architect at the Guardian, on benefits
of publishing to Facebook
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TEMPERED EXPECTATIONS

“We’ve lowered our expectations from Facebook
in regards to collaboration and partnership.” —
Jeffrey Melton, then-chief distribution officer at
digital agency MRY, on declining organic reach on
Facebook

12014

12015

SUSPICIONS EMERGE

“Facebook is just another walled garden, and
it’s happy to extract your content and make
money on it.” — Shay Brog, then-senior director
and head of partner strategy at AOL, ahead of
the launch of Facebook Instant Articles

WALLED-GARDEN STRATEGY

In February, Facebook starts favoring what it
thinks users want to see based on user surveys.
Facebook Audience Network, which uses
Facebook data to sell ads outside the social
network, expands in May, giving Facebook
control over access to its inventory and user and
advertiser data. Facebook admits nine different
measurement errors.

12016

FACEBOOK AND FAKE NEWS

“Because Facebook does not think of itself
primarily as a news company, it seems to want
us to stop expecting it to act like one. Whether
we should is a more complicated matter.” —
Katharine Viner, editor-in-chief of the Guardian,
as Facebook comes under fire for spreading
misinformation and fake news

12016

12017

WATCH OUT

Facebook debuts in October human review for
politically targeted ads after discovering Russian
trolls spent $100,000 on ads on its platform

to influence U.S. politics, warning this could
slow down how quickly marketers can launch
and adjust ad campaigns. Two months later,
Facebook’s feed algorithm starts prioritizing
creators producing shows for its Watch video-
viewing section.

12017

ENDING VIDEO PAYMENTS

“If they came back to us six months from
now and offered to pay for another type of
program, I’m not sure we’d go back because
none of it has worked.” — an exec at a top
publisher, on Facebook ending payments for
live and in-feed video

FRIENDS AND FAMILY FIRST 2.0

Facebook announces the feed will favor friends
and family posts, effectively de-emphasizing
content from publishers and brands. A week
later, Facebook says it will consider users’
ratings of news outlets’ trustworthiness when
ranking publishers in the feed.

12018

FINAL STRAW

“[It’s the] final nail in the existing coffin.” —
Doug Baker, director of strategic services at
digital agency AnalogFolk, on organic reach
on Facebook after it announces its feed

will prioritize user content over posts from
publishers and brands

12018
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KNOW YOUR
BLOCKCHAIN

It’s the buzzword du jour. Here’s enough to
know to be dangerous. BY TANAYA MACHEEL

A blockchain is a shared ledger that’s updated nearly
instantaneously, maintained and auditable by the
participants — and relies on no single party and can’t
be doctored. Sounds anticlimactic compared to all the
blockchain buzz, but there are a lot of opportunities for
improvement in the media and marketing industries

MARKETING

Conceivably, advertisers can use data

to grow customer profiles using all the information
they’re willing to share, rather than gathering
information about customers from various disparate
sources — one that tells a customer’s age, another its
salary and another its favorite restaurant, for example.
The technology would allow advertisers to be more
targeted in their marketing and only spend advertising
dollars on people who'll be receptive to it.

2B L3S
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that a distributed ledger can help.

MANAGING
CONSUMER DATA

Blockchains allow marketers to see data in the
network and use it for brand-building efforts —
without having to attribute it to any individual. For
example, Comcast’s Advanced Advertising Group has
a blockchain-based platform that lets marketers make
ad buys in broadcast, and streaming TV allows them
to anonymously match their data with programmers
to target consumers without having to share customer
information.

=g

TRACKING AD
IMPRESSIONS

Blockchain technology will be most effective if there
is a network effect. Because of its ledger-based
nature, a company can defer to the network to view
an impression and confirm on chain if it’s real. MetaX,
an adChain-powered platform, for example, can
essentially tag a creative asset and follow it on the
internet to track whether it was seen, who saw it,
where it ran, conversion rates and how budget was
spent along the chain.

——————- DIRECT
CONNECTIONS

Many brands are intent on removing the middlemen
when it comes to data to establish more direct
connections to customers. Transactions have always
involved middlemen — blockchains remove the
need for them and any other unnecessary parties.
For example, a search engine built by BitClave

on blockchain technology allows businesses and
consumers to interact directly and removes the need
for ad-service platforms.

AD-DELIVERY
VERIFICATION E

Blockchains have the potential to detect whether ads
are being delivered and if they’re going to the right
place, thanks to their ability to document not just a
single exchange of value, information or data, but to
document the entire history of that data point on the
chain.

KILLING FRAUD

With blockchains, ad buyers can see where advertisers
are spending their budgets, how many parties

along the way get a cut of that spend and who —
theoretically making it easier to monitor and mitigate
potential fraud. Maybe one day they’ll be able to
identify and blacklist fraudsters in real time.

CORPORATE SOCIAL
RESPONSIBILITY

It’s hard to see or verify whether companies ever
actually follow through on their CSR promises, but
blockchain technology would make them public
and hold the companies accountable. For example, o o
employees participating in charitable giving
initiatives can rest assured their money will go to
their organization of choice and that their employer
doesn’t have access to them. The organization can
trust companies are sending the funds, know the
makeup of the funds and secure their terms and
delivery.

ey,
Yaus
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ISSUES SHAPING
THE NEW WORLD

2017 was a turbulent year for media and
marketing. Publishers faced harsh realities
about the strength of their audiences as

their reliance on the duopoly became more
pronounced, agencies began facing up to some
home truths about their cultures, and brands
finally began asking serious questions about
how their digital ad dollars are actually being
spent. As the dust settles, a new landscape is
emerging. Four key issues are helping shape it:
BY JACK MARSHALL

LIFE AFTER FACEBOOK

Media companies must now get to grips with a reality
marketers did years ago: If you want Facebook to
distribute your content, you’re going to have to pay for
it. Building a viable publishing business on Facebook’s
back is no longer an option, and companies reliant on

the social network have to diversify their traffic sources
and build more meaningful connections with their
audiences instead. That isn’t necessarily bad news. Some
suggest Facebook’s shift could be a blessing in disguise
for purveyors of quality content, forcing them to be more
disciplined about their own businesses. Not everyone
will figure out how to adapt to this post-Facebook world
successfully, of course. Casualties can be expected.

CULTURE

For all parties in media and marketing, cultural pitfalls
are now deeper and more pronounced than ever.
Consumers increasingly expect the companies they
interact with to take a stance, be it on social, political or
other cultural issues. But at the same time, the backlash
forill-placed appropriation is fiercer than ever, with
organized groups taking to social media to name and
shame those who miss the mark. It’s a delicate tightrope
to walk, and it isn’t getting any easier. And it’s not just
companies’ public-facing activities that are coming under
more careful examination, either. Agencies and media
companies have for years claimed their unique “cultures”
set them apart from the crowd, but it’s suddenly those
very cultures that threaten to undermine their entire
businesses as stories of impropriety and harassment
bubble to the surface. If your unique selling point to
clients or audiences is your “culture,” it’s time to take a
hard look at what that culture actually is.
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TRANSPARENCY

When it comes to making demands from partners,
advertisers’ bark is often worse than their bite. But brands
now demand greater transparency around how their
money is being spent and how their agencies are actually
being compensated. Awkward transparency questions
can no longer be dismissed with artfully phrased excuses
or by pointing fingers at others. Meanwhile, media
companies, platforms and vendors are also coming under
greater scrutiny as advertisers question their ability

to place ads in appropriate places, or even to disclose
exactly where they appeared after the fact. Digital media
is maturing, and as investment in the channel continues
to grow, questions about what’s really going on behind
the curtain are becoming far more sophisticated.

GLOBALIZATION

For years, marketers and media companies have talked about thinking more globally,
but actually doing so has become a necessity. The global influence of Chinese internet
giants such as Alibaba and Tencent is intensifying as they ratchet up their activity in
the U.S. and pour investment into companies like Snap Inc., while retail giants such as
Amazon and Walmart are increasingly setting their sites beyond the domestic market.
Meanwhile, for publishers, international interest in U.S. news is as strong as it’s ever
been, and international media outlets smell an opportunity to offer U.S. readers a more
“objective” voice. Brands, too, are finding themselves under increased pressure to
cater to and be sensitive to wider, more global audiences. To make matters worse, the
General Data Protection Regulation is making companies think more globally, whether
they want to or not. The European regulation, which will be enforced starting May 25,
will force a wide range of media and marketing companies to handle consumer data
far more carefully or risk significant fines. It may even break some business models in
the process.
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THE PRODUCT

Jeff Glueck, then-CMO, Travelocity:
Facebook approached us about being one of

the launch partners for Beacon. Initially, we
were quite enthusiastic — Facebook was the
hot new social network. We sat down with
them and were very excited to participate
and gain from the social viral graph around
travel. If someone booked a trip to Hawaii
and it appeared on their Facebook feed,
maybe that would encourage their friends
to book a trip. It seemed like a good idea.

Chad Stoller, then-executive director,
emerging platforms at Organic:

It was certainly a big deal at the time
because it was a way for Facebook to be
more sophisticated in the ad game. The
whole offering was about saying for the first
time: “It’s not just advertising; we’re going
to turn your friends into endorsements.”

Jeffrey Chester, executive director of the
Center for Digital Democracy: | still think
about Beacon a lot. It was Facebook’s first
major foray into digital advertising, and
with some bumps along the way, it’s existed
in some way ever since. We immediately
publicized and critiqued the business
model. This idea of “we collect all your data
all the time” was inappropriate.

THE LAUNCH

Glueck: | remember Zuckerberg at the launch
event in a swanky loft in Tribeca. He’s so
articulate and such a visionary, but at the
time, he was really young and still learning
how to give a public speech. He somewhat
awkwardly said something like, “Once every
hundred years, everything in media and
advertising changes, and today is such a
day.” | remember thinking at the time it was a
pretty confident statement.

Stoller: At the time, Facebook was still new.
Looking back, it’s hard to remember there
was a time when it was struggling to get
attention from CMOs. It was one of those
things that was helped by people being
curious about Zuckerberg. There was still this
fascination about this hoodie-wearing CEO.

Chester: Zuckerberg said he was “reinventing
advertising as we know it,” which I thought
was absurd. It showed his naivete and
showed you there was a lack of insight and
understanding.
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THE BACKLASH

Chester: Beacon alerted everybody

that Facebook was going to be a privacy
problem. And what was important was that
it wasn’t just people like me complaining;
it was users publicly complaining and
embarrassing the company. One guy
complained his girlfriend found out on
Facebook about an engagement ring he
purchased. The users themselves were
upset, and that was the first time Facebook
really ran into that problem.

Stoller: The initial reaction happened
pretty quickly. There’s nothing cool about
shopping for a bargain, and | recall people
being worried Beacon made them look
cheap. They were buying stuff on Overstock.
com and maybe didn’t want their friends to
know that.

Glueck: We were sensitive to how Beacon
was going to work [in terms of user privacy],
and some concerns began to build on my
team. In the end, Travelocity declined

to participate. We pulled out quietly; we
didn't want to make a stink. We told them
privately the way they were constructing the
privacy opt-in and opt-out was not going to
fly. There was a lot of danger in being opted
in by default. If you miss it, the surprise trip
you’ve booked for your wife is suddenly
showing up in your profile.

P

THE AFTERMATH

Glueck: | think we felt we had tried to

help them avoid these problems that were
avoidable. Facebook was a new company;
they were moving fast and breaking
things and just didn't want to slow down.

| think their view was the world should be
social, and privacy was overrated. Beacon
ultimately morphed into Facebook Connect
and has been hugely successful. I think
Facebook learned a lot of lessons with
Beacon.

Chester: Beacon wasn’t killed. It was
wound back, but just took a different

guise. Facebook can change its stripes and
clothing very adeptly. To this day, it expects
to make an announcement [about a product
related to user privacy], for there to be an
attack, and then to dial it back a bit but
keep the basics. Nothing has altered that
business model.

Stoller: | look at Beacon as probably one of
the key chapters of connecting behaviors
and sharing your behaviors online. If
anything, it kind of opened up that era. |
think it was an important era, regardless of
it working or not. Often, things fail, but they
come back in a different guise. Nowadays,
Facebook is getting something like 40 cents
out of every dollar.
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BACKTO
REALITY

BuzzFeed CEO Jonah Peretti tells
Digiday that Facebook is returning
to its roots — and that’s not a bad
thing for BuzzFeed. By LuciA MOSES

As a media company that’s grown on
Facebook’s back, you surprised some by
taking a shot at the company. How should
Facebook help publishers?

My big criticism of the strategy so far is all
their revenue is generated in the news feed,
and they only share revenue for new surfaces
— Instant Articles or Watch — but don’t share
any of the revenue from their main source
of revenue, the news feed. There’s no way
to influence what’s in the news feed if the
algorithm is only about distribution. You’re
not getting to the economics of the traffic
production. So it’s in Facebook’s interest to
share news feed revenue, not because it’s
good for the world, but it allows Facebook
to have some control of what’s showing

up in the news feed. If they say they want
local or trusted news, they say that will

get more distribution and more revenue,

so companies can produce more of it. It
doesn’t need to be some carriage fee or a
thing where the amount of traffic is directly
related to the revenue. It could be that

they have a metric for time well-spent, and
you’re paid 2 cents per minute of time well-
spent. Now, they don’t really have levers to
influence it.

How do you think Facebook’s stronger
focus on sharing will impact BuzzFeed?
Facebook is going back to their roots, and
that got us excited. A lot of the stuff we
make has a high level of comments. You
post a Tasty video, and people post their
own versions and use it as an excuse to
get together with friends. So this shift is
encouraging for companies that make
content with a deep social DNA in it.

The pivot to video has seen a backlash this
past year. What’s your view?

There’s a secular shift toward video, and

| see that continuing. It’s the majority of

our content views and revenue. | think
sometimes people overplayed it a little

bit. I don’t think text is going away. But
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Google and Facebook are going

to do more to support news.

If they don’t, they’ll be regulated.

video’s really important. What we realized
is, video isn’t a discipline — it’s a way of
communicating. We’ve cracked a lot of
the formats. Tasty videos are short, sped
up, have a lot of power, drive real-world
activity and are very social. Then, we have
shows like “Worth It” and “Unsolved” that
are TV-like and air on YouTube. They’re
appointment viewing. That’s replacing what
basic cable was, with the added benefit

of building community. We’ve started

to develop longer stuff for SVOD type of
platforms.

BuzzFeed missed its growth target last
year and ended up laying off people. What
would you do over if you could?

The big thing would be staying more true

to our social DNA and pushing with clients
to make video that fits with what we know
works with our audience. Having some
clarity on formats and give an advertiser
something that works on social, even if

it takes longer to convince them. One of

the things that happened was there was
pressure to make video that looks like
commercials that look like TV, and it’d be
hard to do business and deliver. Sometimes
brands say [they] want a different format

that we know doesn’t work.

Was going all-in on native a mistake in
retrospect?

Not initially, but there was a point where it
made sense to shift. We could have done it a
little earlier. When we started, programmatic
was a lot worse — ads loaded more slowly;
companies doing it were startups and
making ads that had lots of latency and
often didn’t have good data privacy. When
we did testing with a small percentage of
our users, we found no negative impact

and lots of revenue. We also saw positives
in coordinating native and programmatic
and the overhead of having lots of
communication back and forth.

Are you still committed to news, and why?
| love our news business, and it’s very
important to our strategy. It’s incredible, the
year they’ve had, with the [Steele] dossier
and Kevin Spacey story, and our U.K. team
just broke a Brexit story. Their contribution
to the company is manyfold. News does
provide prestige and charisma to a company
that has benefits. | think news is increasingly
going to be important to the platforms;
Facebook is saying it doesn’t want fake news
on the platform.

But news is expensive, many advertisers
don’t want to be around it, and it doesn’t
share well on Facebook.

| think news is a better business than

people think. In the short term, news is
more expensive, and it takes time to build
trust. But if you look at our cost structure
compared to The New York Times or
Washington Post, we have a lean cost
structure and reach a large audience for

the team we have. If you want to bet on the
future of news, you want to bet on people
doing quality news, digital only, reaching a
lot of people. There will be more models for
news. | think Google and Facebook are going
to do more to support news. If they don’t,
they’ll be regulated.

Is there a subscription model in BuzzFeed
News’ future?

It’s possible. A partial paywall could make
sense. But it’s also important we educate
and inform the broad public. If every news
organization puts the majority of their
content behind paywalls, it’s hard to have an
informed electorate.

Did VCs have unrealistic expectations for
digital publishing companies?

| take a long-term view, and companies like
BuzzFeed are always going to set aggressive
goals, and sometimes you hit them, and
sometimes you don’t. In terms of the value
of the company, if that’s your focus, you lose
track of the actual business. The market cap
shouldn’t matter that much if you continue
to grow every year. @
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THE
REBELLION

Media companies are speaking up
against the dominance of Facebook
and Google. BY LUCIA MOSES

It was April 2016, and BuzzFeed had just
exploded a watermelon on Facebook
Live, making it Facebook’s most-
watched live video to date. BuzzFeed
was flush with $3.1 million in Facebook
money, making it the media company

the platform paid the most to make live
video content, ahead of even The New
York Times and CNN. Just a few days

later, onstage at Facebook’s F8 developer
conference, BuzzFeed founder Jonah
Peretti expounded on all the live video

the viral content company could make for
Facebook, including even a game show.
Facebook and BuzzFeed seemed to be arm
in arm, marching into the brave new world
of live video.

That was then. These days, Peretti’s
spiel has turned into a rant at conferences,
to media outlets and to BuzzFeed staff
that Facebook needs to share more of its
news feed revenue with publishers. It’s
a bold statement for a media company
that literally built its business around
Facebook. It signaled more broadly to
the rest of the media landscape that the
platform-publisher imbalance wasn’t just
hurting traditional media.

“It’s in Facebook’s interest to share
news feed revenue, not because it’s good
for the world, but it allows Facebook to
have some control over what’s showing
up in the news feed,” Peretti later said in
an interview with Digiday. “It would drive
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a lot of benefits for their business and
help some media companies have better
models.”

It used to be that criticizing the
mighty platforms was something media
executives would only do behind closed
doors, in hushed tones. The fear, as Wired
Editor-in-Chief Nick Thompson recently
referenced on the Digiday Podcast, is
Facebook has a dial somewhere that can
be turned to cut off media that gets too
uppity. But now, publishers are at the
end of their ropes, and even formerly
ardent Facebook boosters like Peretti are
finding their voices. The biggest target
is Facebook, due to its audience reach,
influence and frequently changing strategy
that publishers have scrambled to keep up
with. The feeling at many publishers is they
got a raw deal. They helped Facebook by
feeding it content to keep people engaged,
and Facebook has meanwhile taken a huge
chunk of their business through a better
ad system.

Peretti is joined by other publisher
critics, chiefly News Corp chief Rupert
Murdoch and his top newspaper executive,
Robert Thomson, who in blunt and
sometimes florid terms charge that the
tech giants are damaging journalism’s
business model and should do more to
compensate media companies. According
to Wired, Murdoch has gone further,
bluntly threatening Facebook CEO Mark

Zuckerberg last year that they would
attack Facebook unless the platform did
a better job of compensating publishers.
Since then, Thomson has laid out terms:
“carriage fees” that Facebook would pay
publishers. Facebook hasn’t dismissed
the idea, either; Campbell Brown, news
partnerships chief at Facebook, responded
“never say never” when asked about it at
the Code Media conference in February.
Justin Smith, CEO of Bloomberg
Media, has been using his perch to
warn other publishers about the danger
of rushing head-first into giving their
content to distribution platforms. Linda
Yaccarino, ad sales boss for NBCUniversal,
has become an evangelist for fixing
digital advertising, which has included
bashing Facebook for failing to meet the
measurement standards that television is
held to. “It was after years and years of the
inability of the industry to keep up with
consumer behavior, which was frustrating
all of us to a boiling point,” she says.
Media executives are still lobbying
the platforms behind closed doors. But
by speaking publicly, they hope to sway
advertisers that are spending more and
more of their budgets with the platforms.
They also are holding out the possibility
that Facebook truly fears: A united front to
impose stringent regulations on it either
in the U.S. or Europe. Media wields outside
influence when it comes to swaying

public opinion. And the leverage media

has — something Murdoch is well aware
of — is denting Facebook’s public image
and standing with government officials and
regulators.

Indeed, after years of going from
strength to strength, Facebook had a rough
2017. Sure, profits continued to soar, but the
aftermath of the U.S. presidential election
and questions about what role Facebook
played dogged the company. On a parallel
track, the media has been falling out of love
with Facebook for years.

Starting in 2015, Facebook introduced
Instant Articles and paid publishers to make
live and news feed video for the platform,
giving publishers hope that they could
build a real business on the platform. But
the revenue hopes never really panned out,
and Facebook kept changing tack on video,
which was exasperating for publishers that
organized themselves to give the platform
what they thought it wanted. Whole
companies got venture capital funding
on the basis of those hopes. All the while,
Facebook was sending less organic traffic to
publishers.

Around that time, Jason Kint, CEO of
digital publisher trade association Digital
Content Next, crunched the numbers
and found that all the growth in digital
advertising was going to Google and
Facebook, which became his cause célébre.

“You’re always looking for simple ways
to describe to the market that it’s not right,”

Kint says. “It’s pretty hard to argue most
of the growth going to two companies is
healthy.”

At the same time, public opinion
started turning against Google and
Facebook after the discovery of “fake news”
leading up to and during the 2016 election,
which gave media companies leverage.
There’s growing awareness about the
addictive nature of technology. In 2017,
the News Media Alliance, a trade group
representing 2,000 newspaper companies
from The New York Times to McClatchy,
began to seek an antitrust exemption from
Congress so its members could negotiate
collectively with the platforms. Along with
the exemption, David Chavern, CEO of the
News Media Alliance, has been lobbying
the duopoly to provide subscription, brand,
data and revenue support to publishers.

“You’re trying to highlight the problem
for Google and Facebook; you’re trying to
make policymakers aware of this problem;
you’re talking to the broader public about
the fact that this is not a legacy versus
digital problem,” Chavern says.

In some ways, U.S. media execs are
catching up to some of their counterparts in
Europe, where suspicion of and opposition
to U.S.-born tech giants runs deep, there
are influential media companies like Axel
Springer and there’s a long history of
sensitivity to privacy concerns. The U.S.
media hasn’t overtly asked for the platforms
to be broken up or regulated, which seems

an unlikely outcome. But if publishers are

entering the acceptance stage of their loss
of faith in platforms, they’re getting more

vocal.

The tech companies are at least
listening, and then some. Fa