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Digital Content Next

Digital Content Next is the only trade
association that exclusively serves the unique
and diverse needs of high-quality digital
content companies that manage trusted,
direct relationships with consumers and
marketers.

DIGITAL CO’ NNNNNNNNN



i S & A+E  @ncouweather 40 AP ATLANTICMEDIA

d NETWORKS™
felevig\gltn‘ ztuﬁons ALJAZEERA
THE BUSINESS B]B]C] ¢
JOURNALS ¢ ¥BILLY Bloomberg ~ BUSINESS Cafe @ cBs interactive cﬁ&
. media
CONDE NAST Egggﬁg‘er COXM'iE__DIN E§DAILY CALLER ‘:Dlscovery 5 edmunds ESTEn

““everyday HEALTH 5 SCRIPPS FT Forbes Nlét\f’v)é @ GANNETT

FINANCIAL
MMES

guardian ~ ¥FEIEL weamrsT . A T .

INDEPENDENT i $
JOURNAL REVIEW MAJOR LEAGUE BASEBALL

§8 meredith CEOCRAPHIC  NBCUniversal NEW REPUBLIC C}*f\@ui}m&_| mmagoom  Ehe New HorkEimes  Mews Conpoe

3 NevsBeat Newsday [ nNYLON @ PBS Purch Robb Report
REFINERY29
RODALE @ scrippsnetworks  Slate OIVIG VI, {30 25 Il The Marshall Project _TheStreet

Spanfeller Media SN

Hixe Timelne  itope  Turner & .?354? VISCOIVI  (t+1] VOICE = SAN DIEGO

IBUNE
- univision

VOX MEDIA” @ @he Washinaton Post \E?fager WebMD I

ompany

DIGITAL CONTENT NEXT



Advancing the Future of Trusted Content

* Industry Leadership

Connect with a powerful network of your peers

Proprietary & Public Research

Access business intelligence and thought leadership

Advocacy

Benefit from DCN representing premium publishers in DC and the industry

Events & Committees
Engage across members to solve problems and share best practices
Marketing & PR

Leverage DCN voice/messaging on DCN channels and in marketplace




Premium Pubs: Advertising is 80% of Revenue

2016 DCN Member Revenue Mix
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Source: DCN 2016 Member Benchmark Report (confidential).. DIGITAL CONTENT NEXT



New DCN Strategy Research: Paid Content Benchmark

| 1.Newest addition to DCN

o benchmark suite

2.Starting point for 2018
research series

| Paid Content 3.Next up: deep-dive case

§Benchmarl.( and studies

Best Practices

— 4.Second annual DCN
Distributed Content study

underway Cb



Business Imperatives fFor DCN Members

1. Need to own the relationship with the consumer.

2. Digital publishers need to think about leveraging their
distributed content to attract and target new subscribers.

3. Must push for the tools, from Facebook, Google and even
Amazon, that allow for data capture and “paywall” gateway
management.

4. Need to invest in the organization to drive paid content.

5. New DNA: marketing and acquisition analytics (attribution,
lifetime value analysis, elasticity and price testing,
discounts, trials, messaging and product options).
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The “Duopoly” and “Everyone Else”

Share of 2017 Growth (Net Ad Revenues)

N\ 49% o~
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Source: 2017 Estimates published September 2017
eMarketer — https://www.emarketer.com/Article/Google-
Facebook-Tighten-Grip-on-US-Digital-Ad-Market/1016494
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Premium Pubs: High monetization, different scale

Advertising Revenue per Attention Hour
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Advertising Revenue per Hour of Attention

Source: DCN 2016 Member Benchmark Report (confidential). Note: 2017 research shows this data point is 81% in the EU. DIGITAL CONTENT NEXT



DCN Members: 3 Straight Quarters Growth in Growth)

Total Digital Revenue Growth

(Source: DCN Members Benchmarks)
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Trust in All Four Institutions Declines

Percent trust in the four institutions of govermment,
business, media and NGOs, 2016 vs. 2017

Trusted

Neutral

= 53 52
Distrusted

ﬁ NGOs i Business

Two of four institutions distrusted

} Media

ﬁ Government




New DCN Research: Trust as a Proxy of Brand Value

DCN Research Specifically Examined:

« What is the role of trust in driving consumption and
value for publishers?

« What trust means for consumers in relationship to their
digital content experience?

« |fand how trust relationships differ for premium
content, for social platforms (e.g.. Facebook, Twitter,
Instagram), Search Engines and YouTube?

« How does trust affect advertisers? d‘
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Rise of the “Social Skeptic”

* 61% are under 40
* 44% currently pay for a subscription

e Believe there is “so much random
content on social media feeds there is no

way to identify credibility”
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WiFi
Network: 10onthepark
Password: timewarner123



