
 
 
 
 
 



Who Am I? 
 
  CEO & Founder, Billy Penn 
 
  20-year digital news vet 
 
  Priors: 

  Executive Editor, 
washingtonpost.com 

  Editor in Chief, Digital First 
Media 

  Head of News & Sports, AOL 
  President, Online News 
Association 
 

  Vices: 
  New York Jets 
  Diet Pepsi 

 



Billy Penn Basics 
 
  A mobile-first news operation 

  Aimed at millennials 
 
  Atomized, stream-based 

  A one-stop curation shop for 
Philly news consumers 

  Focused on driving civic 
engagement & making 
Philadelphia a better city 

  Committed to events and 
membership as a majority 
revenue stream 

 



local Media Is In Trouble 
 

NEWSPAPERS 
  Ad revenue has dropped from $46.2b to $20.7b (55%) 
in past decade, according to NAA 

  Newspapers’ share of digital revenue has dropped 52% 
in past decade, according to IAB 

  Digital revenue makes up only 15% of total pie 
  Debt, pensions, unions and culture hindering change 

TV 
  Viewership is down, but local TV revenue has 
remained relatively flat 

  Digital focus is on monetizing their video content, 
not in producing new models of journalism 

RADIO 
  Digital makes up just 4% of overall radio revenue, 
according to BIA/Kelsey 

  Little pressure to culturally adapt 



Legacy news organizations 
are not properly structured 
or oriented to effectively 

serve the local news 
consumer of the future. 




But the Real Issue Is … 



The Missing Links 
 
 

  A unique approach for a unique generation of 
news consumers 
 
  A focus on mobile as THE primary platform 
 
  Recognition of social as core distribution and 
relationship-building platform 
 
  Understanding that curation needs to be a 
crucial part of any local strategy 
 
  An understanding that user experience matters 
 
  The ability to make in-real-life connections 
 
  A voice that’s authentic & reflects real life 















Tactic #1 

  Don’t chase stories everyone 
else is chasing.  

  You cannot be – and should 
not try to be – a 
comprehensive source using 
only your own resources. 
 



Tactic #2 

  Use curation to provide that 
comprehensiveness. 

Curation is the best way to 
make readers feel like your 
site is a lot bigger than it is. 
 



Tactic #3 

  Don’t get too tied to routine 
daily stories, i.e. fires, 
crimes, traffic accidents. 

  Before assigning any story, 
think about the long tail. 
 







Tactic #4 

  But when the huge story 
happens in your backyard, 
own it.  
 





Amtrak Derailment 
 
  We produced 12 original pieces in the three 

days after the crash, and curated 61 more. 
  Billy Penn was Philadelphia’s most active 

tweeter about the crash. 
 



Tactic #5 

  Partner with anyone and 
everyone to get exposure. 

 



Tactic #6 

  Stop listening to people who 
tell you what local can’t do. 
 
  Focus on specific 
advantages of being local, 
like getting your audience 
physically in one place.  



Tactic #7 

  Don’t be afraid to do things 
that sound crazy at first. 

  You are the little fish 
looking for buzz. Not a big 
dog worried about a public 
shaming. 
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Business 
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So Far … So Good 
 
  201,000 page views per month 
  53% of readers are millennials (62% in 
Philly DMA) 

  57% of readers from Philly metro region 
  55% of sessions from mobile devices 
  More than 2,000 subscribers to daily 
newsletter w/ open rate of 35 percent 

  More than 5,800 Twitter followers 
  Almost 1,975 Facebook likes 
  More than 975 Instagram followers 
  Have sold sponsorships for all our major 
events 

  Have sold three combo ads/events packages 




