
 
El Nuevo Día – ‘Metrics’ 
Audience Development Campaign 
 
 
Background 
 
In an island with a digital penetration that reaches 70% and where three out of the four daily 
newspapers are free, the challenges for El Nuevo Día (END), the only paid newspaper might seem 
daunting. With such a complex business landscape, the access of audiences to news and 
information at no charge is hard to compete with, particularly when resources are limited. The 
END team clearly understood the stakes at hand: the need to identify relevant topics and stories 
that connected with key audiences, applying state cutting-edge tools to measure effectiveness.  
 
In 2019, the American Press Institute awarded El Nuevo Día (END) a scholarship for the use of the 
Metrics for News (MFN) platform. Metrics for News is a “strategic tool built around newsroom 
priorities to grow audiences, deepen engagement and drive subscriptions, and it's designed so 
every user can see how their work contributes to larger organizational goals”. At a time when 
newspapers could use a push to increase audience engagement, the tool came in handy to help 
El Nuevo Día identify how the editorial content published on the digital platforms was 
connecting with its audiences. 
 
As a start, four key priorities were configured in the system:  
•Keep current users engaged 
•Increase traffic and engagement from Puerto Rico users 
•Increase traffic and engagement from US users 
•Increase subscribers’ traffic and engagement  
 
The information on key audiences was also added into the system so as to identify which content 
better connected with them in the frame of our priorities.  
 
Strategies 
• Leverage on MFN’s feature of blending several metrics of content effectiveness into one score 
to facilitate communication 
• Involve newsroom leaders as champions of the effort 
• Training, dashboards & reports development  
• Communicate, communicate, communicate 
 
Action Plan 
From the get-go, we were able to identify and address two key opportunities: 

- The need for stories and themes our subscribers were keen on, which we addressed 
through a combined strategy with our Premium Content team, developing content on 
themes and notes that better connected with them. 



 
- We worked with Quality vs. quantity: Many authors where generating stories not 

connected to our business objectives and audiences.  The newsroom shifted its focus to 
make the adjustments, generating less yet more in-depth and investigative stories, to 
drive more leads to the lower levels of the sales conversion funnel.  

 
Once those two opportunities were addressed, the challenge was how to ‘evangelize’ the 
newsroom to get their buy-in and active participation. That was achieved through several 
coordinated initiatives. 
 

1. Metrics champion: a newsroom leader was trained to understand the metrics and 
translate them into the newsroom language. In conjunction with the champion, the 
marketing team launched a pilot project to convey the importance of being more data-
driven and of making fast yet informed audience-centric decisions to improve the 
quality of the stories being published to impulse subscriptions. The information was 
shared with the newsroom, which also helped them to improve operational efficiencies.  

2. Weekly tool trainings to promote understanding. 
3. Bi-weekly report for editors to connect stories, audiences and priorities and see the score 

of each. The report also included information on audience performance and how they 
were moving in the sales funnel from users to subscribers, guiding them on the 
stories/themes to pursue so as to meet the objectives.  (see Jan 10 report) 

4. Monthly newsroom performance report sent to El Nuevo Día leaders with findings and 
any changes in content strategy. (see monthly report) 

5. END’s IT team implemented a real-time system that allows to see which stories are 
generating subscriptions, as well as the type of subscription. A dashboard published on 
the newsroom’s monitors allowed for the team to see this information by date, 
newspaper section and author 

 
We also leveraged on this information through: 

1. Dashboards comparing findings with subscription conversions in real time. (see 
subscriptions) 

2. Daily monitoring of target audiences’ performance. 
3. Sales conversion funnel analysis in real time. (see Funnel) 
4. Use of Google Trend Visualizer for the newsroom to know trending words in local 

searches by the hour, identify content leads and develop stories regarding those searches. 
(see: 
https://trends.google.com/trends/explore?geo=PR&q=que,quien,donde,cuando,como, 
Microplasma, END MICO, SEO)  

 
Results 
• Better SEO performance  
• A 265% Increase in subscriptions after the implementation period  
• A 27% increase in traffic since implementing the Metrics for News’ project; 32%+ in page views 
and 31%+ in sessions 

https://trends.google.com/trends/explore?geo=PR&q=que,quien,donde,cuando,como


 
•Visibility of newsroom performance 
•More relevant stories for users 


