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

  Executive Editor, 
washingtonpost.com 

  Editor in Chief, Digital First Media 
  Head of News & Sports, AOL 
  President, Online News Association 
 

  Vices: 
  New York Jets fan 

 



What Is Billy Penn? 
 
  A mobile-first news operation 

  Targeting 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 

 



A mobile 
platform 
for a 
better 
Philly 



STREAM STORY 



STORY STREAM 



Where We Are 
  Launched Oct. 22 with staff of five. Now at six. 

  Averaging 75k page views per month, but trending at 
more than 100k for February. 
 

  Extensive media coverage: 
USA Today 
Capital New York 
Philadelphia Magazine 
Nieman Journalism Lab 
Columbia Journalism Review 
Poynter Institute 
 

  Referral links to our original content from 
BuzzFeed, Huffington Post, People Magazine, 
Cosmopolitan, Washington Post, many others. 

 



Why 
Billy 
Penn? 
 
Why 
now? 



LOCAL PAPERS ARE HURTING 



LOCAL TV FEELS NO URGENCY 



RADIO NOT FOCUSED ON DIGITAL  

in	  2013,	  year-‐over-‐year	  -‐terrestrial	  revenue	  
held	  flat	  at	  $14.3	  billion,	  with	  online	  -‐growing	  
14	  percent	  to	  $570	  



What’s Missing in Local? 
 

  A focused approach for a wildly unique generation 
of news consumers 
  A focus on mobile as a primary platform 
  Recognition of social as core distribution engine 
  Opportunities for personal engagement in news 
  An understanding that readers’ time is precious 
  The ability to make real-life news connections 
  A voice that’s authentic & reflects real life 



Why Philadelphia? 
 

  4th largest DMA and 5th largest city in the U.S. 
  Millennials now account for 26% of city population, up 
from 20% just five years ago. 
  Even popular local sites get significant traffic from 
outside Philadelphia. 

 
 

•  Total	  Audience:	  Desktop	  and	  Mobile,	  3	  month	  average,	  March	  –	  May,	  2014	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
•  **	  Audience	  Figures	  are	  Desktop	  Only	  

Site	   Total	  UV	  (000)*	   Total	  PV	  (MM)	   Local	  UV	  (000)**	   Local	  PV	  (000)	  

Philly.com	  Sites	   5,961	   56	   912	   28,749	  

NJ.COM	  Sites	   9,392	   82	   556	   10,886	  

6ABC.COM	   1,832	   11	   442	   3,950	  

NBC	  Philadelphia	   3,101	   13	   485	   3,710	  

CBS	  Local	  Philly	   2,085	   7	   346	   2,304	  

MYFOXPHILLY.COM	   13,103	   54	   256	   2,759	  

PHILLYMAG.COM	   1,490	   5	   151	   985	  



Why Mobile? 
  2014 was the tipping 
point for Internet 
access 
  55% come from mobile 
vs. 45% from desktop 

  55% of the total 
population have 
smartphones while 86% 
of millennials have 
smartphones 

  93% of millennials 
think that their 
smartphones are on the 
list of the most 
important items to 
own: 
  Toothbrushes got 91%, 
and deodorant 87% 







Why Millennials? 
  Millennials are now the largest population segment 

  80m millennials vs. 76m Boomers 
  The difference between how millennials and 
previous generations consume media is so wildly 
different, one approach cannot adequately address 
both. 
 



Of the metropolitan areas w/ 
the most populous city 
centers, Washington and 
Philadelphia showed the 
largest increases of young 
adults living there, at 75% & 
78%. Other cities that have 
made big gains in that 
category: Baltimore, Los 
Angeles, San Diego, Dallas, 
Miami and St. Louis. 
Washington also had the 
largest share of young college 
graduates over all, at 8.1%. 



SOURCE: BuzzFeed Insights 

!



Why Will It Succeed? 
  Because we’re doing something that our 
competitors are not only NOT doing, but 
something they CANNOT do. Why? Because 
legacy news organizations: 
  Cannot afford to abandon lucrative older 
audience. 

  Cannot afford to put primary focus on mobile. 
  Shy away from curation, which creates internal 
newsroom and business-side tension. 

  Discourage journalists from taking a directly 
active role in their communities. 

  Are trained to stifle voice from most stories, 
not enhance it. 



Traffic Strategy 
 

  Don’t chase page views, focus on user experience. 
  Don’t chase stories everyone else is chasing. 
  Most important metric: Time Well Spent 
  Think of long-term impact of stories. 
  Partner with anyone and everyone to get exposure. 



Early Metrics 
 
  Averaging 75,000 page views per full month 

 
  Trending for more than 100,000 PVs in Feb. 

 
  53.3% of readers are millennials 

 
  68.1% of readers from PA or NJ 

 
  49.3% of sessions from mobile devices 

  More than 1,350 subscribers to daily newsletter w/ 
open rate of 43 percent 
 

  More than 3,600 Twitter followers 
 

  Almost 1,375 Facebook likes 

  More than 350 Instagram followers 



Good Traffic, Not Just Traffic 
 
  To this date, total traffic from photo galleries, 
pagination, comments, re-blogging of other news 
orgs’ work and automated page reloads: 

0 page views 



Who’s Next 



Neighborhood Profiles 



101s 
	  



Whatever Happened With… 



Community Reporting… 



Ultimate Philly Athlete 



Emoji Storytelling 



Weekly News Playlist 



 
“Bottom line: Of the three sites that have launched 
recently, this is the one that seems to know best 
what it wants to be when it grows up. There’s a vision 
here that tries to do something a little bit different.” 

/ Jan. 15, 2015 



 
“Following what digital pioneer Jim Brady is doing in 
the local news field in a no-brainer. Brady has been 
doing interesting work online since his days running 
washingtonpost.com. What I really like about his new 
Philadelphia-based hyper-local site Billy Penn is the 
way it has changed the template for what local sites 
should do.” 

/ Jan. 26, 2015 





Business Tenets 
 
  We will monetize passions, not page views.  

  We will not build revenue on display ads 
alone. A page-view driven strategy doesn’t 
work locally. 

  We will capitalize on local advantages: 
location, events, loyalty. 

  Ad focus will be on native, and on being an 
experimental partner for local advertisers. 

  We will directly monetize consumers, 
expertise and the local digital ecosystem. 

 



Revenue Streams 
 

Native advertising: Integrated into stream 
seamlessly. 

Events: Build events around causes/issues and 
major news stories. Go small, not huge. 

Membership: Charge for access to experts, 
discussion, events around issues that matter. 

Sponsorships: Attach advertisers to causes/issues 
they care about. 

Display advertising: Do it, but wisely, and avoid 
the addiction to low-CPM networks. 



Events 
 
  Billy Penn holding launch party on Feb. 26 w/ two 
sponsors. 
 
  Have held six “Meet Billy Penn” events. 
 
  Holding our first “Breakfast & The News” event in 
early March. 
 
  Comcast to host & sponsor our event honoring 
“Who’s Next” honorees in the local technology 
scene. 
 
  Events will fall into four categories: 

  Pop-up (off breaking news) 
  Scheduled & informal 
  Partner-driven events (TicketLeap, Pew) 
  Gala events (two per year) 





Brandland 
Powered by Nativo 
	  
	  

  In-Stream 
Placement  
 
  Contextual 
Alignment 

 
  Deep User 
Engagement 



Brand Box 
320x450 



Brand Units 

300x50 300x100 300x250 



Longterm Plan 
 
  Modify & evolve Philadelphia product. 

  Kick off events and membership efforts. 
 

  Launch in two more cities in 2016, and two 
more in 2017.  
 

  Give each site unique name, branding, local 
news & sales staff. Scale technology, back-
office services, some events work across 
multiple sites. 




