
“Making ‘The Daily Me’: Technology, economics and 
habit in the mainstream assimilation of personalized 
news” 

IAMCR Annual Conference, Portugal, 18-22 July 2010 
 
Neil Thurman 



Photograph: Berenice Abbott 

 



Definitions 

““Adaptive interactivity”—Deuze (2003) 

 

“Registrational interactivity”—Jensen (1998) 

 

 
      



News Personalization: A Definition 

     “A form of user-to-system interactivity that uses a set of technological 

features to adapt the content, delivery, and arrangement of a 

communication to individual users’ explicitly registered and / or 

implicitly determined preferences” 



‘The Daily Me’: has its time come? 

“The new heart of the homepage is something we call ‘News for you’: a 

stream of headlines automatically tailored to your interests.”  

—The Official Google Blog, June 2010 

 

 

 



‘The Daily Me’: has its time come? 

"World's First Individualised Newspaper to Launch“ 

—MediaBizNet, October, 2009 

 

 

 

 

 



Lack of scholarship 

     “work has yet to address fully the more contemporary trends towards . 

. . personalization” 

 

     Barbie Zelizer, 2009 



Qualitative Interviews 

http://news.sky.com/skynews
http://www.washingtonpost.com/


Two forms of personalization 

1. Explicit personalization—readers register their own content 

preferences 

 

 

2. Implicit personalization—readers’ content preferences determined 

for them, by software 



Explicit Personalization: RSS feeds 



Explicit Personalization: RSS feeds 

  Drive 3% of traffic at BBC News website 

 

  “Poor quality . . . lumpy feeds”, problems with the accuracy of 

publication times, some didn’t work—Ed Roussel, Telegraph.co.uk 

 

  “The heat and light has been created by consumers of vast amounts of 

information who want to keep track of 250 sites a day . . . Levels of 

consumption among normal people are completely different” 

—Neil McIntosh, Guardian.co.uk 



Explicit Personalization: Email newsletters 





Explicit Personalization: ‘Non-linear interactives’ 



Explicit Personalization: ‘Non-linear interactives’ 

  “Enormously popular”—Steve Herrmann, BBC News website 

 

 ‘A priority’—Guardian.co.uk, Sky News online 

 

  ‘Flash skills in demand’—Neil McIntosh, Guardian.co.uk 



Explicit Personalization: Personalizable mobile editions 



Explicit Personalization: ‘Widgets’ 



Explicit Personalization: ‘SMS alerts’ 



Explicit Personalization: ‘Homepage customization’ 



Explicit Personalization: ‘Homepage customization’ 

  “Probably the most popular thing we’ve launched over the last year or 

so in terms of user feedback”—Pete Clifton, BBC News website 

 



Explicit Personalization: ‘My Page’ 



Implicit Personalization:  ‘Aggregated collaborative filtering’ 



Implicit Personalization: Contextual recommendations—from links to… 



Implicit Personalization: Contextual recommendations 

…full ‘topic pages’ 



Full ‘topic pages’ 

Implicit Personalization: Contextual recommendations 



Implicit Personalization: Contextual recommendations 



Qualitative research interviews 

Uptake of explicit personalization: 

 

“Single digit take-up”—Guardian.co.uk 

 

“Hard to quantify”—Telegraph.co.uk 

 

“Very, very little update”—WashingtonPost.com & NYTimes.com 



Qualitative research interviews 

Uptake of explicit personalization: 

 

“deeply ingrained habits of passive, half-attentive media use” 

—Neuman (1991) 

 

Implicit personalization is “more likely to be used and . . . Perform as well 

or better than those that require . . . explicit feedback to be 

collected”—Gauch (2007) 



Qualitative research interviews 

Readers’ ability to predict their content preferences : 

 

“If you determine in advance who ‘The Daily Me’ is . . . Then you may 

miss some of the important things that you didn’t know you were” 

—Rich Meislin, NYTimes.com 

 

Because news topics emerge continuously, readers’ interests change 

frequently, therefore explicit profiles tend not to work well 

—Billsus & Pazzani (2007)  



Qualitative research interviews 

Journalists’ editing function 

 

“Readers want someone to do some of the filtering work for them” 

—Neil McIntosh, Guardian.co.uk 

 

“If there’s anything we have its our judgement about what people are 

interested in” 

—Anne Spackman, TimesOnline.co.uk 



Qualitative research interviews 

Personalization: positive attitudes 

 

“Extremely important” 

—Steve Bennedik, Sky News; Almar Latour, WSJ.com 

 

Will become “as big as blogging” 

—Ed Roussel, Telegraph.co.uk 

 

“Exploratory endeavors”? —Boczkowski (2004) 



Personalization: commercial drivers 

“The Daylife plaform offers unlimited, high-quality, and advertiser-friendly 

news and content for your website . . . all with little or no staffing.” 

—Daylife 

 

 

“We will deliver the best campaign . . . and the most relevant content 

individualised to the tastes and needs of every consumer” 

—Aggregate Knowledge 

 



Implicit Personalization 

Data on individual user behaviour 

 

Story content 

 

User profiles 

 

User demographics 

 

User location 

 

Data on aggregated user behaviour 

 

Classification / indexing decisions 

 

Algorithms 
Web 

page  

display 



Implicit personalization: increasing content diversity? 
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