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Source: RISJ Digital News Report, 2015 n=23,557 (average n=1,963)

Starting point for online news (January 2015)





“the big difference is that is a more personalized experience” 

Robin Pembrooke, general manager of news products at BBC Future Media (Kelion, 2015).
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Growth in personalisation at 11 UK and US news publishers, 
2007-2010

Source: Thurman & Schifferes, 2012



Changes in deployment of personalization features 

at eleven national US and UK websites, 

2007–16

• Mobile
• Passive
• Converged
• Commodified



Av. number of 
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Changes in deployment of passive and active 

personalization features at eleven national US and 

UK websites, 2010–16
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“the time and effort to personalize something” 

would put off all but a “relatively small number of 

people”
—Steve Herrmann, editor, BBC News website 

(personal communication, 2008)

“anytime we’ve done anything that is not passive 

we’ve got very, very little uptake””. 
—Jim Brady, WashingtonPost.com (personal 

communication, 2008)



Changes in deployment of passive and active 

personalization features at eleven national US and 

UK websites, 2010–16

0

10

20

30

40

50

60

70

80

90

Active personalisation Passive personalisation

2010 2016



14



15



2010



2016



2016



2010



202016



21



• Prevalence of personalisation at news brands’ 
in decline

• Shift in focus from web to mobile
• More likely to be passive
• Industry consolidation – Outbrain’s virtual 

monopoly for content recommendations
• Content recommendations commoditised –

concern over editorial / advertising boundaries
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Thank you.
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