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▪  Leading	  Belgium	  
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▪  720.000	  circulaAon.	  
	  

 
 
 
 
 
 
 
 
 

▪  Digital	  publishing	  on	  
mobile	  &	  tablets.	  

▪  90	  Atles	  (FR,	  BE,	  NL)	  
▪  4.5MM	  monthly	  

publicaAon	  downloads.	  
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2 Research Groups: 
•  Human Computer Interface Group (HCI) 
•  Leuven Institute for Research on Information Systems 

(LIRIS) 
 
 



 Blind newsroom 

http://www.respectwomen.co.in 



Gut feeling  
http://www.thetimes.co.uk/ 



 No data possible 

http://digicentralservices.com 



 Publication is not a website 



 Opportunity 



Our Ambition 

	  
To	  define	  a	  new	  approach	  	  
to	  measure	  and	  predict	  	  

the	  engagement	  of	  a	  reader	  	  
with	  his/her	  digital	  newspaper	  	  

and	  	  
to	  integrate	  the	  key	  insights	  into	  

the	  daily	  newspaper	  produc9on	  process.	  
	    

 
 
 
 
 
 
 
 



A	  new	  approach	  to	  measuring	  and	  predicAng	  
reader	  engagement	  

“From	  the	  Finger	  to	  the	  
Heart”	  
Our	  challenge:	  
to	  deduct	  &	  predict	  
reader	  engagement	  	  
from	  device	  and	  
interac0on	  metrics	  in	  a	  
scien8fically	  grounded	  
way.	  



Outcome:	  Daily	  Insights	  
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MOCK-UP 



A	  scienAfically	  grounded	  methodology	  
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Deep	  understanding	  of	  engagement	  
required	  to	  increase	  subscripAon	  revenues	  
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Academic research 



TheoreAcal	  model	  of	  engagement	  
O’Brien & Toms 



User research 



▪  15	  duo	  interviews	  with	  Bart	  Warlop	  
▪  20	  student	  sessions	  
▪  Setup:	  

▪  ParAcipants	  equipped	  with	  bio	  sensors	  
▪  Special	  “dS	  panel”	  app	  
▪  Test	  publicaAon	  (regular	  +	  some	  more	  
‘explicit’	  content)	  

▪  Purpose:	  
▪  Measure	  bio-‐metric	  data	  &	  interacAon	  data	  
▪  Feedback	  on	  Panel	  App	  &	  quesAonnaires	  

	  

dS	  QualitaAve	  Research	  (March	  2015)	  -‐	  
Goals	  

https://www.youtube.com/watch?v=ggqnsTljLTQ 



~ Measuring sweat gland activity 

@jkofmsk 



@jkofmsk 



Device tracking 



Device tracking 



Device tracking 



 Predictive modeling 

@cast42 



 Editorial dashboard 



▪  Understanding	  reader	  engagement	  is	  an	  emerging	  academic	  
field.	  A	  lot	  sAll	  needs	  to	  be	  understood.	  
	  	  

▪  Government	  funded,	  joint	  research	  program	  allowed	  to	  set	  
ambiAous	  innovaAon	  goals	  outside	  of	  business	  context.	  
	  	  

▪  FacilitaAon	  of	  iMinds	  as	  intermediary	  between	  research	  label	  
and	  commercial	  companies	  was	  key	  factor	  of	  success	  
	  	  

▪  Key	  to	  success:	  good	  upfront	  definiAon	  of	  goals,	  deliverables	  
and	  strong	  leadership	  to	  achieve	  them.	  
	  	  

▪ Watch	  out:	  data	  clean-‐up	  and	  pre-‐processing	  were	  largely	  
underesAmated	  in	  the	  project.	  

	  

Lessons	  learnt	    Key learnings 


