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Exploring the power of 
recommendation and the 
value of shared news from 
an advertising perspective 
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How does news sharing happen today?

2

What are the key drivers of news sharing?

What is the emotional 
engagement with 
shared news content?

What does it mean for 
brand advertisers?

1

5

3

What news content
is being shared?

4
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HOW DOES NEWS SHARING
HAPPEN TODAY?1
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13 Stories a week

26 Stories a week

They read 14 
of them

* SAMPLE
1. Aged 25-65
2. A white collar worker
3. Visiting news websites in English at least once a month
4. Forwarding and/or receiving news content (by any means online, including email) at least once a month

The ratio of sharing, receiving and reading
news content is similar around the world

Base: 1641 consumers who share news content with friends, family, colleagues, communities - Global

Source: OTX POWNAR 
Study 2010 - Global
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‘Frequent Sharers’
Defined as those sharing 6+ news 
stories a week.’

� � �� � �� � �� � � of all 
news stories 
shared       

A relatively small group of consumers 
share the majority of content

Source: OTX POWNAR 
Study 2010 - Global

� � �� � �� � �� � � of all 
sharers
account for

Base: 1641 consumers who share news content with friends, family, colleagues, communities - Global
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Social Media:
14% Facebook
5% Twitter
4% YouTube
2% MySpace
2% Dailymotion
1% Delicious
1% LinkedIn
1% Digg
1% Reddit
1% Viadeo
1% Mixi
1% Mixx
1% StumbleUpon
3% Other Social Media Site
2% Blogs
3% Through my blog

Social Media networks and tools are the 
dominant platforms to share news

How is news content shared? 
(% share)

Base: 1641 consumers who share news content with friends, family, colleagues, communities - Global

Source: OTX POWNAR 
Study 2010 - Global
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WHAT NEWS CONTENT
IS BEING SHARED?

2

1
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2.3%

unique 
visitors

11%

unique visitors

Every user who shares brings 
c.5 new unique users to the site 

Source: Intrepid 
POWNAR Study 2010
METEOR DATA

1,600 artic
les

NB: Meteor tags on all CNN International online content from 23/6/2010 to 14/8/2010 - Global
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sharing 
generates more than 
twice* the industry
average uplift in unique 
visitors via shared links

Source: Intrepid 
POWNAR Study 2010
METEOR DATA

* Meteor tags on all CNN International online content from 23/6/2010 to 14/8/2010 – Global
Industry comparison against major international media brands
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WHAT ARE THE KEY 
DRIVERS OF CONTENT 
SHARING?

3

2
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The Semiotic Code Wheel
Source: Intrepid 
POWNAR Study 2010
SM2 Data +
Semiotics

* Based on 1600 shared articles on CNN 
International Edition – 23/6/2010 – 6/8/2010
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Source: Intrepid 
POWNAR Study 2010
SM2 Data +
Semiotics

BREAKING NEWS 19%

QUIRKY FUNNY 16%

THE NEXT CHAPTER 65%

Narrative

A typology of shared content

* Based on 1600 shared articles on CNN International Edition – 23/6/2010 – 6/8/2010
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WHAT IS THE EMOTIONAL 
ENGAGEMENT WITH SHARED 
CONTENT? 

4

3
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Control Group (100)

Recommendees (497)

Advertising
Emotional Engagement Index*
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300 x 
250 
Ad

Advertising within news content recommended 
by a friend was 5X more engaging

Source: Innerscope
Biometrics & Eye-
tracking -2010

* Emotional Engagement Index, based on news content recommended through the Facebook platform only

Effect of Receiving Recommendation
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WHAT DOES THIS MEAN FOR 
BRAND ADVERTISERS?

5

4
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Aided
Ad Recall

Correct
Branding

Consider 
brand

Recommend 
brand

Favour
brandSHARE

+16% +12% +12% +19% +27%

Uplifts in brand metrics are 
driven by shared news

Global averages from 8 campaigns tested in 11 countries
% uplifts are increases from« non recommended content » (control sample) to « recommended content » sample

Source: OTX 
POWNAR Study 
2010 - Global
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So, to recap…
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We have 
an active community of news sharers

2

1

3

We quantified
the value of shared news in 
terms of key ad effectiveness 
metrics and brand perceptions

We understand 
what makes news content shareable

We demonstrated
the strong emotional 
engagement with 
recommended content
and advertising4
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