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Convergence is an annual 
event that brings publishers, 
platforms, associations, 
advertisers, media groups, 
and readers together to 
treat the mobile experience 
from every perspective. 



20
speakers



70
attendees



Be part of the conversation...

Convergence 2019 was a 
3-part story, broken down into 
pillars of audience, 
engagement, and 
monetization. 

Each pillar had experts 
sharing their knowledge from 
their field and discussion 
panels with a handpicked 
selection of media groups and 
publishers.

We invited some of our 
speakers back to cover the 
top takeaways they’re 
putting to use.  

Audience.
Engagement.
Monetization.

THE THREE PILLARS





Audience:
The latest acquisition channels



Audience

PWA’s are a must for publishers 
who want to have a highly 
performant mobile site.

User intent, E-A-T: Expertise, Authority, 
Trust, and Technical optimization are 
the key to higher ranking.

But rely on the hyper-engaged.
A brand relationship is the first 
step for any new acquisition 
strategies.

”Deepening your relationship 
with your audience is key for 
unlocking additional revenue 
streams. You can't get 
someone to pay to attend your 
event until they’ve taken an 
interest in your brand.

Audience Development Consultant

THE LATEST ACQUISITION CHANNELS

Panel



Audience

Plan and prepare for Google 
core updates.

Content personalization, queryless 
search, and new traffic 
opportunities & risks.

Structured data enables real content 
visibility and collateral traffic, but 
only if done correctly.

SEO Product Manager, 
Marfeel

THE LATEST ACQUISITION CHANNELS

Speed, safety, usability, and 
technical SEO.

Display your experience, 
credentials, and your story.

SEO Tips:

Expert



Engagement:
Loyalty and longevity



Engagement

Encouraging readers to view multiple 
pieces of content in a session and increase 
session duration is key to the destiny of 
news brands. 

There is so much pressure to have 
viewability on ads that publishers can lose 
engagement through neglecting their 
mobile readers in their page layout 
design/UX

Focus a lot on sales growth and don’t spend 
enough time building a natural reader 
relationship. Publishers need to do more to 
focus on the journey, recognize the 
roadmap; not.

”Creating communities is important 
to growing a loyal audience. A 
sports fan is looking to celebrate or 
commiserate with fans of each 
team. Complementing our news, 
analysis and commentary along 
with forums or message boards to 
provide fans a voice in the 
conversation has been successful in 
building communities.

Sr. Director of Content,
USA TODAY, Sports

LOYALTY AND LONGEVITY

Panel



Engagement

To increase engagement publishers and 
websites have made their content 
infinite to consume, through tactics like 
infinite scroll and pagination. 

People might scroll, but if the content is 
not engaging or as interesting as what 
brought them to the page in the first 
place, you’re not going to increase 
engagement or nurture them to become 
a loyal user.

Always allow users to take the actions 
they want to take. Don’t lie or hide 
things from them.

”You need to know who your 
recurrent users are. They are 
the most engaged. The best 
choice is to deliver a UX that 
increases reader fidelity, by a 
positive, non-intrusive 
experience, and by using 
visibility tactics like push 
notifications that are 
optimized by engagement.

Principal Solutions Architect, 
Marfeel

LOYALTY AND LONGEVITY

Expert



Monetization:
Possibilities for publishers



Monetization

Using revenue diversification tactics like subscriptions, 
memberships, events, content licensing, and affiliate 
revenue to better monetize their engaged user bases.

Memberships can help cultivate the type of loyalty and 
affinity for a publication that leads to better subscription 
retention and offers opportunities for enrichment.

Privacy may limit the ability of third parties to collect data 
on users to serve targeted ads. This shift will give publishers 
more leverage since they own the relationship with readers.

”Publishers have a responsibility to 
do their best for monetizing and 
protecting their business from 
under-performance.  This not only 
helps each publisher, but it also 
bolsters the collective group of 
publishers across digital 
advertising.

SVP, Media, Leaf Group

POSSIBILITIES FOR PUBLISHERS

In the US we expect to see $130B in total digital ad 
spending dollars for 2019, $60B of this in 2019 as 
programmatic specifically, expected to grow to $80B in 
2021.

Panel



Break website pages into different chunks or 
blocks and request and load every chunk 
separately in order of prioritization.

Minimize the number of requests by sending all 
information in just one call.

Monetization POSSIBILITIES FOR PUBLISHERS

Deliver value to brands by making sure brand 
messages are delivered and viewed by the right 
users in a brand safe environment.

Head of Product Management, 
Marfeel

Expert






