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Beyond Publishing: 
How we open up to our users

Stephen Dunn, Guardian News and Media - STM Frankfurt 2010
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We started a 
long time ago:
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To secure the financial and editorial 
independence of the Guardian in perpetuity.  
To promote freedom in the press and liberal 
journalism globally.

To become the world's leading liberal voice.

“To secure the financial and editorial 
independence of The Guardian in perpetuity.”

“To promote freedom in the press and liberal 
journalism globally.”
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Now
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Swine flu

Keyword page

Twitter updates

Content partnerships

Audio

Video Content / Data API

Live blogs

Comment

Newspapers

Mobile siteiPhone app

iPad app

Now
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Digital Revenues

•Display ads

•Dating

•Jobs/Classifieds

•Sponsorship

•B2B/Events

•Search
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Success on the web
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“A cool URI is one that does not change”    Tim Berners-Lee 1998

1. Permanent

http://www.flickr.com/photos/fstorr/
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2. Addressable

★Resources are “about” something - ready for the 
social web.

★We live in “the age of point-at-things” (Coates 
2005)
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★ Multiple 
routes to 
content

3. Discoverable
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First release

Final Release

Traffic growth

Unique Users
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A majority  
international 
audience

ROW
UK
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at 
2009...

★ 1.2M pages 
and 
counting 

★ 250M+ 
pages/
month 

★ 36M 
visitors/
month

★ 4x Webby 
award 
winner 
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micropersuasion.com
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Ubiquity
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“If the old model 
is broken, what 
will work in its 
place?...

...Nothing will 
work, but 
everything 
might.”

26



"Our most interesting experiments lie in combining 
what we know with the experience, opinions and 
expertise of the people who want to participate 

rather than passively receive.”
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A system that can be 
customized and adapted and 
built on...

....to meet countless needs and 
niches that the original creators 
could not have possibly 
contemplated, much less had 
time to accommodate.
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....”How I stopped 
worrying about 
my website and 
learned to love 

the whole 
Internet.”

Matt McAlister
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OPEN IN 

Bring in data and 
apps and partners to 

the Guardian from 
the Internet 

 

OPEN OUT 

Allow partners to build 
services using content 
and services for other 

digital platforms

The Open Strategy
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BETA

The Open Platform
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The suite of services 
enabling partners to build 

applications with the 
Guardian

BETA
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Guardian 
database

CMS
Search engine

REST API

Your App Here!
BETA

CONTENT API
A service for 
selecting and 

collecting content 
from the Guardian 

for re-use
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BETA

• Finding user reviews of concerts on the web
• Matching with Guardian reviews
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• The Cass Sculpture Foundation commissions, 
sells and loans sculptures from British artists.
• They added related articles from the Guardian 

to each artist’s bio page on their web site.
42



• The Cass Sculpture Foundation commissions, 
sells and loans sculptures from British artists.
• They added related articles from the Guardian 

to each artist’s bio page on their web site.
42



43



44



44



44



45



BETA

DATA STORE
A directory of 

useful data curated 
by Guardian 

editors
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We started a 
long time ago:
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bit.ly/aujc8Z
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gu.com/p/25yfz
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Trying to track every instance of time travel in the show

gu.com/p/2j6yt
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http://www.flickr.com/photos/bendodson/3336066519

A network of partners
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BETA

POLITICS API

Open database of 
candidates, voting 

records, constituencies, 
election results, live 
data on election day
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Open for Business

BETA

60



Open for Business
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3 Tiers of access, 3 Revenue models

PARTNER: Take, reformat, augment our content. Same access 
as Guardian.  Revenue model to be negotiated. 

Combination of Media, Fees, Downloads.

APPROVED: Take our full article content, with an advert. 
Guardian keeps ad revenue, you keep rest-of-page 

revenue

FREE: Take our headlines. You keep associated revenues

1
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CONTENT API
• A service for 

selecting and 
collecting content 
from the Guardian 

for re-use

DATA STORE
A directory of 

useful data curated 
by Guardian 

editors

POLITICS API

Open database of 
candidates, voting 

records, 
constituencies, 

election results, live 
data on election day

2 Open In
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OPEN OUT 

Allow partners to build 
applications using 

Guardian content and 
services for other digital 

platforms

OPEN IN 

Bring in data and apps 
from the Internet 
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MICROAPPS

A framework for 
integrating 3rd 

party applications 
into 

guardian.co.uk.
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• What could I cook?
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App showcase
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Networks
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flickr.com/photos/viriyincyt
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New revenue 
opportunities

• Embedded ads in the 
network

• Behavioral targeting

• Reselling and 
redistributing data

• Selling services around 
data

• More innovating and 
engaging sponsorships 
to sell
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From Publisher to Platform

★  Seeking massive growth, but no longer only 
broadcasting content

★  User/partner engagement & contribution:
★ journalism 
★ dat
★ software
★ applications
★ revenue and ads

★ Support developers and partners with data 
and APIs, need scalability, reliability, speed

76



User-centered 
Skills
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Product 
Managers

http://www.flickr.com/photos/fcb/
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User-Centered Design
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Customer Insight
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User centered publishing
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pre-optimisation post-optimisation

96%

60%

81%
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Putting it 
together
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Mobile?
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Twitter fall

Mobile

Photo evidence from Tehran and G20 

Ian Tomlinson video, G20 

10:10 campaign 

Guardian Local

‘Your pictures’

Twitter outcry over Trafigura 

Mobile?
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Revenue
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How?

• Mobile product manager
• Usability
• Designers
• Editorial producer
• Developed by Third Parties on Open 

Platform
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Thinking it through
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m.guardian.co.uk
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Iphone app
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Source: Omniture SiteCatalyst

"A smart, flexible and stylish way to access a great digital 
brand on the move." 

- Wired.co.uk 

100,000+
downloads by 

end of Feb 
‘10

91,000 
Active 
users 
(Feb)

Results?
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And the iPad..?
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5. Expectations 
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Multiple touchpoints
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What lessons?
• Consider how digital disruption fits with, and can 

further, your mission – don’t just follow the 
crowd. 

• Look for opportunities to open up your business 
model to exploit assets and capabilities of your 
users and partners. But you need to provide some 
value.

• If you are on the web - think how your digital 
services can grow beyond having a presence on 
the web, to being a valuable component of the 
wider internet.

• Look at your organisation’s skills. Are you user-
centered?
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Thank you
http://www.guardian.co.uk/open-platform
http://www.guardian.co.uk/mobile

twitter: @cuica
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