
LOCAL TO GLOBAL  
TO LOCAL  

J I M  N O R TO N ,  G L O B A L H E A D  O F  M E D I A S A L E S  

H O W  TO  S T R U C T U R E  &  S E RV I C E  G L O B A L A D  PA R T N E R S H I P S   
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BUILDING  
PLATFORMS	

BRAINSTORMING 
IDEAS	
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ACTIVATING 
CAMPAIGNS	

SCALING & 
GROWING	



BUILD 
BRANDS 
PEOPLE 
LOVE 

YOURS OURS 

FOR YOU FOR US 

CREATORS CONSUMERS 

EVERYONE 

THE AOL MISSION 



INVESTED IN 
CULTURE & CODE 

CULTURE 

CODE 

LAUNCH ON PBS 

FEATURED  
ON HBO 

2 EMMY  
NOMINATIONS 

LEADING  
DSP 

PARTNERSHIPS 

UK LAUNCH 

DESIGN 
RELAUNCHES 

PARTNERSHIPS 

DESIGN 
RELAUNCH 

* 

* The Yahoo acquisition is pending and the closing is subject to the satisfaction of certain conditions, including shareholder and regulatory approval. 



22 COUNTRIES WORLDWIDE 



#1 2,000 
DATA-FUELED 

CONTENT CREATION 
AUTHENTIC 

BRANDED CONTENT 
MOST VIRAL PUBLISHER  

ONSOCIAL MEDIA 
PREMIUM PUBLISHER 

PARTNERSHIPS 

PREMIUM CONTENT 
PEOPLE LOVE 

 



VALIDATED DATA 
WITH ONE ID 

UNRIVALED MOBILE 
PROGRAMMATIC INVENTORY 

SCALE ACROSS  
DISPLAY, VIDEO & TV 

PLATFORMS THAT 
UNLEASH YOUR MESSAGE 

 



A MOMENTS-BASED SEGMENTATION 

MOMENT 1 

MOMENT 2 

MOMENT 3 

MOMENT 4 

MOMENTS-BASED: 
•  Segment occasions,  
•  Accounts for nuances: content serves many 

needs/contexts for individuals 

CONVENTIONAL: 
•  Segment people based on behavior/ needs 
•  Assigns a person to a single segment 



FOUR DIMENSIONS  
TO THE SEGMENTS 

EMOTIONS 
How did they feel during 
the content experience? 

OUTCOMES 
What did they actually  
get out of the content? 

TOPICS 
What is the  

content about? 

MOTIVATIONS 
What did they hope to get 

out of the content? 

An in-depth exploration of the relationship between consumers and online content across all devices 
(tablet, PC, mobile, games console) 
 



INSPIRE BE IN THE 
KNOW 

FIND COMFORT CONNECT FEEL GOOD ENTERTAIN UPDATE 
SOCIALLY 

Key 
Motivation 

Find fresh 
ideas during 
downtime 

Be updated Answers to 
questions 

Gain support & 
understanding 

Visual, buzzy 
content to 
share 

Heartwarming 
experience 

An amusing 
escape 

Entertaining, 
trending info 

Emotional 
Experience 

Relaxed & 
Inspired 

Roller Coaster 
of Emotions 

Focused & 
Motivated 

Frustrated & 
Anxious 

Happiness & 
Excitement 

Happiness & 
Relaxation 

Relaxed & 
Happy 

Relaxed & 
Happy 

Primary 
Outcome 

Primed for 
further action 

Armed with 
information 

Ready to act Understanding Entertained 
and ready to 
share 

Feeling 
cheered & 
inspired 

Replenished Reset after a 
mental break 

Content that 
fits best  

Informative, 
fun, inspiring 

Current & 
impactful 

Informative, 
credible 

Personally 
relatable 

Good for 
conversation/ 
social fodder 

Accessible & 
emotionally 
engaging 

Engaging 
stories/humor 

Catchy & 
current 

Format 
Tendency 

Shopping, 
listicle  

Search, 
information, info 
online, and 
articles/blog 
posts 

Search, 
information 
info online, 
and shopping 

Listicles, blogs Visual content, 
listicle 

Social media, 
slideshow, long 
video 

Video, online 
games 

Social media 

Frequency 22% 8% 12% 4% 5% 20% 15% 15% 

WITHIN EACH MOMENT, WE FIND 
DIFFERENT TYPES OF EXPERIENCES 



CONTENT MOMENTS VARY BY COUNTRY 
FEEL GOOD CONNECT ENTERTAIN SOCIAL FIND INSPIRE COMFORT BE-IN-THE-

KNOW 

WW Ave 20% 5% 15% 15% 12% 22% 4% 8% 

Spain 24% 5% 17% 14% 11% 20% 4% 6% 

Italy 16% 4% 13% 13% 18% 28% 3% 6% 

Brazil 20% 7% 13% 16% 11% 20% 4% 10% 

UK 18% 4% 15% 19% 11% 20% 4% 9% 

USA 19% 7% 15% 17% 9% 20% 6% 8% 

Canada 17% 5% 18% 17% 11% 19% 4% 8% 

Japan 27% 5% 14% 6% 7% 31% 4% 6% 

Germany 16% 5% 18% 17% 17% 14% 3% 10% 

Top ranking in that market 2nd ranking in that market 

No significant differences between smartphone & non-smartphone data cuts 



BUILDING OUR 
BRANDS 



HUFFPOST 
T H E  S TO RY 

2009 
named by 
Time on  
25 Best  
Blogs of 
the Year  
 
 
 
 
 
 
 
 

2005 
HuffPost is 
founded 

2008 
recognized  
for coverage 
US national  
elections and 
affecting 
discourse 

2006 & 2007 
named best US 
politics blog, as a 
source of 
conversation 
“beyond left and 
right” 
 
 
 
 
Launched the first 
ever HuffPost 
Sleep section 
 
 
 
Welcomed our first 
advertiser 

2013 
Rapidly 
expanded 
lifestyle  
content 
 

2014 
Became the  

#1 Publisher on 
Facebook 

 
 

Launched  
first ever agency 

content partnership 
 

2012 
became 
first digital 
news site 
to receive 
Pulitzer  
 
 
 
 
 Launched 

2015 
 

50/50 Video & HP24 
HuffPost Re-Design 

Real-Time News App 
HuffPost Highline 

2010 
pioneered 
industry-leading 
 
 
 
 
 
First native 
advertising 
campaign 
 
 
 
First branded 
content partner 

2011 
acquired  
by Aol 
 
 
 
 
 
Began 
international 
expansion 
 

Surpassed  
 
in domestic 
traffic for the first  
time 

1 5  E D I T I O N S .  

2 0 0 M  U N I Q U E  V I S I TO R S .  



200M UNIQUE VISITORS 
Canada 

United States 

Quebec 

Brazil 

Mexico 

United Kingdom 

France 

Spain 

Maghreb	
Morocco	

Algeria	

Germany 

Italy 

Greece 

Arabic 

Australia 

South Korea 

India 

China Japan 

A C R O S S  1 5  G L O B A L E D I T I O N S…  

…  I N  F R O N T O F  O V E R  6 0 %  O F  T H E  W O R L D ’ S  G D P 



A MODEL THAT TRAVELS 
L O C A L S I T E S .  L O C A L PA R T N E R S .  G L O B A L E X P E R T I S E .  G L O B A L I N N O VAT I O N .  

We build local international 
sites with local editorial teams 
creating content relevan to 
their market	

G
L

O
B

A
L
	 We act as a global netowork  

of innocation labs, sharing 
best practices and experimenting 
across markets	

We equip each local edition with 
our global brand, unified tech 
platform and digital and content 
best practices	

L
O

C
A

L
	

G
L

O
B

A
L
	 We form partnerships with  

top international media 
companies for monetization, 
brand value, traffic and  
market knowledge	

L
O

C
A

L
	



JULY 5, 2015  
After a much-anticipated referendum, Greece votes “no” to austerity measures proposed to them by Europe’s 
leaders, leaving the world wondering what is in store for Greece and the Eurozone.	

GLOBAL PERSPECTIVE 

Pavlos Tsimas, Radio & TV Journalist 
Έστιν ουν τραγωδία... 
(The Tragedy of the Greek Referendum)	

Manolis Glezos, Member of Syriza 
Το µέτρο είναι ο άνθρωπος 
(In Greece, People are the Measure)	

Manos Sifonios, Greek Lecturer  
Η πρώτη «ανάγνωση» στο αποτέλεσµα του 
δηµοψηφίσµατος (1st Reading of the Referendum)	

Ifigenia Kamtsidou, Professor 
Ο σπασµένος καθρέφτης της Ευρώπης 
(Europe’s Broken Mirror)	

Ioannis Karamagalis, Greek Radio Producer 
Εγκλωβισµένοι στα διλήµµατα 
(Greece Divided by Dilemma Once More)	

Neni Panourgia, Professor 
Γερµανοί! Διαβάστε λίγο Χέγκελ 
(Dear Germans: Read some Hegel!)	

Magdalena Karalis, Teen Blogger 
Κάλεσµα στην Ελλάδα 
(An Appeal to Greece)	

Dmitris Katsikas, Professor 
Το τελευταίο λάθος µιας λανθασµένης διαπραγµάτευσης 
(The Final Mistake of a Bad Negotiation)	

G R E E C E  

L O C A L  P E R S P E C T I V E S  F O R  G L O B A L A U D I E N C E S  
How France’s National Front Looks to 
Capitalize on the Greferendum 
 

What Greece’s “NO” Vote Reveals About 
the Rest of Europe’s Youth 

F R A N C E  

Here’s The Truth About Greece That Many 
Germans Won’t Like to Hear 
 

Young Greeks Aren’t The Only Only Ones 
Losing Faith in Europe 

G E R M A N Y 

Not Without Greece 
 

Why Is It So Hard for the European Union to 
Act Like a Federal Body? 
 

The Euro in Flames 

S PA I N  

Merkel and Hollande, The Future of Greece 
(and Europe) is Now in Their Hands 
 

Angela’s Ashes and Tsipras’s Attributes 
 

The End of the European Canon 

I TA LY 

W E  P R O V I D E  A U T H E N T I C  P E R S P E C T I V E S  O N  G L O B A L E V E N T S  



CONTENT + DATA 

Original blog 
appears on  

Le Huffington 
Post (France) 
where team 
notifies other 

editions of viral 
blog.	

DAY 1	

Published in 
US, UK, Canada, 

Brazil	

DAY 2	

Published in 
Germany, Italy, 
Korea, Greece	

DAY 3	
Published in 

Spain	

DAY 4	

2M+  
Global Page Views 

 
650K+  

Global Social  
Actions & Referrals	

DAY 7	

First day 
hour by 

hour PVs 	

R E A L - T I M E  P E R F O R M A N C E  TO O L S  M O N I TO R  H U F F P O S T C O N T E N T A R O U N D  T H E  W O R L D  

Published in 
Japan	

DAY 5	

D ATA D R I V E S  G L O B A L C O N T E N T  C O L L A B O R AT I O N  



GLOBAL NATIVE 

P R O D U C T  
 
 
 

P R O C E S S  
 
 
 

N AT I V E  AT  H U F F P O S T  I S :  
 
+ A d v e r t i s e r  s p o n s o r e d  
+ Transparent 
+ Authentic to the platform, reader and brand	

Our guided native content creation process allows brands 
to become storytellers and connect to HuffPost global 
audiences.  

P A R T N E R 	
1 

I D E A T E 	
2 

C R E A T E 	
3 

C O N N E C T 	
4 

L O C A L S TO R I E S  F O R  W O R L D - C L A S S  B R A N D S  



BUILDING OUR 
CLIENTS’ 
BRANDS 






