
  

  

  

  

  

  

  

The  Cambodia  Daily’s  Digital  Strategy  

By  Joshua  Wilwohl  /  November  27,  2014  

Online  editor,  The  Cambodia  Daily  

Graduate  student,  Birmingham  School  of  Media  

  

—  

  

Prepared  for  Paul  Bradshaw  

Course  leader,  online  journalism,  Birmingham  School  of  Media  

Visiting  professor,  online  journalism,  City  University  London  

  

  

  

  

  

  

  

  

1  



  

  

  

  

  

  

  

Notes  

Some  of  the  30-day  period  analytics  discussed  in  this  report  include  breaking  news.  The  

difference  in  pageviews  and  users  between  a  30-day  period  with  breaking  news  versus  one  

without  averages  about  75,000  and  5,000,  respectively.  Periods  with  breaking  news  carry  a  B  

in  the  footnote.  
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All  experiments  discussed  in  this  report  were  carried  out  by  the  author.  
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Background  

The  Cambodia  Daily  (The  Daily),  published  six  days  a  week,  Monday  to  Saturday,  has  

used  WordPress  as  its  content  management  system  (CMS)  since  October  2012,  when  the  

newspaper  first  launched  its  website.  The  website  launched  using  a  slightly  modified  

WordPress  theme.   As  an  editorial  directive,  guided  mostly  by  uncertainty  after  being  1

print-only  for  20  years,  only  select  stories  from  the  day’s  newspaper  were  posted,  starting  at  

9:30  a.m.  These  stories  kept  the  same  headlines;;  there  was  no  social  media;;  no  breaking  

news;;  no  same-day  content;;  very  little  multimedia  (only  pictures).  Launch  day  drew  about  

4,000  people.   The  site  steadily  grew  its  audience  by  the  thousands  over  the  next  few  days,  a  2

lot  credited  to  hype.  

Then,  on  October  15,  2012,  Cambodia’s  king-father,  Norodom  Sihanouk,  died.  The  

decision  was  made  to  post  a  story  the  same  day.  It  drew  pageviews  of  about  40,000.   But  3

following  this  day,  the  directive  of  selective  stories  remained.  The  audience  continued  to  grow  

over  six  months,  however,  and  there  became  a  demand.  Mobile  readership  increased  to  take  

about  one-third  of  all  readership  and  the  editors  as  well  as  the  publisher’s  office  agreed  to  

launch  a  mobile  edition.  

In  the  months  that  followed  in  2013,  the  increased  readership,  demand  and  

competition  resulted  in  a  change  in  the  editorial  directive:  All  news  stories  could  go  online  and  

a  social  media  campaign  (Twitter  and  Facebook)  could  begin  to  promote  those  stories.  

Posting  time  was  moved  to  9  a.m.,  and  only  very  big  breaking  news  stories  could  be  posted  

on  the  same  day.  Social  media,  however,  would  not  be  present  on  the  website  itself,  and  the  

content  would  be  placed  behind  a  paywall.  A  Khmer-language  edition  also  was  launched  

1  See  Appendix  A  
2  Google  Analytics.  October  2,  2012.  Accessed  November  15,  2014.  www.google.com/analytics.  
3  Google  Analytics.  Accessed  November  15,  2014.  www.google.com/analytics.  
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online.  This  directive  continued  for  months,  with  tweaks  to  the  website’s  design  to  make  it  

clean  and  attractive  to  readers.    

Then,  in  September  2013,  a  new  strategy  was  implemented  to  begin  a  mobile-first,  

responsive  redesign  of  the  website  in  order  to  accommodate  burgeoning  mobile  readers.      4 5

The  redesign  would  include  social  media  and  multimedia  slots,  however,  they  would  not  be  a  

priority.  The  redesign  launched  in  February  2014  and  pageviews  as  well  as  users  in  the  

months  that  followed  grew  by  100,000+  and  2,000+,  respectively.   Paid  subscribers  also  6

increased,  and  more  breaking  news  stories  were  published.  At  one  point,  monthly  views  

topped  about  800,000.     7

In  September/October  2014,  the  editorial  directive  was  renegotiated  with  more  input  

from  the  digital  team  and  it  was  decided  to  redesign  and  update  the  website  with  priority  on  

engaging  readers.   This  included  a  change  in  social  media  strategy;;  more  same-day  and  8

multimedia  content,  including  breaking  news;;  posting  times  and  the  redesign;;  a  new  platform  

(newsletter);;  and  search  engine  optimization.  

The  result  has  been  a  slow,  but  noticeable  increase  in  both  monthly  users  and  

pageviews.  The  average  time  spent  on  The  Daily’s  website  remains  at  2.3  minutes  with  an  

average  bounce  rate  of  53  percent,  and  returning  visitors  at  56  percent.   9

Social  Media  Strategy  

A  prior  directive  was  to  tweet  only  the  headlines  of  stories  and  the  links  to  them.  Same  

with  Facebook  posts.  There  were  no  share  options  on  the  website.  The  tweets  received,  on  

4  Joshua  Wilwohl.  The  Cambodia  Daily:  Print  to  Digital.  April  2014.  Digital  News  Design  conference.  
Singapore,  Singapore.  www.wilwohl.com/thedaily.  
5  See  Appendix  B  
6  Google  Analytics.  Accessed  November  15,  2014.  www.google.com/analytics.  
7  B  Google  Analytics.  May  1,  2014,  to  May  31,  2014.  Accessed  November  15,  2014.  
www.google.com/analytics.  
8  See  Appendix  C  
9  B  Google  Analytics.  January  1,  2014,  to  November  16,  2014.  Accessed  November  25,  2014.  
www.google.com/analytics.  
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average,  one  to  two  retweets,  and  one  favorite.   Facebook  analytics  show  each  post  shared  10

on  The  Cambodia  Daily’s  page  received  about  400  to  850  views,  15  likes  and  two  shares.   11

Social  is  the  third-largest  driver  of  traffic  to  The  Daily’s  website,  but  also  has  the  highest  

bounce  rate.  

With  the  February  2014  redesign,  share  buttons  were  added  at  the  bottom  of  articles,  

and  with  an  October  2014  update,  they  were  moved  to  be  more  prominently  displayed  on  

article  pages.      On  September  25,  2014,  it  was  decided  to  end  tweets  and  Facebook  posts  12 13

with  only  headlines  and  begin  more  engaging  tweets  and  posts.   Tweets  would  contain  14

quotes  from  sources  in  articles;;  pictures  or  videos  with  tweets;;  short  blurbs  about  the  article;;  

stand-out  facts  within  the  article;;  numerals;;  hashtags;;  and  callouts.  It  also  was  decided  to  

space  out  tweets  by  30  minutes  to  one  hour  from  about  every  15  to  75  minutes.  It  also  was  

decided  to  continue  not  to  break  news  on  Twitter  unless  there  was  an  article  to  go  with  the  

tweet.  Facebook  posts  would  include  blurbs  about  the  article,  with  quotes,  important  facts  

and/or  pictures  and  videos.  The  same  breaking  news  strategy  for  Twitter  was  carried  over  to  

Facebook.  Also,  when  possible,  tweets  and  posts  would  be  kept  below  100  characters  and  a  

colon  was  added  before  a  link  for  clarity.    

During  the  30-day  period  between  September  25,  2014,  and  October  24,  2014,  tweets  

received  about  twice  as  many  retweets  and  favorites  than  before.   Looking  at  monthly  data  15

from  October  2014,  there  were  137  tweets;;  382  retweets,  which  had  a  reach  of  211,100;;  378  

mentions,  which  had  a  reach  of  763,500;;  19  replies  and  147  favorites.   Compared  to  the  first  16

10  Found  analyzing  Twitter  stream  of  The  Cambodia  Daily.  November  15,  2014,  to  November  16,  2014.  
11  Found  analyzing  Facebook  administrative  panel  for  The  Cambodia  Daily  Facebook  page.  November  15,  
2014,  to  November  16,  2014.  
12  Joshua  Wilwohl.  Cambodia  Daily  Web  Design  Update.  October  9,  2014.  http://wilwohl.com/hypertext/  
cambodia-daily-web-design-update/.  
13  See  Appendix  D  
14  See  Appendix  E  
15  Found  analyzing  the  Twitter  stream  of  The  Cambodia  Daily.  November  15,  2014,  to  November  16,  2014.  
16  Cambodia  Daily.  SumAll.  October  1,  2014,  to  November  1,  2014.  www.sumall.com/now.  

5  



month  that  data  was  collected,  June  2014,  some  numbers  were  higher:  141  tweets;;  196  

retweets,  which  had  a  reach  of  123,000;;  422  mentions,  which  had  a  reach  of  507,400;;  15  

replies  and  65  favorites.   The  averages  for  each  between  June  2014  and  September  2014  (a  17

total  of  three  months)  are:  519  tweets;;  938  retweets,  with  a  reach  of  882,300;;  1,700  mentions,  

with  a  reach  of  2.32  million;;  63  replies  and  347  favorites.     18

Following  the  September  2014  changes,  the  most  engaging  tweets,  excluding  

breaking  news,  which  carries  BREAKING  before  a  tweet,  appeared  to  be  ones  that  contained  

quotes  from  a  source  in  the  article  or  callouts.  Multimedia  tweets  appeared  second,  followed  

by  ones  that  contained  a  short  description  of  the  story.  Some  articles  were  tweeted  twice  for  

experimentation  purposes,  each  using  a  different  method,  such  as  without  a  picture  versus  

with  a  picture  and  only  the  headline  versus  a  quote  within  the  story.  In  both  those  instances,  

the  latter  tweets  were  more  popular.  Also,  for  the  first  time,  readers  began  to  tweet  back  to  

The  Daily  often,  adding  their  own  commentary  about  the  story  to  the  original  tweet.  Twitter’s  

usage  in  Cambodia  is  small  compared  to  other  countries,  but  Twitter  is—on  average—the  

fourth-largest  driver  of  traffic  to  The  Daily’s  website,  accounting  for  3.38  percent  of  total  traffic.

  19

For  Facebook,  over  the  same  30-day  period,  September  25,  2014,  to  October  24,  

2014,  posts  received  only  a  couple  hundred  more  views  (likely  the  result  of  Facebook  

algorithms),  but  some  posts  did  receive  more  shares  and  likes,  averaging  about  10  to  15  

more  each.   The  total  number  of  sessions  referred  from  Facebook  during  the  same  30-day  20

17  Cambodia  Daily.  SumAll.  June  1,  2014,  to  July  1,  2014.  www.sumall.com/now.  
18  Cambodia  Daily.  SumAll.  June  1,  2014,  to  September  1,  2014.  www.sumall.com/now.  
19  Google  Analytics.  January  1,  2014,  to  November  16,  2014.  Accessed  November  17,  2014.  
www.google.com/analytics.  
20  Found  analyzing  Facebook  administrative  panel  for  The  Cambodia  Daily  Facebook  page.  November  15,  
2014,  to  November  16,  2014.  
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period  was  19,235.   It  was  the  largest  number  of  sessions  referred  from  Facebook  since  May  21

2014.   For  example,  compared  to  the  previous  30-day  period,  from  August  25,  2014,  to  22

September  24,  2014,  the  number  of  sessions  increased  by  3,848.   Facebook  is  very  popular  23

among  Cambodians,  but  most  appear  to  look  for  news  on  Facebook  in  their  native  language.

  The  Daily’s  Khmer-language  edition  online  helps  with  this  and  some  users  who  click  on  the  24

Khmer  version  of  the  article  link  through  to  the  English  version.  Facebook,  including  mobile  

and  link  shim,  is—on  average—the  third-largest  driver  of  traffic  to  The  Daily,  accounting  for  

9.27  percent  of  total  traffic.   25

Based  off  of  these  results,  it  appears  the  new  social  media  strategy  is  working,  though  

it  may  be  too  early  to  tell.  There  also  remains  challenges:  brevity  is  difficult  (sacrificing  clarity);;  

importance  versus  timing  (what  articles  are  tweeted/posted  first  and  how  often);;  and  breaking  

news  (waiting  for  a  published  story  versus  tweeting/posting  without  a  story).  These  three  

remain  a  continued  debate  in  the  newsroom.  In  one  instance,  the  lack  of  attribution  to  a  

headline  that  was  cut  to  fit  Twitter’s  140  character  count  resulted  in  a  retraction  of  that  tweet  

despite  the  fact  that  when  the  tweet  was  opened,  the  headline  with  attribution  as  well  as  

readout  was  displayed.  Another  debate  is  the  use  of  shortened  words,  such  as  btwn  

(between),  w/  (with)  and  b/c  (because),  and  use  of  punctuation,  particularly  when  English  is  

not  the  first  language  for  some  of  The  Daily’s  readers.  Timing  does  not  become  too  much  of  a  

debate,  as  tweets  and  posts  follow  the  flow  of  the  newspaper:  Front-page,  top  story  tweeted  

21  Google  Analytics.  September  25,  2014,  to  October  24,  2014.  Accessed  November  17,  2014.  
www.google.com/analytics.  
22  Google  Analytics.  May  25,  2014,  to  September  24,  2014.  Accessed  November  17,  2014.  
www.google.com/analytics.  
23  Google  Analytics.  August  25,  2014,  to  September  24,  2014.  Accessed  November  17,  2014.  
www.google.com/analytics.  
24  Joshua  Wilwohl.  Demand  for  Khmer  Script  Increases  With  Social  Networks.  The  Cambodia  Daily.  
November  15,  2014.  http://www.cambodiadaily.com/news/  
demand-for-khmer-script-increases-with-social-networks-72405/.  
25  Google  Analytics.  January  1,  2014,  to  November  16,  2014.  Accessed  November  17,  2014.  
www.google.com/analytics.  

7  



first,  followed  by  a  below-the-fold  story,  then  the  first  national  story  and  so  on.  But,  for  

example,  when  analytics  display  a  last-page  national  article  performing  better  than  a  

front-page  national  article,  debate  ensues  on  how  important  it  is  to  tweet  or  post  that  story  

before  others.    

Breaking  news  via  tweets  and  posts  remains  the  most  debated  topic.  The  debate  is:  

When  tweeting  or  posting  on  Facebook  breaking  news  before  an  article  is  published  on  The  

Daily’s  website,  (1)  traffic  is  not  directed  back  to  The  Daily  and  (2)  competing  news  agencies  

may  receive  word  of  the  news  item  and  know  an  article  is  imminent.  While  these  concerns  are  

well  established,  being  first  in  the  era  of  digital  (no  matter  what  the  platform)  must  be  

considered,  particularly  when  competitors  live  tweet  or  live  post  on  Facebook  breaking  news  

items  before  a  complete  story  is  published.  Experiments  must  be  conducted  to  see  if  it  in  fact  

would  detract  readers  from  clicking  on  a  second  tweet  or  post  that  has  a  link  to  a  story.  

Same-Day  and  Multimedia  Content  

During  the  same  month  of  switching  the  social  media  strategy,  The  Daily  also  began  to  

produce  more  same-day  news  content,  such  as  breaking  news,  and  multimedia.  The  Daily’s  

website  is  mostly  the  day’s  newspaper  articles  online.  There  is  little  difference  between  the  

two  products.  This  is  slowly  changing  as  there  becomes  more  demand  from  readers  for  more  

content  online,  particularly  multimedia.    

On  June  4,  2014,  The  Daily  introduced  Daily  Notes,  a  section  dedicated  to  brief  (75  to  

150  words)  stories  about  news  items  happening  in  real-time.  Each  post  attracted  about  500  to  

800  pageviews.   But  after  about  three  months,  Daily  Notes  was  abandoned  because  of  (1)  26

staffing  and  (2)  the  difficulty  in  determining  what  news  items  should  fall  under  this  category:  Is  

it  good  enough  for  the  newspaper?  Will  it  result  in  losing  print  readers?  Too  much  time  

26  Google  Analytics.  June  4,  2014,  to  September  15,  2014.  Accessed  November  15,  2014.  
www.google.com/analytics.  
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became  wasted  as  a  result  of  (2)  that  Daily  Notes  stories  became  infrequent.  As  a  result,  it  

was  decided  to  end  the  section  with  the  October  design  update  and  focus  on  stories  for  the  

next  day’s  newspaper  and  breaking  news.  

Breaking  news  is  now  published  within  an  hour  (sometimes  30  minutes)  of  hearing  

about  a  news  event.  Breaking  news  at  first  streamed  across  a  bar  positioned  below  the  

banner  on  the  homepage,  but  October’s  design  update  moved  breaking  news  to  become  a  

fixed,  transparent  div  that  stays  at  the  top  of  a  reader’s  screen  as  he  or  she  scrolls.   It  stays  27

in  this  spot  for  between  two  to  three  hours  before  it  is  moved  to  the  day’s  top  spot.  This  

change  has  seen  a  slight  increase  of  about  1  percent  in  clicks  to  breaking  news  stories  from  

the  homepage.  Site  traffic  spikes  by  about  double  once  these  articles  are  posted,  usually  

between  12,000  and  30,000  pageviews  in  a  24-hour  period.        28 29

The  most  recent  experiment  with  same-day  content  by  The  Daily,  conducted  on  

November  18,  2014,  was  labeling  a  news  item  as  “latest”  instead  of  breaking.  This  was  done  

because  the  news  item  occurred  in  the  early  hours  of  the  morning  and  was  not  posted  until  

hours  later.  The  article  stayed  fixed  below  the  header  but  above  the  day’s  main  content  for  

most  of  the  day.   The  news  item  was  a  fire  in  Siem  Reap  City  that  killed  five  people,  including  30

an  Australian  national,  and  injured  two  more.   Though  this  was  done  only  once,  there  was  no  31

difference  in  pageviews  or  users  compared  to  an  article  labeled  as  breaking.   This  calls  into  32

question  whether  labels  other  than  breaking  and  update  to  breaking  are  necessary,  as  most  

users  appear  to  find  the  articles  anyway.  

27  See  Appendix  F  
28  Monitored  from  May  2014  to  August  2014.  Google  Analytics.  Accessed  November  15,  2014.  
www.google.com/analytics.  
29  See  Appendix  G  
30  See  Appendix  H  
31  Saing  Soenthrith.  Five  Killed  in  Fire  at  Siem  Reap  Nightclub.  The  Cambodia  Daily.  November  18,  2014.  
www.cambodiadaily.com/news/five-killed-in-siem-reap-nightclub-fire-72551.  
32  Google  Analytics.  November  18,  2014.  Accessed  November  19,  2014.  www.google.com/analytics.  
Pageviews  reached  17,368.  Users  reached  9,095.  /  See  Appendix  I  

9  



In  another  experiment,  conducted  between  November  5,  2014,  and  November  7,  

2014,  The  Daily  created  an  interactive,  multimedia  map  for  Cambodia’s  Water  Festival.   The  33

map  was  the  first  interactive,  real-time  feature  on  The  Daily’s  website.  It  was  updated  live  by  a  

reporter  from  his  smartphone  as  he  walked  around  the  festival  for  three  days.  The  map  

showed  what  streets  were  open  and  closed;;  where  motorists  were  detoured;;  where  motorists  

could  park;;  and  points  of  interest  (attractions).  It  also  included  pictures  and  videos  of  some  of  

the  mapped  points.  The  feature  was  well  received  and  promoted,  receiving  607  total  

pageviews,  and  it  ranked  as  the  website’s  seventh  most-viewed  page  during  the  three  days.   34

Better  placement  of  the  map  on  the  homepage  as  well  as  better  planning  in  general  of  the  

feature  could  have  helped  increase  its  popularity.    

In  another  experiment,  The  Daily  introduced  a  special  online  feature  that  was  designed  

as  a  separate  page.   The  feature  was  a  short  story  about  Cambodia  written  by  35

Massachusetts  Institute  of  Technology  professor  and  novelist  Alan  Lightman  and  illustrated  by  

a  local  artist.  Instead  of  placing  this  story  within  The  Daily’s  usual  online  article  format,  it  was  

broken  out,  split  into  sections  and  promoted  on  the  homepage.  The  feature  stripped  away  

everything  on  the  page  but  the  text,  included  a  large  headline,  a  fixed  navigation  and  split  the  

sections  with  the  illustrations  to  create  an  e-book-like  format.  It  was  launched  November  3,  

2014.  Between  that  date  and  November  16,  2014,  the  feature  received  510  pageviews,  and  

the  average  time  spent  on  the  page  was  3  minutes  and  44  seconds.   Similar  projects  in  the  36

future  could  be  better  planned  and  advertised  to  increase  popularity.  For  example,  one  idea  

was  to  animate  the  illustrations,  but  time  restraints  made  this  not  possible.  

33  Joshua  Wilwohl  and  Khuon  Narim.  Interactive  Water  Festival  Map.  The  Cambodia  Daily.  November  5,  
2014  to  November  7,  2014.  www.cambodiadaily.com/waterfestivalmap.  
34  Google  Analytics.  Accessed  November  17,  2014.  www.google.com/analytics.  
35  Reprisals.  A  short  story  by  Alan  Lightman.  Web  design  and  programming  by  Joshua  Wilwohl.  November  
3,  2014.  www.cambodiadaily.com/repirsals.  
36  Google  Analytics.  Accessed  November  17,  2014.  www.google.com/analytics.  
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Multimedia  (mostly  video),  introduced  on  October  27,  2014,  remains  a  challenge.  The  

Daily  uses  YouTube  to  host  its  video  and  embeds  them  on  The  Daily’s  article  pages  and  

homepage  using  modified  CSS  to  strip  videos  of  YouTube’s  branding  and  make  them  

responsive.  Videos  embedded  only  on  article  pages  receive  hardly  any  views.  The  Daily’s  first  

video,  Villagers  Losing  Land  March  to  PM’s  House,  received  35  views  on  its  first  day.  As  of  

November  15,  2014,  it  received  72  views.  Since  the  first  video,  four  of  the  five  other  videos  

produced  received  similar  results.  One  video,  Phnom  Penh’s  Beloved  Water  Festival  Returns,  

received  150  views  on  the  first  day,  November  6,  2014,  and  193  views  on  the  second,  

November  7,  2014.  As  of  November  15,  2014,  it  received  553  views.   This  video’s  higher  37

views  can  be  credited  to  the  fact  that  it  was  embedded  on  The  Daily’s  homepage  on  

November  6,  2014,  and  into  November  7,  2014,  and  could  be  viewed  from  the  homepage  

without  clicking  into  an  article.  One  of  the  main  challenges  with  video  in  Cambodia  is  Internet  

speed.  At  times,  it  is  not  fast  enough  to  load  video  and  most  users  quit  or  drop  off  quickly  

when  watching  video.  

Posting  Times  and  Redesign  

One  of  the  biggest  challenges  for  The  Daily’s  website  had  been  (and  still  is)  the  time  to  

begin  posting  stories  from  the  day’s  newspaper.  When  the  website  first  launched,  posting  

times  were  random.  Stories  were  selected  by  editors  in  the  morning  and  then  those  stories  

were  posted  over  a  three-  to  four-hour  period,  beginning  at  9:30  a.m.  Peak  reading  times  

were  between  9  a.m.  and  11  a.m.  and  again  between  2  p.m.  and  4  p.m.   This  schedule  38

primarily  was  fueled  by  the  fear  of  losing  print  readers  and,  therefore,  advertisers,  as  the  print  

edition  of  The  Daily  is  the  main  source  of  revenue.  But  this  schedule—at  first—seemed  OK.  

37  Google  Analytics.  Accessed  November  15,  2014.  www.google.com/analytics.  
38  Google  Analytics.  October  2012  to  March  2013.  Accessed  November  15,  2014.  
www.google.com/analytics.  
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Readers  remained  steady  for  about  three  months,  averaging  about  100,000  pageviews  per  

30-day  period,  minus  the  rare  breaking  news  stories  at  the  time.    

By  December  2012/January  2013,  The  Daily  began  to  explore  the  option  of  a  paywall  

and  by  March  2013,  a  hard  paywall  was  put  in  place.  Readers  then  began  questioning  why  

every  news  story  was  not  published  online,  and  following  demand,  by  June  2013,  The  Daily  

started  posting  all  stories  (except  for  briefs)  to  the  website,  but  continued  to  stagger  the  posts,  

starting  this  time  at  9  a.m.,  with  a  hard  paywall  in  place.  The  paywall  offered  readers  only  the  

first  paragraph  of  a  story.  Backlash  soon  ensued  about  the  paywall  and,  by  July  2013,  a  

metered  paywall  of  10  free  articles  per  month  was  put  in  place  and  all  stories  (including  briefs)  

were  posted  at  9  a.m.  The  result  was  obvious,  and  pageviews  increased  by  about  100,000  

per  30-day  period.   39

A  local-language,  Khmer,  edition  online  was  launched  at  this  time.  It  followed  the  same  

article  posting  schedule,  and  clickthroughs  to  the  English  version  were  noticeable.  Pageviews  

increased  by  about  125,000,  and  pageviews  for  the  60-day  period  between  August  1,  2013,  

and  September  30,  2013,  reached  1.046  million.   This  schedule  of  posting  at  9  a.m.  40

continued,  and  every  30-day  period  thereafter  until  February  2014,  pageviews  averaged  

450,000.   Users  hovered  above  100,000  per  30-day  period.   Peak  times  changed  to  only  41 42

between  9  a.m.  and  11  a.m.   43

In  February  2014,  following  a  mobile-first,  responsive  redesign  to  accommodate  the  

large  increase  of  mobile  readers  (at  times  this  segment  was  about  half  of  all  readership),  it  

was  decided  to  begin  posting  all  stories  by  9  a.m.  The  redesign  included  a  JavaScript  paywall  

39  Google  Analytics.  Accessed  November  15,  2014.  www.google.com/analytics.  
40  B  Ibid.  
41  Ibid.  
42  Ibid.  
43  Ibid.  
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that  prevented  users  from  viewing  any  part  of  an  article  after  their  10  free  views  were  up.  The  

following  60-day  period  between  March  1,  2014,  and  April  30,  2014,  received  1.3  million  

pageviews.   Every  30-day  period  following  up  until  August  1,  2014,  pageviews  averaged  44

450,000-plus.   Users  hovered  above  100,000  per  30-day  period.   45 46

But  in  August  2014  and  September  2014,  pageviews  dropped—at  times  by  

300,000—and  users  fell  below  100,000.   It  is  important  to  note,  however,  that  the  number  of  47

users  did  not  change  as  drastically  as  the  number  of  pageviews,  as  it  was  seen  in  October  

2014.   The  reason  for  the  drops  could  be  credited  to  increased  competition—a  new  48

English-language,  government-friendly  newspaper,  The  Khmer  Times,  launched  in  May  2014  

and  appears  to  be  gaining  readership  in  print  and  online,  and  The  Daily’s  main  competitor,  

The  Phnom  Penh  Post,  appears  to  be  good  at  marketing  their  product  and  engaging  the  

community.  

On  October  9,  2014,  The  Daily  rolled  out  its  first  website  update  since  the  February  

redesign.  It  included  more  articles  on  the  homepage  with  more  slots  for  multimedia.  At  this  

time,  it  also  was  decided  to  begin  updating  the  website  at  6:30  a.m.  This  was  decided  for  two  

reasons:  (1)  reach  more  readers  in  the  country  and  overseas;;  and  (2)  make  sure  the  morning  

newsletter  and  social  media  are  sent  early  and  updated.  Pageviews  and  users  began  to  

increase  again  for  the  first  time  since  August  2014,  when  they  fell  below  400,000  and  

100,000,  respectively.   From  October  9,  2014,  to  November  8,  2014,  pageviews  increased  by  49

about  20,000,  to  about  400,000,  over  the  September  9,  2014,  to  October  8,  2014,  period,  and  

44  B  Google  Analytics.  Accessed  November  15,  2014.  www.google.com/analytics.  
45  B  Ibid.  
46  B  Google  Analytics.  Accessed  November  15,  2014.  www.google.com/analytics.  
47  Ibid.  
48  Users  fell  to  90,000  August  1,  2014,  to  August  31,  2014,  and  to  88,000  September  1,  2014,  to  September  
30,  2014.  Users  increased  to  108,000  October  1,  2014,  to  October  31,  2014.  Google  Analytics.  Accessed  
November  16,  2014.  www.google.com/analytics.  
49  Google  Analytics.  Accessed  November  16,  2014.  www.google.com/analytics.  

13  



users  increased  by  11,000,  to  about  109,000.   It  should  be  noted  that  the  number  of  users  50

was  about  the  same  to  the  number  of  users  every  30-day  period  between  May  2014  and  July  

2014,  when  pageviews  reached  between  600,000  and  800,000.   This  suggests  some  users  51

were  not  returning  as  frequently  as  they  once  did  and/or  were  not  viewing  as  many  articles  as  

they  once  did.  Peak  reading  times  also  changed  to  reflect  the  early  update:  8  a.m.  to  11  a.m.,  

adding  an  extra  hour  on  the  previous  period.   This  extra  hour  likely  accounted  for  the  52

additional  pageviews  and  users.    

The  challenge  now  is  to  make  sure  this  increase  continues,  and  this  could  mean  an  

even  earlier  posting  time.  It  also  means  increasing  engagement,  as  it  appears  users  are  

becoming  less  engaged  with  the  website  and  leaving  faster  than  expected.  While  this  is  done  

with  design  and  programming  tweaks,  such  as  adding  related  stories  at  the  end  of  articles,  

more  must  be  done.  This  could  include  a  comments  section;;  live  chats  with  editors  and/or  

reporters;;  live  coverage  of  news  events;;  better  public  outreach,  such  as  polls,  or  input  via  

social  networks ;;  and  user-generated  content.  Also,  using  The  Daily’s  print  product  to  53

highlight  its  digital  product,  such  as  offering  teasers  in  print  to  website  content,  could  help.    

The  Newsletter  

On  September  29,  2014,  The  Daily  introduced  a  newsletter,  The  Cambodia  Daily  

Morning  Report,  delivered  via  email  at  8  a.m.  Monday  to  Saturday.  Since  then,  it  has  become  

popular,  with  a  current  subscriber  list  of  about  500,  and  averaging  three  to  five  more  signups  

daily.   It  offers  linked  headlines  and  the  first  paragraph  of  stories.  There  is  only  one  54

photograph  at  the  center  of  the  newsletter  with  a  readout  and  link  to  the  story.  Analytics  

50  Ibid.  
51  B  Google  Analytics.  Accessed  November  16,  2014.  www.google.com/analytics.  
52  Google  Analytics.  Accessed  November  16,  2014.  www.google.com/analytics.  
53  Betsy  Cameron  and  Vadim  Lavrusik.  Analysis:  How  News  Pages  Are  Keeping  Readers  Engaged.  
Facebook.  July  21,  2011.  www.facebook.com/notes/facebook-journalists/  
analysis-how-news-pages-are-keeping-readers-engaged/249876705024351.  
54  MailChimp.  Accessed  November  16,  2014.  www.mailchimp.com.  
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provided  by  the  newsletter’s  service,  MailChimp,  show  opens  and  clicks  above  the  industry’s  

average.  Opens  at  times  reach  as  much  as  72.5  percent,  but  average  45.5  percent,  while  

clicks  reach  as  much  as  25  percent,  but  average  12.4  percent.   The  industry  (media  and  55

publishing)  average  for  opens  is  16.7  percent,  while  clicks  is  3  percent.   The  Daily’s  analytics  56

show  email  is  an  increasing  driver  of  traffic,  but  still  remains  small  compared  to  direct  traffic  

and  social  media.  Between  September  29,  2014,  and  November  15,  2014,  email  was  the  

sixth-largest  driver  of  traffic  to  the  website.   It  remained  in  the  same  spot  that  it  did  in  early  57

2014,  but  the  number  of  users  from  email  increased.  As  mentioned  earlier,  the  newsletter  

likely  helped  contribute  to  the  increase  in  pageviews  and  users  from  October  9,  2014,  to  

November  8,  2014.    

The  current  debate  is  whether  8  a.m.  is  too  late  for  the  newsletter.  Some  news  

organizations  release  their  morning  report  as  early  as  6  a.m.   Cambodians—and  some  58

expatriates,  such  as  teachers  and  NGO  workers—tend  to  wake  up  very  early  and  an  earlier  

send  time  could  result  in  increased  users,  pageviews  and  newsletter  subscribers.  This  also  

could  assist  with  an  increase  in  overseas  traffic,  as  it  would  be  early  evening  on  the  East  

Coast  of  the  U.S.  (the  second-largest  country  by  readership  behind  Cambodia)  and  

mid-afternoon  on  the  West  Coast.  For  most  countries  in  Europe,  which  rank  much  lower  on  

the  readership  list,  the  times  are  either  late  night  or  early  morning,  which  is  unlikely  to  lead  to  

additional  readers.  

  

  

55  MailChimp.  Accessed  November  16,  2014.  www.mailchimp.com.  
56  Ibid.  
57  Google  Analytics.  Accessed  November  16,  2014.  www.google.com/analytics.  
58  Your  Wednesday  Briefing.  The  New  York  Times.  Adeel  Hassan  and  Victoria  Shannon.  April  23,  2014.  
www.nytimes.com/2014/04/23/us/your-wednesday-briefing.html?_r=0.  
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Search  Engine  Optimization  (SEO)  

The  Daily  rarely  uses  additional  search  engine  optimization  with  its  content  other  than  

the  SEO  options  already  provided  by  WordPress.  The  number  one  overall  driver  of  traffic  to  

The  Daily  is  organic  search.  It  accounts  for  49  percent  of  all  traffic.   Google  is  number  one,  59

totalling  93.92  percent  of  search  traffic,  followed  by  Yahoo!,  2.85  percent,  and  Bing,  2.27  

percent.   When  necessary  as  well  as  for  experimentation,  The  Daily  does  add  additional  60

SEO  data  to  its  homepage,  sections  and  articles.  For  example,  with  The  Daily’s  redesign  in  

February  2014,  metadata  descriptions  were  added  to  the  index.php  (homepage)  and  

categories.php  (sections)  to  help  improve  search  results.  Each  single.php  (individual  article  

page)  includes  metadata  for  Google,  Facebook  and  Twitter.  

These  changes  could  have  assisted  in  the  increase  in  readership  following  the  

February  2014  redesign  until  August  2014.  It  should  also  be  noted  that  The  Daily  is  filtered  

through  Google  News  with  subscription  in  parentheses  beside  each  headline.  With  more  

prominent  stories,  headlines  at  times  are  changed  to  include  Cambodia  in  them  for  

searchability,  though  it  does  not  appear  to  have  a  large  influence.  Based  off  of  analytics,  

between  February  1,  2014,  and  October  14,  2014,  only  about  15  articles  with  Cambodia  in  the  

headline  were  among  the  top  100  most-read  articles.   61

Summary  

The  Daily’s  current  online  strategy  is  preparing  the  newspaper  for  at  least  the  next  

three  years  as  Cambodia  undergoes  a  shift  in  the  media  industry  first  experienced  by  the  

Western  world  and  advanced  economies  more  than  four  years  ago.  Print  remains  strong  in  

Cambodia,  particularly  outside  of  the  country’s  urban  areas,  but  it  is  being  challenged  with  

59  Google  Analytics.  Accessed  November  16,  2014.  www.google.com/analytics.  
60  Google  Analytics.  July,  25,  2013,  to  November,  15,  2014.  Accessed  November  16,  2014.  
www.google.com/analytics.  
61  Google  Analytics.  Accessed  November  16,  2014.  www.google.com/analytics.  
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digital  products.  The  country  practically  skipped  the  computer  generation  and  went  straight  to  

mobiles,  laying  the  foundation  for  a  disruption.  Every  six  months,  more  Cambodians  are  going  

online,  signing  up  for  social  networks,  playing  games,  buying  digital  products  and  looking  for  

news.  The  experiments  conducted  by  The  Daily  over  the  past  year,  and  in  particular,  the  past  

three  months,  shows  the  newspaper  is  staying  ahead  when  it  comes  to  digital.  But  more  

experimentation  must  be  done  with  a  focus  on  finding  ways  to  increase  and  engage  readers,  

which  in  turn  would  help  generate  revenue.  
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