
“There was no deflation or 
inflation in January”

What can we learn from content that either did or did not do well?  This headline was one of the least read Yle news 
articles in 2016 (in Finnish “Tammikuussa ei ollut deflaatiota eikä inflaatiota”). 



How to Turn Data into
Actionable Insight?



Audience editor, WTF?
I work as audience editor for the news and current affairs department in the Finnish 
Broadcasting Company (Yle). I am using most of my time to sit in newsrooms or 
meetings trying to show concrete ways of how data helps make content better and 
how to turn it into actionable insight.

It is a new role that I started in Jan 2017. I have a long experience in managing and 
producing journalism in digital & social.

I’m part of a four-person aucience insights team in a news organization of about a 
thousand people. We co-operate with a small group of other audience and analytics 
experts in the company. 

Questions?

kalle.pirhonen@yle.fi

If you are interested in learning more, please check my (mostly 
Finnish language) blog: facebook.com/numeroidentakaa.

Kalle Pirhonen, audience editor, News and Current Affairs Dept, 
Finnish Broadcasting Company

mailto:kalle.pirhonen@yle.fi


Journalism
& measuring success in a digital 
environment
News and Current Affairs, Finnish Broadcasting Company.





Data is useless without clear goals. “Let’s 
make better web stories” is not a clear goal.

Don’t make the goals too many.

Within Yle we have a big strategic goal in 
2018 to increase time spent by under 
45-year-olds in our web services so that 
these people who broadcast struggles to 
reach would also in the future feel they get 
something in return for the tax they are 
paying (Yle is funded by tax).

This said, time spent is not an entirely 
unproblematic thing to measure. E.g. news 
notifications on your mobile screen can do 
what it they are supposed to in 0,5 seconds...

We also measure values like “Finns 
appreciate Yle” by survey. All platforms 
contribute to these goals.

A good goal is measurable and can be 
genuinely contributed to on all levels.

A good goal does not always have to be 
growth or big numbers. It depends on what 
you like to achieve.



Data’s role in 
strategy?

Here’s one way of 
looking at it.



Know your audience
– what does that even mean?

An age group is not really an audience. You cannot average people.

Motives are more interesting: why they are doing what they are doing.

“Audience” can be a fragile bubble that exists only for a short moment in time. 
Data might not even see it.



That said, learn to look 
outside your own bubble 
even though the tools are not 
perfect (they are getting 
better all the time).

Example: Budget 
negotiations are starting, 
what kind of content should 
you be doing in your team? 
What different point of views 
are there?

Kuvalähde: Älykäs data ja asiakkuus, Yle Julkaisut 



What connects Facebook 
content that did not meet 
your goals in terms of 
demographics or traffic?

Do more of the stuff that 
succeeded well and vice 
versa. Learn from the 
not-so-good stuff.

Source: Facebook



This native FB video (with organic 1M reach) contributed heavily 
to our destination site strategy: 45K clicks to the article that 
otherwise would probably not have been read that much.



Dashboard – the number 
one analytics tool for a 
journalist (and boss) in Yle

The web browser based Dashboard was taken into use in 
2016 because we wanted to be able to measure time spent 
and stop staring at just clicks. The tool is used actively in our 
newsroom and elsewhere in Yle. 

With the tool you can look at individual articles or videos and 
web services as a whole, or the performance of a team or a 
bigger unit. It also includes our goals and their development.

For web measurement we also use Chartbeat and Comscore, 
and for social EzyInsights and CrowdTangle.

Dashboard does not include broadcast data.

Dashboard was built in the news and current affairs 
department and is now run by the company’s Smart Data and 
Audience Insight team.



A lot of clicks is 
not always a lot 
of reading time

90 000 pageviews resulted in less reading 
time than 56 000 pageviews.



Examples
● We could look at what connects the 

stories that have been read specifically 

by the young (we have a Predictor tool 

for this, provided by Yle’s Smart Data 

and Audience Insight team).

● We could look at what connects stories 

that people have spent most time on 

reading (=good storytelling).

TOP stories in time spent (2016): E.g. two of these stories are 
connected by the fact that they tell a story of someone who lives or 
lived outside the society, outside the norm (a hermit & a burglar). Can 
we use this knowledge in the future? 

“Would you have what it takes to be a 
practical nurse – take a test”



Examples
● We could look at an individual journo’s most read 

and least read web stories from his or her career 

at Yle and discuss what connects those stories.

● We could look at what connects the most read 

and the least read stories in a team (politics, 

culture, sports etc) or our whole news 

organisation.

● We could look at what connects any of our 

product’s successes and failures and discuss how 

to rethink strategy, concept. 

“There was no inflation or deflation in January” 

Here are examples of the headlines of about 
600 of our least read web stories (500 page 
views) from 2017: They have too difficult words 
in them, they describe a process, they are far 
from people’s everyday lives etc.



Examples

● We could look at what connects 

stories read mostly by men or 

women.

● We could look at an individual 

journo’s or team’s web or 

Facebook or web video analytics 

and discuss what connects the 

successes and the failures.

Stories (the ones that have most reading 
hours) that have been read especially by 
women: family, children etc.

Stories that have been read especially by men: 
sports, cars etc.

Stories with most Facebook 
traffic: what connects them 
(many things: a certain type of 
topic, angle, headline etc). 
During the week of Turku 
terror attack, ⅓ of all traffic to 
our news web content came 
from social. 

50% of the viewers left the 
video at 20 seconds. Why?



Esim. informoiva, vaalien 
tulospalvelu, demokratia, 
tasa-arvo, viihdyttäminen, 
Euroviisut

The BIG picture of how Yle sees data: goal is to understand 
customers via interaction

Customer 
profile Metadata

User context Content context

Motives Platform

CUSTOMER CONTENT

INTERACTION

Purpose

i.e. user history, 
demographics, 

i.e. spending time, 
entertainment, learning

i.e. weather, location, social 
context

i.e. length, keywords, pictures, 
mediatype

i.e. cultural context (language etc)

i.e. informative, education, 
entertainment

Source: Head of Customer Experience Jaakko Lempinen, Yle

Smart Data and Audience Insight



The end

The best advice for people working 
with data in a newsroom?

NO jargon. Be concrete. Lots of 
examples.

Repeat, repeat, repeat. Get sick and 
tired of repeating, then get over it 
and continue repeating. 

Questions?

kalle.pirhonen@yle.fi

facebook.com/numeroidentakaa

mailto:kalle.pirhonen@yle.fi

