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the problem…

Private & Confidential. Not for re-distribution.



Most publishers have undergone multiple  round of 

cost cuts…

To survive, they need to attract and retain users  by 

publishing high quality content.

They also need to find more avenues to generate  incremental

revenues.

All while maintaining sustainably low OPEX

by not hiring net new journalists.

Consumers now value EXPERIENCES more than

MATERIAL goods and are shifting their expenditures…

But they don’t know what they want to do…

And they don’t want to go through the pain of  searching 

and finding the best things to do…

But current solutions are either too onerous  on the 

user or are too expensive to scale.

For Publishers... For Consumers...



The publisher  

landscape...



Publishers know technology is  a major 

part of the solution…

The work of journalism is creative, it’s about curiosity, it’s about storytelling, it’s about  digging and holding 
governments accountable, it’s critical thinking, it’s judgment — and that is where we want our journalists 
spending their energy,”

- Lisa Gibbs, Director of news partnerships for The A.P.

Maybe a few years ago A.I. was this new shiny technology used by high tech  companies, but now it’s 
actually becoming a necessity. I think a lot of the tools in  journalism will soon by powered by artificial
intelligence.”

- Francesco Marconi, the head of research and development at The Journal

We've seen a greater acceptance of the potential for artificial intelligence, or  robo-journalism, in 
newsrooms around the world. These systems can offer speed  and accuracy and potentially support the 
realities of smaller newsrooms and the  time pressures of journalists.”

- Damian Radcliffe, a University of Oregon professor



Publishers know technology is  a major 

part of the solution…

The Post has an incredible team of reporters and editors and we didn't want to replace  them. Our bot can 
deliver and update stories more quickly as they develop, allowing  reporters to concentrate on other tasks, 
and reaction has been generally positive. A lot  of people came up and said, 'I do this story every week; is 
this something we can  automate?’ These weren't stories that anyone wanted to do.”

- Jeremy Gilbert, director of strategic initiatives at The Washington Post

Studies appear to indicate consumers accept computer-generated stories, which are  mostly labeled as 
such. A report prepared by researcher Andreas Graefe for Columbia  University's Tow Center said one 
study of Dutch readers found that the label of  computer-generated 'had no effect on people's 
perceptions of quality.’ A second study  of German readers, Professor Graefe said, found that 
'automated articles were rated as  more credible,' although human-written news scored higher for
'readability.”

- Yuan Ren, AFP



But efforts to-date have not  been

transformative…

Efforts to leverage technology for automation have been…

Siloed within a few resource-rich orgs01

Largely experimental in nature02

Confined to subject areas that have highly structured  quantitative 

data (i.e. earnings, sports, polls)03



Meanwhile the consumer is left with a dizzing  array of choices…

Social Media Platforms

Scale: High

Curation: Low

Content Curators

Travel Platforms General Search Engines

Event Ticketing Platforms

Scale: High

Curation: Low

Scale: High

Curation: Low

Scale: Low

Curation: High

Scale: High

Curation: Low



Private & Confidential. Not for re-distribution.
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the product…



Content as a Service 2.0

And that’s why Kwhen
exists…



Re-imagining content as a service…

The Tools & Raw Materials

Headless CMS

Collaboration & Workflow

Structured Content

Content Infrastructure

Access to ContentVS

Content Model

Centralized Authoring

Centralized Storage

Metadata Definitions

The Finished Product
High Quality Content

Highly Engaged Readers

Incremental Revenue

Complements core offering

The Inputs

CaaS 1.0

The Outcomes

CaaS 2.0



How do we make  this

happen?

Raw Data + Algorithmic Signals + NLG = High Quality Content



Curated, hyper-local  

event guides...

60 Cities

200 Event Types

2M Local Events

2,000 Monthly Guides

Concerts

Comedy

Things To Do



Private & Confidential. Not for re-distribution.
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the business…



The flywheel...
Sustainable and  

diversified revenue  

streams

Broad base of  

repeat content  

consumers

Large network of  

content distribution  

partners

Higher quality  guides 

across more  topic

categories



Steps to near-term growth...

01 02 03Content Coverage Expansion Publisher Partnership Expansion
Email Newsletters
Subscriber Growth



Why experiences are the  

perfect starting point…

Average annual personal-consumption-
expenditure growth, 2014-16,%

Consumers are shifting spending from goods  to

experiences.



Why experiences are the  

perfect starting point…

Spending on experiences, $ reported in the  average
month

Millienials spend more than Gen X and  boomers 

on experiences.

Millenials

Gen Xers

Baby Boomers



Why experiences are the  

perfect starting point…

Consumer spending on experiences is growing  faster than 

overal expenditures.

Events/Activities

Travel

Restaurants

Average annual personal-consumption
-expenditure growth, 2014-16,%

Average Annual growth in overal  personal-

consumption expenditure: 3.7



Concerts Comedy Things to Do

Sports Hotels Movies

Theatre Classes Restaurants

Vacation Travel Tours

Guides:

Near Term: Incredible pipeline of immediate  
opportunities in the experiences sector…



Experiences

Finance

Politics

Music

Economy

Local

Weather

Travel

Longer Term: Fully automated high quality content across a 
broad spectrum of verticals…

High Quality Automated 

Content:



Why publishers partner  with

Kwhen…

Increased user engagement through targeted content

Significant user growth through expansion into new vertical

Scalable, high quality, eCommerce-friendly content

Significant incremental revenue opportunity



First live partnership...



With more in the pipline...



Clear growth trajectory…
Users



And lots of desirable options for  

monetization at scale…



A unique team with deep experience in  technology, media, and 

financial markets…

Currently head of product  

management at Blackrock  

(Aladdin Product Group)

Previously head of at Bloomberg  

(founded news automation  initiative)

15 years of product management  

experience

Currently founder and CTO at  Vimbly

Group

Leads technology strategy for 9  

business units of the group

Previous roles at BlackRock and  Goldman 

Sachs building portfolio  management

systems

Currently senior technology  

strategist at Goldman Sachs

Previously head of platform  

technology at Blackrock  

Alternative Investors

15 years of experience in  

financial markets

Currently President at Cochrane  Media

Previous roles at Bloomberg, Yahoo  News, 

Business Insider, etc

20 years of experience across print,  TV, and 

digital media

Strategy & PartnershipsStrategy & PartnershipsProduct & TechnologyFounder

Justin MaimainEric SternChris YeungIyan Adewuya
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