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An argument: 
 

Mobile is exposing our long-held, 
incorrect assumptions about digital 

media—particularly around advertising. 
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Quartz launched on the precipice of mobile overtaking desktop. 

0%

20%

40%

60%

80%

2010 2011 2012 2013

Mobil
e 

Desktop 

eMarketer (Apr i l  2014);  represents US adul ts age 18+ 

Share of time spent on digital media by US adults, 2010-2013: 



Quartz launched on the precipice of mobile overtaking desktop. 

0%

20%

40%

60%

80%

2010 2011 2012 2013

Mobil
e 

Desktop 

eMarketer (Apr i l  2014);  represents US adul ts age 18+ 

Share of time spent on digital media by US adults, 2010-2013: 

Sept 2012 



First, the obvious 
A brief look back at history 
What’s going to happen next? 
Case study: Quartz’s iPhone app 



Daily distribution of time on mobile vs. desktop, 2014: 
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1. We’re spending more time on mobile than ever before. 

Daily distribution of 
time on mobile... vs. desktop 
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Source: 2015 Quartz Global Executives Survey  

…especially when it comes to news consumption. 

“When consuming news, which device are you most likely to be using?” 
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2. Mobile advertising budgets are surging past desktop. 



 But… 
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3. People are 
spending time in social 
apps—not news apps. 

Source: Flurry Analytics (2015). Note: Data represent share of time spent on mobile. 

Distribution of app usage by US 
smartphone owners, by time spent: 



4. Advertisers & Publishers have been slow  
to adapt to this new reality. 





First, the obvious 
A brief look back at history 
What’s going to happen next? 
Case study: Quartz’s iPhone app 







On TV: 100MM+ screens each 
day 

Source: CNBC/Nielsen (2014) 









Mobile is growing and changing even more quickly. 



“Most mobile ads today are either banner 
ads—little rectangles clinging to an edge of 
your screen—or disruptive ‘interstitials’… 
 
In other words, they are lousy desktop 
ads, shoehorned into your smartphone.” 

—Derek Thompson 
(The Atlantic, Mar. 

2013) 

Source: The Atlantic, “The Incredible Shrinking Ad” 



First, the obvious 
A brief look back at history 
What’s going to happen next? 
Case study: Quartz’s iPhone app 



¯\_(ツ)_/¯ 



“[McKinsey] told AT&T in 1980 that it 
expected the market for cellphones in the 
US in 2000 would amount to only 900,000 
subscribers.  
 
It turned out to be 109 million.” 

—Andrew Ross Sorkin 
(Dealbook, Sept. 2013) 

Source: New York Times Dealbook, "McKinsey & Co. Isn’t All Roses in a New Book” 



“2012 will bring the appification of 
media… [making] it much easier to charge 
for online news...” 

—Nicholas Carr 
(Nieman Lab, Dec. 

2011) 

Source: Nieman Lab “Predictions for Journalism 2012” 



No one knows what’s going to happen. 



1. Question your assumptions. 
 
2. Reframe the problem. 
 
3. Make bets on the future. 

A framework for preparedness: 



1. Question your assumptions. 
 
2. Reframe the problem. 
 
3. Make bets on the future. 



“People will page through every section of 
our site like they would the morning 

paper.” 



New York Times Innovat ion Report ,  2014 



“People will watch this because they’re 
used to tuning in every night for the 

evening news.” 





“Readers will put up with bad ads because 
they think our content is worth it.” 





Here are some of our assumptions at Quartz: 
 
• Most people are not going directly to qz.com as part of their daily 

habit. 
 

• Most people are not reading every story in our feed. 
 
• Most people will not put up with bad ads just because they’re 

loyal to our brand or the story is really good. 
 

• User interactions on mobile are very different from those on 
desktop. 
 

• There is an infinite number of other things the reader could 
choose to be doing right now. 



1. Question your assumptions. 
 
2. Reframe the problem. 
 
3. Make bets on the future. 



Because we’ve started relying on robots 
to put our ads all over the internet, we 
describe ads in robot words instead of 

human ones. 



These are all robots. 
 



These are all robots. 
 



These are all robots. 
 



”300x250” 



“leaderboard” 



“native content” 



“native content” 



also “native 
content” 





“hardcover, 368 
pages” 





“Film is dead.” 





1. Question your assumptions. 
 
2. Reframe the problem. 
 
3. Make bets on the future. 














16 million views on 
YouTube 



“We wanted to create 
something people would 
watch a second, third, fifth 
time…”  

—Stewart Butterfield,  
Slack CEO 



Kleiner Perkins 
3.6 million views on Slideshare 

First Round Capital 
80,000 shares 

Andreessen Horowitz 
45,000 listens on SoundCloud 





“I love the way you handle 
ads so much that I 
disabled adblocker for 
qz.com.” 

James Thigpen 
engineer 



“Quartz didn’t forget the 
ads like many redesigns 
do. They made display 
ads that look good on 
phones.” 

Benjamin Peskoe 
product 

marketing, 
Facebook 



“I just intentionally 
watched a Rolex ad on 
Quartz.” 

Jack Marshall 
digital media 

reporter, Wall Street 
Journal 



First, the obvious 
A brief look back at history 
What’s going to happen next? 
Case study: Quartz’s first iPhone app 



How should news 
be delivered on 
mobile? 



How should news 
be delivered on 
mobile? 
And how should  
advertising be 
experienced in this 
setting? 





“Wondering about 
the future of news 
and chat apps? 
Quartz just 
launched it.” 

Andrew Losowsky 
project lead, Mozilla 



“One of my favorite 
things about the new 
Quartz iOS app? 
The ads. Friendly 
and unobtrusive.” 

Lee Simpson, 
product design, 

The Guardian 





1. Question your assumptions. 
 
2. Reframe the problem. 
 
3. Make bets on the future. 



Is it working? 
 
1. More than 160 blue chip advertisers 
 
2. Premium prices 
 
3. 90% retention rate 
 
4. Almost 5x revenue growth in 2 years 
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