


What's in this report

O1. Introduction

The content landscape is changing at an unprecedented pace. In 2024, media
companies faced challenges and opportunities unlike ever before—shifting
algorithms, the decline of third-party cookies, the rise of Al, and the growing
demand for short-form video. As we look to 2025, media organizations that adapt
quickly and strategically will not only survive but thrive in this evolving ecosystem.

This guide, State of the Content Industry: A Look Back on 2024 and Tips for 2025,
distills the key lessons from the past year and provides actionable strategies for the
year ahead. From harnessing the power of first-party data to navigating Google's
latest algorithm updates, the insights we've included are designed to help media
companies future-proof their strategies. We dive into the growing influence of Al on
content creation, the importance of diversifying traffic sources, and how short-form
video is redefining audience engagement.

It's time to embrace the future of the media industry—2025 holds immense
potential, and we hope this guide will show you how to seize it.
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02. Conguering Google's Updates:
A Game Plan for Media Companies

Staying ahead of Google's algorithm updates and the shift away from third-party
cookies is critical for media companies aiming to maintain and grow traffic. In

2024, the digital landscape evolved rapidly thanks to a new round of changes from
Google, posing both challenges and opportunities. Media companies can navigate
these changes and thrive in 2025 by being smart about their content and audience
engagement strategies.

Google's 2024 Updates and Their Impact

Al-Generated Content: Search Generated Experiences (SGE)

Google's SGE is reshaping search by offering instant answers. According to

99% of surveyed publishers express concern about
its potential impact, with brands at risk of losing up to
Publishers need to focus on producing comprehensive, in-depth content that
surpasses Al-generated surface-level answers. Content optimized for featured
snippets and search intent will be key to maintaining visibility.

SEO Algorithm Updates

Google's algorithm changes have always posed both opportunities and challenges
for publishers. Digiday's data shows that experienced declines

in search traffic in the past year, with citing algorithm updates as a major
cause. Staying informed about these changes and adjusting SEO strategies quickly
remains crucial to minimize negative impacts and capture new opportunities.


https://info.arcxp.com/digiday-state-of-publisher-traffic
https://www.adweek.com/media/googles-gen-ai-search-is-powering-84-of-queries-study-finds/
https://info.arcxp.com/digiday-state-of-publisher-traffic
https://info.arcxp.com/digiday-state-of-publisher-traffic
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Google Discover's Unpredictability

Google Discover has emerged as a significant traffic source but its algorithm is
notoriously unpredictable. Some publishers see millions of clicks in one day and
none the next. Recent reports indicate that experienced their
Google Discover traffic plummeting to zero over the past three months.

The Uncertain Future of Third-Party Cookies

Google's eventual deprecation of third-party cookies is another challenge on the
horizon. While the shift has been delayed, the move away from cookie-based
tracking is inevitable. Media companies must start transitioning now by embracing
first-party data collection, contextual advertising, and identity solutions. Relying
on these alternative methods will help maintain revenue and audience insights in a
privacy-focused digital ecosystem.

Turning Google Challenges into Opportunities

To succeed in 2025, media companies need to adopt a multifaceted approach to
counter declining traffic and algorithm unpredictability. The reality is that there is no
single action that will dramatically boost traffic and a holistic approach is imperative.

Here's how media companies can transform challenges into growth opportunities
in the coming year:

Focus on Audience Connection and Direct Traffic

Platforms like Google no longer guarantee steady traffic. Many media companies
are shifting focus to more reliable, direct traffic sources. Digiday reports that
are ramping up efforts to drive direct traffic, with strategies such as:

Build a loyal subscriber base by delivering high-quality,
targeted content.

Deepen audience engagement with unique,
storytelling-driven podcasts.

Tailor your website's homepage to specific user interests,
fostering repeat visits and stronger connections.

These methods allow media companies to decrease their dependency on
algorithm-driven traffic, establishing a more sustainable model for audience growth.


https://www.amsive.com/insights/seo/traffic-declines-in-google-discover-top-stories-google-news-affect-publishers-across-the-globe/
https://info.arcxp.com/digiday-state-of-publisher-traffic

What's in this report Invest in Original Reporting

In a crowded digital space dominated by Al-generated content, high-quality
original reporting is more valuable than ever. Google's recent updates emphasize
content that resonates with human readers. Media companies need to focus on
providing new insights and unique perspectives, as Al-generated content risks
being penalized for lacking originality.

02. Conquering Google's Updates:
A Game Plan for Media Companies

* Understand their audience through data, surveys, and social insights.
» Conduct original research, offering fresh perspectiveson trending topics.
* Ensure rigorous fact-checking to maintain credibility and trust.
* Foster reader engagement through interactive content like polls

and comments.

By investing in quality journalism, publishers and broadcasters can stand out from
Al-generated content, maintain rankings, and build audience trust.

Shift to Contextual Advertising

As third-party cookies are phased out, contextual advertising offers a way for
publishers to maintain ad revenue while respecting user privacy. This model
places ads based on the content of a web page, not user data. It ensures ad
relevance without infringing on privacy concerns, aligning with the shift toward
privacy-centric digital environments.

Prioritize User Experience

Improving user experience (UX) is key to both increasing engagement and
enhancing SEO performance. A well-designed, intuitive website not only increases
time spent on site but also signals to search engines that your content meets user
needs. This can lead to better search rankings.

* Simplify site navigation for easy access to content.

» Speed up load times to reduce bounce rates.

* Prioritize mobile responsiveness, given the rise in mobile traffic.
* Use clear calls to action (CTAs) to guide users effectively.

Effective UX design builds audience loyalty and enhances digital branding. It's a crucial
part of maintaining engagement in an increasingly competitive digital landscape.
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Leverage First-Party Data

As third-party data becomes less reliable, leveraging first-party data is essential.
This means collecting and utilizing data that users willingly provide, such as through
newsletter sign-ups, in a transparent way. Clear privacy policies and gradual
requests for more data help maintain user trust while providing valuable insights
into audience preferences.

* Create more personalized content experiences.

* Increase engagement with targeted communications.

» Strengthen trust by being transparent about how user data is
collected and used.

By focusing on first-party data, publishers can continue delivering personalized
experiences while adapting to the growing demand for privacy.

The Road Ahead: Adapting for Success

Navigating Google's evolving landscape and the shifts in digital advertising
demands proactive adaptation. Media companies that focus on building direct
connections with their audience, producing high-quality original content, and
embracing first-party data will be better equipped to thrive in 2025 and beyond.

By making these strategic adjustments, media companies can not only survive but
also turn these headwinds into tailwinds, driving growth and long-term success in
a privacy-conscious, algorithm-driven world.
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03. Direct vs Organic vs Referral:

Diversifying Traffic in 2024 Traffic isn't just a buzzword in media; it's the oxygen fueling your digital presence.
and Beyond

And the unfortunate reality for many media companies in 2024 was declining traffic.
Digiday and Arc XP have produced a that explores

the evolving landscape of publisher traffic, particularly focusing on search and
referral traffic. The report surveyed 115 publishers, diving into the changes and
developments experienced in 2023 and 2024. We'll look at some key findings here
and then dive into strategies for diversifying your traffic in 2025.

How Search and Referral Traffic are Shifting

In recent years, publishers have been grappling with significant changes in how
audiences find their content. From shifting social media algorithms and the rise
of Al-generated content to constant Google updates, publishers have witnessed
a decline in both search and referral traffic. These shifts come amid larger
transformations, including the onset of cookie deprecation. As a result, 100% of
publishers in our survey noted that the state of search and referral traffic is a
significant concern in 2024.

Search traffic, or visitors arriving via search engines, has decreased for many
publishers, largely driven by changes in Google's algorithms and evolving user
behavior. Referral traffic, which comes from sources such as social media or news
aggregators, has similarly declined as platforms make substantial adjustments,
including the increasing use of Al to deliver direct answers to search queries. This
traffic shift, coupled with algorithm changes, continues to challenge publishers in
maintaining steady web traffic.


https://info.arcxp.com/digiday-state-of-publisher-traffic
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Declines in Google Search Traffic Hit Revenue

Survey respondents identified search as a critical revenue driver for 2024, with 94%
indicating that search traffic was moderately to very significant to their revenue.
However, a substantial 80% of publishers reported a decline in search traffic for
2023, with most of the declines falling between 1% and 20%. Only 14% saw any
growth, and of those, the increases were modest.

Channels most affected by declining search traffic were Google Search (84%),
Yahoo (88%), and Bing (78%). Many cited the integration of Al, such as Google's
use of Al-generated responses to search queries and Microsoft's introduction of
ChatGPT in Bing, as a key factor diverting traffic away from publishers' websites.

Q. In which of the following channels have you seen a decline (or expect
to see further decline) in search traffic? Select all that apply.

Google News ‘_ 32%
Googlw Discover ‘- 12%
Another search engine ‘- 1%

No decreases in search traffic in any of 0%
these channels °

Other 0%

Publishers Struggle with Search Data and Algorithms

Publishers face numerous challenges as they strive to rebuild search traffic. Data
analysis and search algorithms pose the biggest hurdles, with 60% of respondents
citing data analysis and insights as their primary challenge, while 56% pointed to
constantly changing search algorithms. Moreover, declining backlink quality and
budget constraints further hamper publishers' efforts to improve traffic.

Google's frequent algorithm updates—about 500 to 600 times per year—force
publishers to stay agile. Larger updates, such as Core Web Vitals, often demand
significant resources to optimize welbsites. Additionally, publishers now need to
focus on high-quality backlinks, relevant anchor texts, and linking authority, which
require substantial time and effort.

State of the Content Industry: A look back on 2024 and tips for 2025
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A 2024 Search Traffic Rebound?

Despite these challenges, a significant 93% of publishers expect a rebound in
search traffic, though the majority predict only a modest increase of 1% to 20%.
Sara Carothers, Group Product Manager at Arc XP, attributes part of this optimism
to 2024 being an election year, which typically drives more news consumption.
However, she warns that long-term trends may keep traffic lower than it was in
previous election cycles.

Referral Traffic is Also Down

Much like search, referral traffic, which accounts for a significant portion of annuall
revenue for most publishers, also saw a decline in 2023. Seventy-eight percent of
respondents reported decreases, with 75% seeing drops of 1% to 20%. Platforms like
Facebook, YouTube, and TikTok were particularly affected, with Facebook showing
the sharpest decline. Some of these decreases were driven by platform decisions to
de-emphasize news content.

Q. In which channels do you expect to see a decline (or further decline)
in referral Select all that apply.

X (formerly Twitter) 30%

Instagram _ 19%
News aggregators (Apple News, Feedly, _ 19%
Flipboard, Pocket, NewsNow, etc) @
urkeain [N 18%
Pinterest - 17%
Snapchat - 13%

No expected decreases in referral
traffic in any of these channels

1%

Other 0%

Looking ahead, 95% of respondents expected referral traffic to rebound in 2024,
with 80% predicting growth between 1% and 20%. However, referral traffic is unlikely
to return to pre-2023 levels anytime soon.

State of the Content Industry: A look back on 2024 and tips for 2025 9
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How You Can Diversify Your Traffic Mix in 2025

To navigate the digital landscape effectively, publishers need a clear strategy

for different types of traffic—direct, referral, and organic. Each type has its own
strengths, weaknesses, and role in driving sustainable growth. Diversifying your
traffic sources is critical to counter traffic declines and reduce dependence on any
single channel.

Direct Traffic

Direct traffic refers to visitors who access a website by typing the URL directly or
using bookmarks. This type of traffic signals brand loyalty, recognition, and trust
as these users are already familiar with your brand. Direct traffic is independent of
search engine algorithms, providing a stable source of visits.

Cons:

Limited Growth Potential:

High direct traffic shows strong It can be challenging to grow
brand familiarity and effective direct traffic without substantial
offline marketing. brand investment.

Attribution Challenges:

These visitors are often highly Tracking the effectiveness of
engaged, seeking out your content campaigns is difficult with direct
directly. traffic due to the lack of clear

referral sources.

Direct traffic is unaffected by Risk of Stagnation:
search engine algorithms, Relying solely on direct traffic may
offering stability. lead to complacency, hindering

overall growth.
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Organic Traffic

Organic traffic comes from search engine results and is driven by users seeking
specific information through keywords. For publishers, achieving strong search
engine visibility translates to authority and trust in the eyes of users.

Organic traffic brings in users
searching for content relevant to

their needs, increasing engagement.

Once achieved, organic traffic can
consistently deliver visitors without
ongoing financial investment.

Unlike paid ads, organic traffic
doesn't require continuous
monetary input.

Cons:

Algorithm Dependency:

Organic traffic is vulnerable to
search engine algorithm updates
that can disrupt rankings.

Competition:

The highly competitive nature
of search results demands
ongoing optimization.

Declining Reliability:

Organic traffic is becoming less
predictable as search engines
prioritize paid placements

and snippets over traditional
search results.
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Referral Traffic

Referral traffic is generated when users visit a website from external sources, such as

backlinks on other websites, social media, or online forums. This traffic can be highly

valuable for publishers, especially if the referrals come from reputable platforms.

Cons:

Less Predictable:

Referral traffic helps reduce Referral traffic is often harder to
dependency on search engines, control and can fluctuate due
providing an alternative source to factors like social media

of visitors. algorithm changes.

Variable Quality:

Social media shares or mentions Some referral sources may
from high-authority websites can drive less engaged traffic,
quickly boost visibility. requiring careful analysis

to ensure effectiveness.

Quallity backlinks from referrals can Dependence
enhance a site's SEO performance  on External Platforms:
and authority. Relying on platforms

like social media or other websites

can expose publishers to risks
if those platforms change their
policies or algorithms.

The Path to Traffic Diversification

While each traffic type has unique benefits, relying too heavily on one source
exposes publishers to potential risks, such as algorithm shifts or platform policy
changes. To achieve long-term growth, publishers must diversify traffic sources
by combining direct, organic, and referral traffic strategies.

By creating a balanced approach that includes email newsletters, SEO
optimization, content sharing, and engaging with relevant online communities,
publishers can safeguard their audience growth against changes in any one
traffic source.

Final Thoughts

The digital landscape is constantly evolving, and adaptability is essential.
Publishers who proactively cultivate multiple traffic streams while building strong

connections with their audience across various channels will be well-positioned to

thrive in the face of industry shifts.
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04. Driving Audience Engagement:
Why Video and First-Party Data
are More Critical than Ever

The digital landscape is more competitive than ever, with changing consumer
expectations and the rise of content creators. Media companies that thrive in this
environment are those that understand their audience and craft personalized,
engaging content. Two powerful tools in this strategy are first-party data and
short-form video. If your company hasn't prioritized these areas yet, 2025 offers the
perfect opportunity to get started.

Navigating the Transition to First-Party Data

As third-party cookies phase out, media companies are facing new challenges in
reaching and engaging audiences. From evolving privacy regulations to shifts in
user behavior, the traditional methods of tracking and personalized advertising are
becoming less reliable. However, this shift also presents a significant opportunity:
first-party data.

First-party data is collected directly from user interactions with a company’s
website, apps, or owned platforms. This data is characterized by two essential
factors: user consent and ownership. Unlike third-party data, first-party data
is willingly provided by users, and media companies retain full control over it. It
provides invaluable insights into user behavior, preferences, and engagement,
making it essential for creating targeted, personalized experiences.
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Key Benefits of First-Party Data

Since it's collected with user consent, first-party data complies with privacy laws,

maintaining user trust.

Provides accurate and direct insights into how users interact with content, from

purchase history to content preferences.

Media companies maintain complete control over this data, reducing reliance on

third-party tracking technologies.

Challenges

Unlike passive third-party data, first-party data requires active user consent.
Media companies must gradually collect it without overwhelming users.

Organizations often face challenges in integrating this data across different
channels, making robust data management strategies essential.

Strategies for Success with First-Party Data

Be clear with users about how their
data is collected and used.
Transparent communication
fosters trust, leading to higher user
engagement and data sharing.

Integrate first-party data collection into
existing processes like newsletter
sign-ups or content subscriptions.

CDPs, often equipped with Al tools,
help segment audiences and
personalize content delivery based
on user preferences.

Stay updated with the latest data
privacy regulations and technologies to
refine and maximize your data strategy.
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Crafting an Effective Short-Form Video Strategy

In today's digital age, media consumption is changing rapidly. Social media
platforms have become major sources of news for many consumers. Short-form
video content, in particular, is now a vital tool for media companies to reach and
engage modern audiences. According to recent statistics, platforms like TikTok
and Instagram Reels are central to how younger generations consume news,
with 63% of Gen Z users getting their news from social media.

However, the challenge is not just producing short-form content but leveraging it
effectively to drive revenue and traffic. Social media platforms are designed to keep
users within their apps, making it difficult to direct traffic back to media company
websites. Ads help bridge this gap, but media companies must balance advertising
with maintaining audience trust and content authenticity.

Key Benefits of Short-Form Video

Short-form videos deliver quick, digestible content that resonates with today's
time-strapped audience.

Social platforms like TikTok allow news stories to spread quickly, creating significant
engagement and visibility.

Media companies can attract a broader audience by meeting users where they
are—on social media.

Challenges

It's challenging to direct traffic from social platforms back to media company
websites, limiting potential subscription growth.

Integrating ads into news coverage without eroding trust
is a delicate balance.

How You Can Lead the Way in Short-Form Video Storytelling

The key to successful short-form video is presenting relevant news in a format that
is fast and engaging. Media companies like The Washington Post have embraced

by creating a mix of informative and light-hearted content.
Their TikTok account has grown to 1.7 million followers and over 89 million likes,
demonstrating the platform's potential for audience growth.


https://www.tiktok.com/@washingtonpost?lang=en
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Strategies for Short-Form Video Success

1. Meet Your Audience Where They Are
Whether it's TikTok, Instagram Reels, or YouTube Shorts, focus on delivering news in
the spaces where your audience already spends their time.

Example:

The Washington Post's TikTok content combines news and
entertainment, gaining a large following while maintaining
its journalistic integrity.

2. Personality-Driven Content

Viewers engage more with relatable and trustworthy figures. Creating strong
personalities around journalists can humanize news delivery, building
habitual viewership.

80% of Americans turn to public figures for news because
they like their personality, while 79% trust them.

State of the Content Industry: A look back on 2024 and tips for 2025


https://www.tiktok.com/@washingtonpost?lang=en
https://knightfoundation.org/articles/why-do-americans-turn-to-individuals-for-news-and-information-personality-trust-perspectives-outside-the-mainstream/
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Aligning with platform trends can help build an initial following, but maintaining
long-term relevance requires unique, quality content. Media companies need to
find the right mix between jumping on viral trends and creating meaningful content
that aligns with their brand.

Regularly analyze engagement metrics to see what content resonates with
your audience. This will help optimize future story selection and format
for maximum impact.

Example:

British publisher posts a mix of user-generated and original
content on TikTok, testing and refining their approach based on
audience engagement.

Short-form video content isn't just about immediate engagement—it's about
building a loyal audience. Media companies should focus on creating a sense of
community, which can eventually lead to deeper engagement and subscriptions.

The Path Forward

Both first-party data and short-form video are essential tools for media companies
in 2025. First-party data allows publishers to understand their audience and deliver
personalized content while respecting user privacy. Meanwhile, short-form video
provides an opportunity to meet the audience where they are and keep them
engaged with quick, digestible news content.

To thrive, media companies need a balanced strategy that emphasizes
data-driven insights and creative content delivery. By leveraging both first-party
data and short-form video, organizations can build strong, lasting relationships
with their audience, ultimately driving growth and engagement in an increasingly
competitive digital world.
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05. Building Your Al Strategy:
Create a Solid Foundation for

Success in 2025

For media companies navigating a digital-first world, adopting an Al-first strategy
offers a unique opportunity to innovate. Early adopters of Al can reshape traditional
business models and streamline content management processes, positioning
themselves ahead of the competition.

Ethically Enhancing Content
Management with Al

Some of the key benefits of Al for content management include:

Al helps automate repetitive tasks, allowing creators to focus
on high-value work.

Al tools can elevate content quality without compromising transparency.
Al-driven insights can optimize content to meet audience needs.
Al integration must be balanced with strong journalistic ethics. Human oversight

is essential for maintaining content quality, transparency, and trust.

Al should complement, not replace, human editors. Final editorial
decisions must always involve human input.

Use Al tools that allow for customization to ensure journalistic integrity.
Editors should refine Al-generated content to meet editorial standards.

Partner with CMS providers that offer secure and ethical Al capabilities
to protect against unauthorized use and maintain audience trust.
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When evaluating Al solutions, focus on features that enhance efficiency and
creativity. Some of the most powerful Al-driven capabilities include:

Al can distill lengthy articles into concise summaries, improving user
experience and helping readers get quick insights.

Large language models suggest relevant tags and keywords, optimizing
search visibility and improving content discoverability.

05. Building Your Al Strategy:

Create a Solid Foundation for

Success in 2025

Al uses Natural Language Processing (NLP) to create compelling
headlines that capture audience attention and boost engagement.

Al can extract essential information from articles, improving readability
and providing readers with quick overviews.

Al tools offer grammar and spell checks within CMS platforms, helping
human editors enhance content productivity.

Al can localize content quickly and accurately, making it easier for
publishers to reach global audiences.

Customizing Al for Editorial Excellence

Customization is key when integrating Al into editorial workflows. Tailoring Al models
and prompts to align with a publication’s tone, style, and editorial guidelines
ensures consistency and quality.

Media companies can adapt Al to reflect their editorial voice, improving
both content creation and SEO optimization.

Publishers can fine-tune Al features—like sentiment analysis or content
sophistication—based on editorial needs, ensuring Al evolves alongside
the newsroom.
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Case Study: Le Parisien's Al Journey

Le Parisien, one of France's leading daily newspapers, successfully

to enhance editorial workflows. Initially, only a small percentage of the
newsroom used Al for tasks like tagging and photo recommendations. However, as
they transitioned to a digital-first approach, Al became essential.

Le Parisien partnered with Arc XP to embed a fully integrated Al editor into

their CMS, improving metadata management, headline generation, and SEO
optimization. Through continuous training and a collaborative approach, Al helped
Le Parisien streamline workflows and boost content quality while maintaining
journalistic oversight.

Assessing Your Newsroom's Al Readiness

Not all newsrooms are ready for Al integration. A shows that only
50% of newsrooms feel prepared to implement Al, and just over a third have started
building active Al strategies. As the availability of Al grows, media companies need

to assess whether their teams and resources are ready for this shift.

1. Is Your Team Ready for Al?

Al enhances news gathering, production, and content distribution,
but it's not a substitute for human creativity. Consider whether your
newsroom has the necessary skills and tools for Al integration.

2. What Resources Do You Have?

Determine whether in-house development or outsourcing to Al-powered
vendors best suits your needs. Building Al tools in-house provides control
and customization but requires significant investment, while outsourcing
may offer a quicker and more cost-effective solution.

Building a Strategic Al Framework

Developing a thoughtful Al strategy requires a slow and deliberate approach.
Media companies can experiment with Al by implementing manageable projects
and scaling them over time.

Experiment with "two-way doors”"—changes that allow for safe
experimentation without long-term risks. This could involve testing
Al features like content summarization or tag generation within

a smaller team.

Maintain open communication with all stakeholders to manage
expectations and ensure Al integration is understood across
the organization.
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Training and Ethical Considerations

To ensure ethical Al implementation, newsrooms must provide regular training on
responsible Al use. Journalists and editors should be clear on how to use Al tools
to complement, not replace, human creativity and judgment.

Comprehensive training programs help staff adapt to
Al-enhanced workflows while maintaining editorial standards.

Al should be used within secure frameworks, with clear guidelines that
prioritize human oversight in the content creation process.

Conclusion: The Future of Al in Media

Al represents more than just another tool in a media company'’s tech stack—it is
a transformative technology that could revolutionize the industry. By adopting Al

now, media companies can optimize workflows, boost content quality, and engage

audiences more effectively.

However, integrating Al is an ongoing process. It requires a thoughtful, ethical

approach that maintains the integrity of journalism while maximizing the efficiency

and creativity that Al offers.

For media companies looking to build a solid Al strategy, the time to act is now.
As the media landscape becomes more Al-driven, early adopters will be the ones
leading the next phase of digital content management.
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06. Conclusion:

Moving Forward
in the Content Industry

As we look ahead to 2025, the media industry stands at a crossroads.

The challenges of Google's shifting algorithms, the deprecation of third-party
cookies, and the rise of Al-generated content are reshaping how media companies
must operate. However, with the right strategies, these challenges present exciting
opportunities for growth and innovation.

This guide has outlined the critical steps media companies need to take to thrive

in this new landscape: embracing first-party data to foster deeper audience
connections, investing in original reporting to stand out from Al-generated content,
and leveraging short-form video to engage audiences where they are. We've also
explored how contextual advertising and a focus on user experience can create
sustainable business models while respecting user privacy.

By taking a proactive, multifaceted approach, media companies can turn potential
headwinds into tailwinds, ensuring long-term success in an increasingly competitive
digital world. Now is the time to adapt, innovate, and lead the way forward in the
content industry.

2025 offers tremendous potential—those who embrace these strategies will be
well-positioned to not just survive but thrive in the years ahead.
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About Arc XP

Arc XP is the platform built to empower media
companies to excel in what they do best -
telling great stories. With Al-powered solutions
for editorial efficiency, compelling audience
experiences, and content monetization, we
provide everything modern media businesses
need to unlock growth. Originally developed for
The Washington Post, today Arc XP is trusted by
media and enterprise brands across the globe -
powering thousands of websites in more than
25 countries.

Learn more gt arcxp.com

O 0 & 0

@arcxp Arc XP arcxp.com @arc_xp
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