
One of the first nonprofit local news sites to launch, Voice of San Diego has taken a highly entrepreneurial 
approach to content partnerships and revenue.

Six years in operation, Voice of San Diego’s success is evident from its growing readership and steady revenue growth. 

VOSD has an ambitious vision to become an institution for intelligent discussion of civic issues and producing 
accountability and investigative journalism. The site has received national recognition for the excellence of 
its content, honors from the Society of Professional Journalists, Investigative Reporters and Editors and the 
Education Writers Association. In 2010, the site hired an engagement editor to put more focus on opinion, 
including comments, letters and opinion articles.

Key Lessons: Entrepreneurship and Partnership

Syndication Partnership
Voice of San Diego has developed an innovative content 
partnership with a local television news affiliate, NBC 7/39. 
Facing budget constraints, the television outlet sought to 
use the site’s content and staff in its daily broadcasts. Voice 
of San Diego initially saw this as a way to gain exposure to a 
wider audience, but has since begun charging the television 
and syndicating its content as a way to generate revenue. In 
2010 it raised about $43,000, or four percent of total revenue, 
from the partnership. More widely, this partnership reflects 
a growing willingness of resource-starved established news 
organizations to partner with newer outlets. 

More recently, the site began a content syndication 
partnership with San Diego Magazine that will put content in 
front of a new audience and generate additional revenue. 

Content and Engagement
Voice of San Diego experiments in creating new products to 
drive engagement and revenue. These include:

• Behind the Scene: An online forum where community 
members discuss art and culture and the people who make 
it happen.

• Topic pages: Special landing pages where users can go for 
in-depth information and resources about a specific topic. 
The Prop. D landing page, for example, combined coverage, 
opinion articles, video of a debate, fact-checking and 
explanatory segments about a proposed sales tax increase.

• San Diego Fact Check: A blog that highlights recent quotes 
in the news and determines whether the information is 
true or false.
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Site: voiceofsandiego.org

Founded: 2005
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groundbreaking investigative 
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2010 Revenue: $1.13 million
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2010 Revenue - $1.13 million

2010 Expenses - $1.02 million
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• People’s Reporter: A blog to which readers can send in 
tips and questions on a current event, which a reporter 
can incorporate into coverage before or during the 
reporting cycle.

• Morning Report: A daily email in a conversational tone 
with excerpts of articles from the day and links to full 
content that has grown to 5,888 subscribers, with a rate  
of 30 percent click.

• Photo Store: An online image gallery and 
photojournalism archive from past VOSD news coverage 
available for viewers to browse images, purchase prints 
and license images. Voice of San Diego also recently 
published a print e-book – Our People, Our Places: A San 
Diego Photo Story – with its best photography.

Voice of San Diego reported revenue of $1.13 million in 
2010, a 15 percent increase over 2009 revenue of $962,000. 

In 2010, the site relied heavily on foundation support and 
large donations, with 12 per cent of revenues coming 
from sources such as advertising, content syndication and 
corporate partnerships. The site did reduce its foundation 
support significantly in 2010; foundations accounted for  
70 percent of revenue in 2009.

Donors and Members
More than 80 percent of the site’s 2010 donations came from 
nine large donors. Small donations of less than $1,000, totalled 
about $58,000 and accounted for 12 percent of donations.

The site had 1,261 members (members are included in small 
donors above) as of March 2011. Members receive invitations 
to monthly coffees, discounted or free admission to special 
events and recognition on the website. Members at the 
$250+ level get a copy of the site’s photo book. Members at 
the $1,000+ level receive complimentary banner advertising 
for themselves, their company or a nonprofit of their choice.

Revenue Goals
Voice of San Diego aims to further decrease its dependence 
on foundation funding to about 15 percent of total revenue 
by increasing corporate sponsorships, memberships  
and syndication.

Expenses
Like other profiled sites, Voice of San Diego invests heavily 
in editorial. However, many of the site’s IT expenses are 
handled by editorial personnel and included in that total, 
thus skewing the percentage higher than it actually is.

Website Analytics
The site increased unique monthly visitors by about 40 
percent from 2009-10, to an average of about 140,000 in 
early 2011.3 Page views averaged about 490,000 a month in 
early 2011. Time on site was flat at about one minute and  
a half, down from two minutes a year earlier.

knightfoundation.org1 Average, January-April 2011
2 2009 Market Profile, ESRI
3 Compares data for November 2009-March 2010 to data for January-April 2011
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