
Content to commerce

 
How the media Le Parisien turns 
audiences into buyers for retailers ? 

2025
M A R S  



Who I am ?
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Sophie Cassam Chenaï
Chief Digital Officer

Le Parisien 



Le Parisien : a leading french media in news since 80 years 
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● A top french daily news media in Paris since 1944

● 18 million monthly unique visitors

● 50% from Paris and region – 50% national 

● A newsroom of 400 journalists

● Leader in video with 500 million of viewed videos each 

month and audio with 2 podcasts among top 10 in 

France 

● Hybrid economic model : advertising / subscribtions

● Owned by LVMH Media (Les Echos, Paris Match…)



The 1st shopping guide launched in 2017
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● 2017 : Le Parisien was the 1st french newspaper website to :

● Launch a shopping guide 

●  Test a new economic model with comissions (affiliation)

● Based on SEO expertise and massive trafic

● Creation of a new brand : Le Parisien Guide d’achat 

● Contents written by e-commerce editors (independant from the 
newsroom)

●  Transparency for our users 

 A shopping guide that provides advice and tips 
on the best products to buy.



How does content to commerce work ?
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Le Parisien – 1st shopping guide in France 

Annual visits
Le Parisien Guide d’achat

2020 2021 2022 2023 2024 2025

20,000,000

65,000,000

2020 2021 2022 2023 2024 2025

1,100,000

3 000 000€

Annual revenues
Le Parisien Guide d’achat

50 articles published each day
10M€ of revenues generated each year for retailers



Over 200 partners trust us

I 24/03/2026Présentation Le Figaro 7



High Tech 

 35.7%

Home
28.7%

Conso 
 
13.7%

Garden, DIY 9.8%

Pratique 

 7%

Leisure & Travel 

5.1%

H I G H  T E C H  ( 3 5 , 
7 % )
HOME ( 2 8 , 7 % )

C O N S O  ( 1 3 , 7 % )

GARDEN / DO IT YOURSELF ( 9 , 8 

%)  FASHION BEAUTY ( 7 % )

L E I S U R E  &  T R A V E L  ( 5 , 1 
% )

Top 6 sections 

Source AT Internet

Almost all themes work

Thématiques actuelles : 
High-tech, maison, voyages et loisirs, mode et soins, éco responsable, 
finance et assurance, auto-moto, résultat loterie, TV et streaming



Content to commerce is part of the affiliate marketing market…
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… and also a great success in the US with Wirecutter 

1
0

- Acquired in 2016 by the New 
York times $30 million

- 3.7 million subscribers to 
services (food, games, sport, 
Wirecutter) = more thant news 
subscribers



Key success factors

1
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● “Le Parisien” brand endorsement 

● Content created by independant editors

● SEO expertise

● < 6% of Le Parisien’s trafic 

● CTR : 15% et CPA : 3%  

● Équivalent RPM : €30 (Vs €5 for display advertising)

● Gross margin rate: 60%

● Fix fees & variable fees by performance for retailers



Best practices for content success

Tracked links Disclaimers

Product card

Striking image 

Title presenting the 
opportunity

More than 18 000 contents published each year



AI can help produce non-existent content
AI powered video for shopping 

Yesterd
ay

Today




A good way to perform in GEO 

• Structured content : lists, tables, text diagrams,
checklists, frameworks…

• Keywords and titles appreciated by LLMs :
Best, top, how, why, ....?

• Targeted FAQs : precise and modular answers,
highly appreciated by conversational models.

A dedicated offer of GEO in content to commerce 



Very strong potential on social network 

• Expert influencers test products on video and 
recommend them to users

• New performance amplification lever 



More targeting and power with bundles

• A new shopping guide in Paris Match, operated by Le Parisien’s team

• Additionnal Target :  women, fashion / beauty, luxury, wines, perfumes…



A small agile business and digital team 

Digital 
feature 
team 
(tech / 

product)

Business team 
Guide Shopping 

 

• Digital and business 
teams working in close 
proximity

• Business oriented 

• Able to react quickly 

• Autonomous

• A team of 5 business dedicated to content to commerce 



How increase our brand awareness among retailers ?

• In 2025, we have launched the 1st « Content to Commerce Observatory »

• A major study explaining the advantages of content to commerce and its appeal to readers



How increase our brand awareness among retailers ?

• A rendez-vous with retailers and advertisers to share our performance results



To conclude
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• Content-to-Commerce captures consumer attention through editorial, inspiration, and storytelling that 
drives purchase intention

• Retail Media activates this intent at the point of purchase using retailer data, targeting, and measurable 
ad placements.

• Both create a seamless path from discovery to transaction.

• Media publishers drive audience engagement and influence, while retailers provide data, targeting, 
and conversion environments.

• Brands benefit from full-funnel strategies, combining inspiration, consideration, and conversion.

The future of digital marketing lies in integrating content, data, 
and commerce into a unified, measurable ecosystem



Thanks!
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