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The ‘Great Paywall Debate’ has changed

2011-13

NYT: How's that Paywall Working for

Ya? No, We Didn't Think so.

BY ERIK SHERMAN

Will Fail (And Why It's Really Dumb)

MARCH 23

by Greg Satell tags: Digital Transition, Free Newspapers, New York Times,

Do Newspapers

Shhhh — Don’t tell Newspapers that
paywalls don’t work

Martyn Bradbury / J 3 1 3 Comments

| Times recently announced that it is finally rolling out their

(8 of “blame the victim,” trying to punish users instead of learning
B . . F

I'DB recommends Voyager - Unlimited internet (@home as fast as you can get ‘

The sooner NZ newspapers erect pay walls, the better informed the population|

Why the Vast Majority of Newspaper
Paywalls Will Fail

& Print & E{ July 21,2013 By Michael Kozlowski — 1 Comment

New York Times paywall: wishful thinking or just crazy?

Become a Digital Subscriber starting March 28.

Introducing three great ways to get unlimited access to NYTimes.com and more.
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¢ Premium: 1-Yr

COME BACK MARCH 28.

Subscription

The New York Times just announced a new paywall that will let you see 20
articles a month and thereafter redirect you to a signup for paid access.
However, if you follow a NYT link from some search engines and services
like Twitter, you will be able to see the article even if you have exceeded

The Epic Mac
Bundle Ft.
Fantastical 2 & PDF

5 Reasons Why The New York Times Paywall

NYTIMES.COM + SMARTPHONE APP $15 every four weeks Pay What You

Want: Adobe CC A-
s bl ¥ionmy foe o Z Lifetime Bundle
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New York Times Tops 4 Million
Mark in Total Subscribers

'The Boston Globe' Site Hits 100,000
Subscribers

THEWALLSTREET JOURNAL, e |
4 US Poiics Fconomy Business Tech Markels Opinion Ufe&Ars RealEstate WSJMagazine waic; | 1:05 PM

lA Times Owner Sets Ambitious Goal: Five Million Digital Subseribers ' Jays 0,
It’s time for a paywall revolution

PRESSE

Behind the Wall Street Journal
paywall that decides when readers
are ready to subscribe

AN From hard paywalls to meters to dynamic paywalls: Why

e New York Media is taking a flexible approach to
v|in[=]f|o]s]d] subscriptions
TRy ™

THE WALL STREE]

New York Magazine was one of the first publishers to succeed at building separate digital

identities for its verticals, including Vulture and The Cut. Its new digital subscription product,

and the dynamic paywall that guards it, is designed to remind readers that those verticals are

part of a bigger publishing brand.
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Context: Ad revenue Is down across the news industry

Newspaper Revenue Per Circulation - Adjusted for Inflation
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Source: Pew Research Center - Newspaper Fact Sheet (June 2018)
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Context: To compete In the audience volume game,
publishers chase clicks with cheap, low-quality content

<° ) boredpanda  Art  Photography  Animals  Travel  Morev

Featured Trending Latest

16 Hilarious Times People Made The
Mistake Of Wearing Red To Target

One of the most infamous uniforms of the superstores is that of the Target
employee, a simple red shirt paired with khaki pants. Well, unwittingly, more
people than you might imagine have wandered into the big red store only to
realize...

whomst’'veatlantavegas
@Namastaywoke

My mom made

Source: NewsWhip

38 comments 87 points

OB & Add post Login / Register

Tumblr Users Explain Why It Is
Important To Take Care Of Men's
Emotional Needs And It Will
Encourage You To Compliment
Men More

6 comments 26 points

Guy Breaks 4 World Records By
Swimming 1,800 Miles In 157
Days And It's Both Scary And
Fascinating

6 comments 36 points
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DAILY NEWS philly®*com

Health

At some Philly homes, toilets get
flushed into the city’s drinking
water source. The underground
detectives are on the case

Q Updated: MARCH 21, 2018 — 1:10 PM EDT
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! Buy Photo , &) View Gallery
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What we now know: News publishers can convert the
most engaged 5-10% of their audience into subscribers

Benchmarks: Subs / Web User

11.85%
14 Metro Daily 7.15%
U.S. Newspapers 5.02%

BUT: Results still vary widely. The most
4.13% successful publishers outperform those in
2.99% the 90th percentile on key subscription
2.75% performance metrics by 2X, and
2.529% outperform the median by 5X.

2.20%
1.59%
1.54%
1.29%
0.74%
0.59%
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The Audience Funnel

Entire Market

Digital Audience

Regular Readers

Stopped Users

Subscribers

Engaged Subscribers
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Publishers are increasingly focused on driving
engagement from readers, not just clicks

Audience Engagement: Metro Newspapers

Publication One Article 2-5 Articles 6+ Articles
A 43.59% 26.30% 30.10%
B 47.54% 32.79% 19.67%
C 66.89% 25.21% 7.90%
D 63.84% 28.51% 7.66%
E 69.00% 23.56% 7.44%
F 77.15% 15.43% 7.42%
G 69.14% 24.86% 6.00%
H 69.83% 24.36% 5.81%
l 69.30% 25.17% 5.52%
J 76.74% 18.08% 5.18%
K 73.83% 22.08% 4.09%
L 75.79% 20.86% 3.35%
M 80.16% 16.88% 2.96%
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Engagement matters:
between engagement and subscriber growth

Correlational Study: Monthly Retention vs. Subscriber Engagement

Subscriber Engagement

86%

88%

90%

92%

Avg. Monthly Retention

94%

96%

98%

100%

here Is a significant correlation
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Publishers are becoming increasingly confident about
asking their readers to pay for digital access

Newspaper Benchmarks:

« Stop Rate is a very strong predictor of
overall subscription sales

« The most common cause of a plateau is
not stopping enough users.

« This can and should be segmented by
platform / channel, but this industry-wide
data set is based on desktop data

prmariy Notherst 2

Percentile Stop Rate

95% 10.89%
90% 8.36%
80% 7.05%
70% 5.57%
60% 3.99%
50% 3.99%
40% 3.53%
30% 3.20%
20% 2.61%
10% 1.23%
5% 0.28%
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Most publishers with metered models limit users to five
articles per month or fewer

Meter Meter Limit Distribution

Rules
over16 ] 2%
11015 [ 15%

— Stop Rate
sto10 | 25%
. sorless I 57
Audience o

Content_ % of Publishers
Consumption
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Publishers are experimenting with other ‘levers’ of
access control

Lengthening or shortening the

Meter Timeframe meter counter timeframe can
increase or reduce your ‘stop rate’

while the number of free articles
remains constant

30 Days

45 Days

Meter Targeting Rules

Geographic Targeting Content Targeting Propensity Targeting



Conversion rates are improving as publishers get
smarter about digital subscription marketing

. . . . . Industry-Wide Benchmarks:
« Paid Stop Conversion Rate is an important metric for Y

understanding sales conversion as a function of content Percentile PSCR

access limitation.
95% 1.93%
« While more granular conversion rates are needed to 90% 1.31%
manage a powerful marketing strategy, PSCR can be used 80% 1.04%
to understand overall performance.
70% 0.83%
« Paid Stop Conversion Rate * Stop % * Total Audience = 60% 0.62%
Monthly New Starts 50% 0.54%
40% 0.47%
30% 0.40%
20% 0.33%
THE
10% 0.24% ‘ LENFEST
INSTITUTE
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Profile of a likely subscriber

2-3X
5-10x —
_ Lives In your
Reads 5+ articles market area and
per month reads local news
2-3x% 5-10x
Reads multiple Subscribes to a
categories of newsletter or has
content provided email
2-3X 4-6X

Accesses your
content across
multiple devices

Follows your brand
on social media




Prices are increasing as publishers test the limit of
what they can charge engaged readers

Distribution of Digital Subscription

Pricing, Digital Only, Monthly Retention Norms by Monthly Price Point
¥24.22 Top 10% Median Bottom 10%
212:22 $0 - $2 97.1% 94.9% 92.7%
$14.99 $2.01 - $4.50 96.4% 94.5% 91.9%
$12.96 $4.51 - $6.50 96.1% 94.7% 92.1%
$12.87 $6.51 - $7.50 96.3% 94.5% 91.7%
$11.99 $7.51 - $8.50 96.2% 93.6% 89.7%
311.70 $8.51 - $9.50 94.4% 92.4% 90.3%
>10.74 $9.51 - $10.50 96.8% 94.8% 91.7%
S;_:f: $10.51 - $11.50 96.7% 93.4% 92.8%
$9.06 $11.51 - $12.50 96.4% 94.0% 91.6%
$8.54 $12.51 - 14.99 95.9% 94.1% 90.7% THE
$3.10 $15.00+ 96.5% 92.4% 89.2% ‘ INSTITUTE
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Increased focus on retention metrics and growing
Customer Lifetime Value

Monthly Retention Rate Customer Lifetime Value
Percentile RR%
95% 97.0% 95% $339.98
90% 96.4% 90% $282.79
80% 95.8% 80% $217.18
70% 95.1% 70% $186.38
60% 94.8% 60% $157.56
50% 94.4% 50% $137.30
40% 93.9% 40% $124.09
30% 93.2% 30% $110.99
20% 92.2% 20% $93.02
10% 91.3% 10% $72.11 ‘ LENFEST
INSTITUTE
5% 89.6% 5% $50.75
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Thank You!

Email: matt@Ilenfestinstitute.org
Phone: 973.818.4698
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