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We’ve now surpassed 4 million subscribers
Year-end subscribers
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Over 3 million digital, print flat at ~1 million
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Subs revenue is now 60% of company revenue

$1,579

NYT revenue by source
Millions

$1,749



While we still have some outside help...



...we’ve positioned ourselves to take advantage
Digital net adds by quarter

Thousands

48
36

65 70
87

71

135

302

352

116

154 157
139

109

203

265



Today, I’ll be diving into two strategy areas

Overhauling our marketing and growth efforts

Optimizing our pricing and bundling



Our subscription ambitions made us look beyond our 
sector for inspiration

96MM+ 100MM+ 150MM+



Demonstrate to more people that the New York Times 
helps them understand the world

But we didn’t have team or capabilities in place



Commit to building a comprehensive growth org

Gaining control of our data

Hiring and training the smartest people we could find

Diversifying the current program



A new growth model comes with advantages and 
disadvantages

Limited experience marketing in this 
way

● No benchmarks
● No clear competitive set
● Difficult to attract top talent
● Noise from external factors

Designing everything from the ground 
up

● Measurement infrastructure
● Cross-functional alignment
● Single media team
● Minimal spend history



So, how are we doing?



Moving from device-based bundles...



...to bundles aligned with customer value



...including adding new products



Leveraging pricing power of print
Price of Sunday-only home delivery subscription outside of NYC (vs. digital)

USD per month

Cheapest digital 
access: USD 15



Optimizing digital offers, from short to long term



Sales moving at the speed of news



tWhat’s Next?



tThank you

Brandt Kloke
brandt.kloke@nytimes.com


