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About The Boston Globe

The Boston Globe is a 26-time Pulitzer Prize winning news source featuring premium national and local content 
daily. With the largest newsroom in the region, The Boston Globe provides more news, analysis and information 

about community events, sports and entertainment than any other local news source.
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Digital audience trends
Business model evolution
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9mm Monthly Visitors
(2 Site strategy)

Digital audience changed after 2 site strategy

17mm Monthly Visitors
2011 2014 2018
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Note: bubble size represents monthly unique visitors



Subscriber growth requires being experimental
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Email
Subscriber value & retention
Private browsing
2-article meter
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Do not allow any paywall exceptions 

Private Browsing Search Social Media



Newsletters and email marketing are critical to digital growth

On pace to surpass 
1.4 billion emails 
deployed in 2018

There are 2.1M unique and 
active daily newsletter 

subscribers

Site visitors that are known 
have a conversion rate of 10X 

that of anonymous visitors

1.4B 2.1M 10X



Publishers should bet on a subscription business

80% Subscription Revenue 10% 10%
Subscriber
Ad Revenue

Non-subscriber
Ad Revenue

Subscriber revenue includes e-reader revenue
Ad revenue based on $409k per month (56.5% non-subscriber, 43.5% subscriber, based on PV allocation of Logged In vs Logged Out)

Total Digital Revenue

90% of digital revenue is from subscribers



On an average day, 45% of digital 
subscribers visited the site.

~18% of digital subscribers did not 
visit the site last month.

If each subscriber moved up one 
engagement bucket, we would have 
~1,700 additional subscribers a year 
from today.

*Based on May 2017 site usage data

Most digital subscribers are either highly or very low engaged
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*Based on May 2016 site usage data

Linear relationship between engagement and retention
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59%
65%

67% 71% 73% 75% 79% 78% 81% 82%
87%

41% 35% 33% 29% 27% 25% 21% 22% 19% 18% 13%

The correlation between site 

usage and retention is a 

linear, 1:1 relationship.

Subscribers who use the site 

on 90–100% of possible 

days have a one year 

retention of 87%, 3x that of 

our least engaged segment.



No exceptions. Readers will pay if you ask them to.

Private browsing stats:

About 6-8% of our audience browses privately

We convert about 6-10 new digital subscribers per 
day that are in incognito status

No impact on advertising

Support in marketplace



20

Reader behaviors don’t change. Change the meter to catch the volume.



Ask readers to subscribe, and they will

Roughly 11% of visits are 
challenged with a paywall 
each day. That is up from 

about 5% earlier in the year.

11%
Conversion rates

have remained 
relatively consistent

We have sold about 
39K new digital 

subscriptions YTD

39K
Subscriber 

cancellation rates
continue to decline



Get readers to subscribe. The pricing is less important.

20% 80%

Avg : 
$0.33/Day

$0.99/Day

Total Digital Subscribers
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Vision
Revenue Breakdown
Paths to Digital-Only
Flexible Technology Stack
Diversify
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We strive to be a consumer-revenue driven business that serves and 
grows our paid-customer base with; quality journalism that adheres to our mission, 
products worth paying for, and technology that allows us to capture and retain those 
customers.

Our Vision

Boston Globe is the steward of the communities we serve. We inform, 
educate, and entertain our community, safeguard and support it, while always serving to 
connect people, ideas, and causes.



Minding the gap - current view

Total Consumer Revenue

Current cost of operation

Gap

50% is cost to run the newsroom



Choose a path

Heavy production and 
distribution costs

Print-centric 
Business as Usual

Slow path, normal print 
declines

Home Delivery Pricing

Some areas will be priced 
out of print, capture those 

who will migrate to digital &  
realize cost savings from 

production and distribution

Move to Digital

The one path to 
financial sustainability

Digital Only

Risk Averse Aggressive Bold All in



Focus on leveraging the current core newsroom core products, identify portfolio of 
complements deployed across new and current business extensions

○ Subscription business models
○ Media delivery opportunities

■ Podcasts
■ OTT
■ Documentaries
■ Other media

○ New forms of training programs
■ Professional newsrooms/Journalism schools/Corporations

○ High-end exclusive events and experiences, including travel
All will be made possible with strategic partnerships and connections.

Diversify



Thank You


