
Advertising in 2017:  

Liz McDonnell 
Managing Director, Strategy & Insights

@liz_mcdonnell7



Advertising in 2017:  
What’s Going On?

Liz McDonnell 
Managing Director, Strategy & Insights

@liz_mcdonnell7



Agenda 

Who I am 

What’s been going on 

What we’re thinking today 
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I’m Liz, and I believe… 

The new pace of innovation is just crazy. 

Here’s what we’re thinking today. 

And what I think we’re looking toward in 2017.



My group is responsible for the go-to-market strategy, articulation and 
custom solutions architecture for our full ad product offering.
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When it comes to The New York Times and advertising, I believe… 

 1. That advertising isn’t inherently bad, but a lot of it is.
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2. That brands MUST to adopt a reader-first mentality for their marketing. 



Consumers are readers, so meet them where they are in 
a way that makes sense, or else they won’t listen.



3. That the integrity of the Times’ newsroom and editorial operation will 
always be critical to our success as a business.



4. This is because our integrity is why we have our audience, and our 
relationship with our audience is our brand.  

….and that’s why other brands want to work with us, by the way.
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It’s NOT about any one platform, not video, audio, or mobile.  

And it’s NOT about any one breakthrough innovation -- AR, VR, XRD,  or AI. 
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It’s NOT about any one platform, not video, audio, or mobile.  

And it’s NOT about any one breakthrough innovation -- AR, VR, XRD,  or AI.  

We’re going all in on the ideas business -- ideas that get attention and change 
habits at scale.



I’m Liz, and I believe… 

The new pace of innovation is just crazy. 

Here’s what we’re thinking today. — for consumers. 

And what I think we’re looking toward in 2017.



The New York Times helps people understand the world. 

We set the standard for ambitious journalism by telling the most important stories 
in innovative ways.  

What we create is worth paying for.



Alternative Fact

Why? Because facts matter… 



And now, over 3 million subscribers agree. 

Actual Fact
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Monthly Unique Visitors (MM) 

NYT Desktop Only NYT Desktop + Mobile NYT Mobile Only International NYT 

Source: comScore Multi-Platform Feb ‘13– Dec ’16. *Some countries in Worldwide data are desktop only. MP Worldwide tracking: June’16 - Nov’16

In the US alone, that’s 46% of 
the entire digital population.  
It was 19% in 2013.

Our traffic has grown tremendously, too.  
We’re now a international powerhouse with 140 million monthly readers.
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Source: comScore Multi-Platform Aug ‘13 vs. Dec ‘16.

We used to only reach 20% of millennials.

Our readers are getting younger.

US Millennial Readers % Reach

NYT Reach 
65% 

Millennial Readers 
% Reach

NYT 
Reach 
20% 

20162013

And within our readership, millennials are 
the largest generational segment.

Now we reach 65%.



93% of millennials feel that fake news has caused confusion about basic facts and 
current events. 

That’s more than any other age group.



Truth is…. 

A brand campaign that: 

1.helps people understand the 
value of NYT’s original, 
independent journalism 

2. sparks a conversation that keeps 
us top of mind





On subscription model vs. ad revenue model

We strongly believe that those two things [subscription 
revenue and ad revenue]… shouldn’t exist in conflict with 
one another.  

And I think the problem with the world of digital advertising, 
broadly, is that digital advertising grew up at odds with what’s 
is good for consumers.

- our CRO
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We strongly believe that those two things [subscription 
revenue and ad revenue]… shouldn’t exist in conflict with 
one another.  

And I think the problem with the world of digital advertising, 
broadly, is that digital advertising grew up at odds with what 
is good for consumers.

“

”

- our CRO



I’m Liz, and I believe… 

The new pace of innovation is just crazy. 

Here’s what we’re thinking today. — for advertising. 

And what I think we’re looking toward in 2017.



Media

Services

Partnerships

Multiplatform, completely reimagined.

Forget what you know about ‘sponsorships.’

Brand storytelling from the world’s best.



Our media business has two focuses: automation and bigger, 
better canvases.



Flex Frames outperform standard 
IAB units with a CTR that is more 
than 4x the industry standard.





And this year, we’re going even 
bigger.



(with video, too.)













Services: T Brand Studio







Partnerships: Original Programming + Examples



Aligning with original newsroom programming benefits both advertiser and the 
Times. 

• New article series/coverage areas 
• New service journalism and formats, e.g. Guides 
• Audio 
• Video 
• VR/360









To bring that content to life, the right partners are crucial. 

Our biggest, most ambitious projects yet are the result of close partnerships with 
the most creative and innovative global brands in the industry.







I’m Liz, and I believe… 

The new pace of innovation is just crazy. 

Here’s what we’re thinking today. 

And what I think we’re looking toward in 2017.



In 2017, I think we’ll… 

 1. Keep bringing all the pieces together for massive partnerships.





2. We’ll continue a trend of product simplification. We must relentlessly focus 
on clarity and repeatability for our canvases; it’s the only way to clear the way for 
exceptional work and unlock creative potential.









3. Media and content: together again. 
(true for both products and campaigns!)



Things I’ve realized are pretty stupid: 

• media without content 
• content without media 
• thinking about either in a vacuum 
• (or, having a strategy for one without understanding the other.)





Jargonian 
IR%: 2.79% 
ER%: 1.65% 
CTR: .54%  

C-Sweat 
IR%: 4.05% 
ER%: 2.21% 

Sargasm 
Interaction Rate: 3.34% 

ER%: 1.86% 
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4. We’ll all finally start thinking beyond destination-based branded content, 
and consider the whole ecosystem when programming for a client.



A full program articulates: 
  

• a content idea 
• an ecosystem the advertiser can ‘own’ — one that makes sense for 

the content idea and format 
• how the content lives in a distributed ecosystem 

• in-stream on mobile 
• other formats e.g., video 

• how it lives on its own destination
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The Lunar Tourism Board
DESTINATION




