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Know Who You AreKnow Who You Are

Henry 
Raymond

George
Jones

Competitive AdvantageCompetitive Advantage #1#1



 

Without Fear or FavorWithout Fear or Favor

“It will be my earnest aim that “It will be my earnest aim that 
The New York Times The New York Times give the news, give the news, 
all the news,all the news, in concise and in concise and 
attractive form, in language that is attractive form, in language that is 
parliamentary in good society to parliamentary in good society to 
give the news impartially, give the news impartially, without without 
fear or favor, regardless of any fear or favor, regardless of any 
party, sect or interest involved.”party, sect or interest involved.”



 

Core PurposeCore Purpose

“To enhance society by “To enhance society by 
creating, collecting and creating, collecting and 
distributing high quality distributing high quality 
news, information and news, information and 
entertainment.”entertainment.”



 

Know When It’s Time to ChangeKnow When It’s Time to Change
Competitive AdvantageCompetitive Advantage #2#2



 

Achieving Our National AmbitionsAchieving Our National Ambitions

Identify new readersIdentify new readers

Distribute to Distribute to 
a much larger a much larger 
geographic areageographic area

Attract national Attract national 
advertisersadvertisers



 

Know Your ConsumersKnow Your Consumers
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Create a LongCreate a Long--Term Strategy Term Strategy 
That Marries Goals with StrengthsThat Marries Goals with Strengths

Local Local 
MarketsMarkets

National/GlobalNational/Global
“Quality Audience” Market“Quality Audience” Market

PrintPrint

VideoVideo

InternetInternet

The New York Times The New York Times 
Newspaper The International Newspaper The International 
Herald TribuneHerald Tribune
Branded and Non Branded Branded and Non Branded 
Programming, Discovery Programming, Discovery 

TimesTimes
NYTimes.comNYTimes.com

NewspapersNewspapers

TelevisionTelevision

Web SitesWeb Sites
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The Boston GlobeThe Boston Globe



 

The Sarasota “Solar System”The Sarasota “Solar System”



 

Attracting New ReadersAttracting New Readers



 

Growth of National ExpansionGrowth of National Expansion
New York Times Division Operating Profits 1996-2002

20022002

19961996

Operating profits have more 
than doubled since 1996



 

Number one newspaper site

14 million unique visitors in February

Record 30 million page views in March



 

Launched March 25Launched March 25

 



 



 

Stick to the PlanStick to the Plan

WW IIWW II

1980’s1980’s
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Components of the 1987 PlanComponents of the 1987 Plan



 

Iraq ConflictIraq Conflict

SARSSARS

UnemploymentUnemployment



 

Pricing PowerPricing Power

QualityQuality
JournalismJournalism

ProfitsProfits

QualityQuality
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QualityQuality
ReadershipReadership
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Competitive AdvantagesCompetitive Advantages

1.1. Know who you areKnow who you are
2.2. Know when it’s time to changeKnow when it’s time to change
3.3. Know your consumersKnow your consumers
4.4. Create a longCreate a long--term strategy thatterm strategy that

marries goals with strengthsmarries goals with strengths
5.5. Stick to the planStick to the plan
6.6. Pricing powerPricing power



 

Thank YouThank You


