“+

What Audiences
Value
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New subscriber paths are a
measure of what people value

enough to pay for.
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WHY DO WE WANT TO USE PATHS? G

New subscriber paths are another tool to set a
content strategy that alignhs with what new
audiences value.
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WHAT IS A PATH?

How do you find out which of these stories
resonated with our audience?

STORY
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WHAT IS A PATH?

Last article

viewed
gives a lot é - a S
of CFEdI.t to %
one article.
— STORY @
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WHAT IS A PATH?

Person A’s
Path

Person B’s
Path

What specifically is a
new subscriber path?

Stories viewed within 30
days before a reader's
purchase
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Paths have a closer relationship with

subscriptions than sessions.

Sessions vs. New Subscribers Added Paths vs. New Subscribers Added
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What paths are great for
measuring:

e \What resonates with new audiences
and what they are willing to pay for
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What paths aren’t great at measuring:

. Retention

. Engagement on a specific story
. Reach

. mpact

. Demographics

. Stories that don’t end up in a path
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TIMELINE

We are here to help!
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TIMELINE

GOALS:

Pa t h S RO I I O u t e Understand paths to set goals/strategy
. Explain paths to others

Week of Sept. 23 Week of Sept. 30 Week of Oct. 7 Week of Oct. 14 Week of Oct. 25
<> N N 2N L\
N N N N
«  Newsroom leadership *  Present to department *  Feedback from dept *  Review dashboard and *  Finalize reporting
provide dashboard feedback leadership: leadership insights with dept and process
for analytics team to make e  Cadence for *  Newsroom begins thinking newsroom leadership *  Dept leaders equipped
revisions insights of goal ideas *  Answer questions to begin defining
e Sharedraft of initial findings e Dashboard concept for Q1 goals
on analysis (what makes *  Analysis
paths move) & get feedback *  Shared revised dashboard
from previous week's
feedback

< The Minnesota Star Tribune




Talking points:

. New subscriber paths measure what new audiences value

. If you’re willing to pay for something, it’s likely a strong signal that
you value it

. It looks at stories a new subscriber viewed in the 30 days before they
subscribed and gives equal credit to stories

. Paths have a closer relationship with new subscribers than sessions

. We hope to have more data soon that measures other things
important to the Strib

. Reach, retention, impact, engagement
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