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Welcome to the Red Study Tour 
 

Welcome to our ambitious, exhaustive and (we hope) exhilarating effort to capture as 
many perspectives as possible in a two-day tour of the New York media scene.  This 
eBook provides an overview of the major topics we will explore, the places we will visit 
and the people we will see.  
 
The itinerary, as described more fully in the following pages, is aimed at providing ideas, 
insights, connections and strategies to improve your business by creating compelling 
content, broadening your audience, enhancing user engagement and generating stronger 
revenues.  

 
A word on logistics  
 

Start times are different on each day.  
 
Registration location. Please get your credentials for the Study Tour at the INMA desk 
in the street-level lobby of the Westin Hotel at 270 W. 43rd St. NY 10036.   
 
Departure location. Buses for the tours will depart on both mornings from the lobby 
where you registered.  Please be sure to board the bus for the correct tour. .  
 
Please be on time. Be sure to assemble by the time stated for each morning on the 
schedule on the following page.  
 
Please be flexible. As much as we endeavor to adhere to our very packed schedule, 
please pardon us in advance if something fails to go according to plan.  
 
Bring photo ID. Some companies will require you to show a passport or driver’s license 
at their security desks. Please bring an identity document containing a photo every day. 

  
Travel light. Many of the companies we visit have strict security that requires airport-
style screening of backpacks, briefcases and other large objects. Please plan to leave such 
items at the hotel or on the bus.  
 
Dress code. All meetings are business casual. Even nice jeans are fine. Ties are not 
necessary but wear comfortable shoes in case we have to do some walking.  

 
Ground rules. Some companies may restrict photography and/or forbid reporting on 
some or all of their presentations. Please honor their rules.  

 
Take good notes. Many companies will not provide copies of their presentations, so 
plan to take good notes and snap photos of relevant slides when permitted to do so.  

 
Prepare for rain. Bring a folding umbrella if rain is forecast.  
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INMA Red Study Tour: Daily Schedule  
 

Start times are different on each day 
  
Monday, May 13 
 
7:45 Register in Lower Lobby  Westin Hotel, 270 W. 43rd St. NY 10036 
8:15 Load bus 
8:30 Bus to Wall Street Journal  1211 Avenue of the Americas, 3rd floor, NY 10036 
9:00 Coffee and INMA welcome  Hosted by Wall Street Journal 
9:30 WSJ presentation 
11:00 Bus to USA TODAY Network 1633 Broadway, 25th floor, NY 10019 
11:30 USA TODAY presentation 
13:00 Lunch     Hosted by USA TODAY 
13:30 Bus to CBS Interactive  524 West 57th Street 
14:00 CBS presentation 
15:30 Bus to New York Times  620 8th Ave., NY 10018 
16:00 NYT presentation 
18:00 Cocktail reception   Hosted by NYT 
Note: No bus back to hotel  Westin is a short walk from NYT   
 
Tuesday, May 14 
 
7:30 Load RED bus at Lower Lobby Westin Hotel, 270 W. 43rd St. NY 10036  
7:45 Bus to Piano   1 World Trade Center, 64th floor, NY10006 
9:00 Piano presentation  > Enter on Vesey Street 
10:00 Bus to Google   75 9th Avenue, NY, 2nd floor reception, 10011 
10:30 Google presentation  
12:00 Lunch    Hosted by Google 
12:30 Bus to Facebook   770 Broadway, 8th floor, NY 10003 
13:00 Facebook presentation 
14:15 Bus to Chartbeat   826 Broadway, 6th floor NY 10003 
14:45 Chartbeat presentation  
15:45 Break    
16:00 Skift presentation   At Chartbeat (see above)  
17:00 Bus to hotel   Westin Hotel, 270 W. 43rd St. NY 10036 
17:30 Bus arrives at hotel 
 
INMA Contacts 
 
Robert Whitehead 
+61 419 265 569 
 
Josh Tag  
+1 417.894.9412 
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Wall Street Journal: Focusing on data to drive subscription sales 
 
The Wall Street Journal operates one of the strictest paywalls in the publishing industry 
and the strategy appears to be working. Digital subscriptions at the Journal doubled in a 
year’s time to 2.6 million as of the end of 2018, plus another 400,000 subscriptions to the 
Barron’s magazine. Print circulation is approximately 1.2 million.  
 
The subscription-acquisition program is based on the intense collection and analysis of 
audience metrics, which enables management to segment, target and optimize offerings 
through continuous A/B testing and further ongoing analysis. The team driving the 
acquisition strategy will provide INMA members with a detailed briefing on the process.   

 
WSJ, which is the flagship of the Dow Jones division of News Corp. Dow Jones began, in 
its own words, as “as a niche news agency in an obscure Wall Street basement” in 1882. 
Other Dow Jones brands include Factiva, MarketWatch and the Dow Jones Newswires. 

 
After pursuing Dow Jones for years, Rupert Murdoch successfully purchased the 
company for $5 billion in 2007 from descendants of the founders. In 2013, News Corp. 
was split into two publicly held companies. Dow Jones and other global publishing 
interests continued to operate under the News Corp. name, while the parent’s television 
and entertainment businesses were organized as 21st Century Fox. Disney just paid $71 
billion for a large portion of Fox entertainment assets, but Murdoch kept the TV networks.  
 
News Corp. reported global revenues of $9.94 billion in the last 12 months and EBITDA 
of $1.06 million (10.6% margin). Its recent market capitalization was $7.4 billion (all 
valuations in this document are as of the close of trading on April 12, 2019).  
 

Presenter 
 

Karl Wells (left), the General Manager of Subscription Sales and Marketing, came to his 
position in 2015 after serving in similar roles at the Times and Sun in London. Earlier in 
his career, he worked in advertising and media buying.   
 
Peter Gray, the Vice President of Product Optimization, describes himself as a “digital-
testing fanatic.” He joined News Corp. in 2016 after a career in marketing a wide variety 
of consumer products.  
 
 
  

 
 
 
 
 
 
 
 
 
 
 
Contact 

 
Rebecca Weintraub 
rebecca.weintraub@dowjones.com 
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USA Today: Leveraging a national ad network to build scale  
 

The USA TODAY network operated by Gannett Inc. reaches more than 123 million 
consumers per month in the United States through 565 daily and weekly print products 
and their associated digital media.  
 
The company has captured a wealth of consumer data that informs everything from its 
content strategy to its subscription programs. Executives at the newly opened state-of-the 
art New York advertising office will discuss best practices for ad sales for both legacy and 
digital media.  
 
Gannett, one of the largest publicly owned newspaper publishers in the United States, 
went public in 1967 and has traded since 1969 under the GCI symbol on the New York 
Stock Exchange. Gannett publishing was severed from the broadcast operations in 2015, 
becoming a pure-play print and digital business recently valued at $1.2 billion. GCI’s sales 
in 2018 were nearly $3 billion and EBITDA was $301.6 million (13% operating margin). 
The free-standing broadcast entity, known as Tegna, is valued at $3.5 billion. 
 
In early 2019, GCI rebuffed a hostile takeover attempt by Digital First Media, the second-
largest newspaper publisher in the US.  

 
Speakers  
 

Maribel Perez Wadsworth, the President of the USA Today Network and Publisher of 
USA Today, joined the Gannett corporate staff in 2009 after serving in a series of senior 
newsroom positions. She is member of the INMA Board.  
 
Kevin Gentzel, who is the President of USA TODAY Marketing Solutions, became GCI’s 
chief revenue officer in 2015. He previously held similar roles at Yahoo, the Washington 
Post and Forbes Media.   
 
Michael Kuntz, Chief Operating Officer of USA TODAY Network, will discuss national 
ad sales. He arrived in 2017 after working at Gawker Media and Hearst.  

 
Andy Yost, the Chief Marketing Officer, joined the company in 2014 after serving in 
similar positions at Viacom Media, Dow Jones, Columbia House and American Express.  

Contact 
 
Cameron Spearman 
cspearman@gannett.com 
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CBS Interactive: A legacy network leans into OTT services 
 

No legacy broadcaster has embraced Over The Top TV as avidly as CBS, the first mover in 
broadband-delivered programming among the major US television networks.  
 
The company has attracted more than 2.5 million subscribers to a service launched in 
2015 to provide Netflix-style access to all of its programming. Now, it is launching 
separate 24/7 OTT local news channels in each of the major metro markets where it owns 
TV stations. The leaders of the OTT projects will brief INMA members.  
 
CBS, which traces its history back to the infancy of radio in 1927, operates 29 TV stations 
and 117 radio outlets. In 2018, it generated $14.5 billion in revenues and $3.1 billion in 
EBITDA  (21.5% margin).  Its recent market capitalization was $19.3 billion.  
 
While the network historically depended almost exclusively on advertising sales, it has 
moved to diversify revenues in recent years to reduce its reliance on a single revenue 
stream.  In 2018, advertising delivered barely half of CBS revenues.  The balance of sales 
came from a mix of consumer subscriptions, affiliate fees and cable-TV licensing fees.  

 
Presenters 

 
Christy Tanner (left) is the Executive Vice President and General Manager of CBS News 
Digital. She formerly held senior management positions at Lionsgate, Washington Post, 
Wolters Kluwer and Reed Business Information.  
  
Adam Wiener returned to CBS in 2016 as the Executive Vice President and General 
Manager for Local Digital Media.  He started as a writer and editor at CBS News in 1987 
before departing in 2001 for senior digital management positions at Dow Jones and NBC.  
 

 
 
 
 
 
 
 
 
 
 
 
 
Contact 
 

Annie Rohrs 
Annie.rohrs@cbsi.com 
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New York Times: Accelerating the pivot from ad to audience revenues 
 

Faced (like most publishers) with a sharp drop in print advertising, the New York Times 
embarked on an aggressive effort to shift the preponderance of its revenues to audience 
fees from advertising sales. And it has been successful, with digital subscriptions hitting a 
record 3.4 million in 2018 and audience revenues delivering nearly 59% of the company’s 
top line. Nationwide, the Times has 800,000 print subscribers.  
 
The change in NYT’s revenue mix has been profound. Advertising sales fell to $558 
million in 2018 from $1.2 billion in 2005. Audience fees rose to $1 billion in 2018 from 
$600 million in 2005. Thanks to the shift in emphasis to building subscriber revenues, 
the company’s total sales last year were just $50 million short of the $1.8 billion achieved 
in 2005. Revenues were boosted in part by renting out 5½ additional floors of its iconic 
headquarters building.  
 
While the company once owned a diversified array of media businesses, it has divested all 
of them, including such publications as the Boston Globe and a portfolio of regional 
newspapers. In late 2016, NYT expanded beyond the flagship paper to pay $30 million to 
buy The Wirecutter, an eCommerce site that produces carefully researched product 
recommendations. Recent financial statements suggest that the annual affiliate revenues 
generated by the site achieved payback on the purchase within about two years.    
 
Wall Street has taken notice of the transformation at the Times, lifting the value of the 
company’s shares by more than 50% in the last 12 months to $5.6 billion.  Although the 
New York Times Co. is publicly held, the descendants of founder Adolph Ochs Sulzberger 
effectively control the company through a special class of stock that gives them a super-
majority over common shareholders.  
 

Presenters 
 

Michael Greenspon (left) is the Global Head of NYT Licensing and Print Innovation.  
 
Eric von Coelln has been Executive Director of Puzzles since 2016. 

Julia Simon, Deputy Director of Audience and Operations for Audio, has been with the 
Times for nearly seven years.  

 
 
 

Contact 
 
 Andrea Mariano 

andrea.mariano@nytimes.com 
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Piano: Best practices for audience-revenue programs  
 

Piano.io provides the software platform that runs audience-revenue programs for a 
growing number of publishers, including AOL, Economist, Gannett, Hearst, McClatchy, 
NBC Universal and Time.  
 
In addition to collecting payments, Piano gathers audience data that can be modeled via 
its analytics engine to help a publisher gain a better understanding of her audience with 
an eye to converting casual visitors into loyal subscribers. The presentation at the 
company's headquarters in the iconic World Trade Center will provide an overview of 
strategies, trends and best practices in the global marketplace for audience revenues.  
 
Founded in 2007 in Slovakia, the company's headquarters are now in New York City, 
although it maintains operations in Europe and Russia. Piano, which is privately owned, 
is backed by $28 million in venture funding, including $22 million closed in January, 
2019.   
 

Presenters 
 

Trevor Kaufman (left) has been the Chief Executive Officer of Piano since 2015, when 
Piano acquired his former company, Tinypass, a competing payments platform. Prior to 
Tinypass, Kaufman served as either the CEO or senior officer of four Internet companies.   
 
Michael Silberman, the Senior Vice President for Strategy, joined Piano in 2018 after 
directing digital and editorial teams at New York Magazine, Rodale Publications, MSNBC, 
Microsoft and CBS News.   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Contact 

 
Piano.io 
Andrew Meranus 
andrew.meranus@piano.io 
347.556.4485 
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Google: A master of the digital universe  
 

Google, the principal division of Alphabet, is the most diversified and most powerful 
digital media company in the world.  
 
It conducts 77% of the world’s searches, supplies the operating system for 74% of the 
world’s mobile devices, serves 39% of global digital advertising and delivers video to 33% 
of global Internet users via YouTube. Google has about a 25% share of the smart-speaker 
market, trailing early-mover Amazon (which has captured 70% of the installed base).  
 
Google and such affiliated products as YouTube and Waze collectively consume fully a 
third of the time consumers spend on digital media, according to Pivotal Research. 

 
Beyond Google, its parent Alphabet (www.abc.xyz) invests widely on everything from self-
driving cars to medical research to space exploration. The company's early investments in 
Uber and Lyft now are estimated to be worth $4 billion. Alphabet paid $3 billion for Nest 
in 2014 to gain traction in the home-automation space.  
 
Founded in 1998, Google went public in 2004 and was recently valued at $933.8 billion. 
Sales were $136.8 billion in the most recent 12 months, producing EBITDA of $40.4 
billion (29.6% margin). With 98,771 employees, the company generates nearly $1.4 
million in revenue per worker.  
 

Presenters 
 

Medha Vedaprakash, who leads global partnerships for the media sector, previously 
worked in digital strategy and business development for a private equity firm.  
 
Chris Jansen, Head of US News and Publishing, joined Google in 2011 after holding 
marketing and business development positions at Kantar Media and Univision.  
 
Gordon Saft, Strategic Partner Development Manager, will discuss ways to improve the 
visibility of content.  
 
Valentin Cornez, Partnerships Lead, will provide insights on audience building.  
 
Lauren Ashcraft, Revenue Lead, will explore ways to improve ad yields.   

 
Contact 
 

Medha Vedaprakash  
medhav@google.com  
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Facebook: What's next for the leading social network? 
 

Facebook is the largest social networking company in the world, boasting more than 2 
billion monthly users. The company, which has made 79 major acquisitions to date, also 
owns such leading platforms as Instagram, WhatsApp, Messenger and Oculus. The 
acquired platforms collectively have some 1 billion monthly users.  
 
Facebook has faced a number of well-reported challenges in recent months, including 
abuse of its platform to propagate fake news and questions about how diligently it has 
honored the privacy of its users. These dramatic developments prompted strong global 
interest in regulating the activities of digital publishers. After initially spurning such ideas, 
Facebook increasingly has embraced the need for some form of regulation.    
 
In the last 12 months, Facebook reported $55.8 billion in sales, nearly 53% EBITDA and 
more than $40 billion in cash reserves. With a payroll of 35,587 individuals, the company 
produces more than $1.5 million in revenue per employee in spite of adding more than 
10,000 employees in the last year to combat fake news and advertising.  
 
Chief executive Mark Zuckerberg founded Facebook in his dormitory room at Harvard 
University in 2004. Zuckerberg dropped out of college to build the company and raised 
$2.4 billion in venture funding from several of the most prominent names in Silicon 
Valley before taking the company public in May, 2012. The shares that began trading at 
$38 in 2012 gained more than 3.3x in value as April 12, 2019, reflecting a current market 
capitalization of $511.2 billion (but some 15% lower than its record $604 billion value in 
July, 2018). 

 
Presenters  
 

Kenny Curry joined Facebook in 2016 after working for nearly six years as a customer-
relations management architect and consultant.   
 
Alex Feldman has been working with news publishers since joining Facebook in 2018. 
Earlier, he worked for NBC Universal Media and was a U.S. Army officer in Afghanistan.  
 
Chris Miles has been a strategist for six years at CrowdTangle, which tracks audience 
behavior on social media.  
 
Inna Rudsky, who is responsible for strategic media partner development, previously 
held similar positions at Bloomberg and Comcast.  

 
Rebecca Rosenblat manages local-news partnerships at Facebook.  

 
Contact 
 
 Inna Rudsky 
 irudksy@fb.com 

 
Alex Feldman 
alexfeldman@fb.com 
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Chartbeat: Tracking digital audience, one click at a time 
 

As the analytics partner for more than 50,000 media sites around the globe, Chartbeat 
tracks what people are reading on a second-by-second, pixel-by-pixel basis on each site, 
page and article.  
 
Its metrics and tools are designed to get beyond clicks and page views to help publishers 
measure how users engage with content across the multiple desktop, mobile and social 
platforms they use in a day. Among the system’s many capabilities, it can provide 
immediate alerts if a website slows down or crashes.  
 
The briefing for INMA at its New York office will explore trends in traffic acquisition and 
retention, as well as tactics publishers can employ to build and retain audience.  
 
The privately held company started in 2009 and to date has raised $39 million in venture 
funding.  
 

Presenter 
 

Jill, Nicholson, the Head of Product Education, joined Chartbeat in 2014 after working 
as a multimedia and analytics editor for the White Plains (NY) Journal News. 
 

 
 
 
 
 
 
 
 
 
 
 
 
Contact 
 

Orly Halpern 
orly@chartbeat.com 
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Skift: A B2B brand bootstrapped by a digital pioneer  
 

Launched in 2012, Skift has grown into the biggest B2B brand covering the global travel 
industry. The company was built on lessons learned by founder Rafat Ali, who is one of 
the pioneers of digital publishing. In addition to describing Skift's multi-threaded 
revenue model, Ali will offer his thoughts on future developments that may affect digital 
media. 
 
Skift provides news, information and marketing services to the global travel and leisure 
industries. (Skift means “shift” or “change” in certain Nordic languages.) The company 
has several revenue streams, including advertising, subscriber-only research reports and 
market data. Skift has begun expanding into new verticals, including dining and wellness.   

 
Based in New York, where it originally operated out of Ali’s spare bedroom, Skift was 
bootstrapped with a comparatively modest $2.5 million in funding from the founder’s 
personal network of Internet leaders.  

 
Presenter 
 

Rafat Ali is one of the pioneers in digital publishing. Previously, he was the CEO and 
founder of paidContent and ContentNext, which he sold to Guardian News and Media in 
2008. He left the company in 2010 to travel the world and then returned to New York to 
start Skift. Earlier in his career, he was managing editor at Silicon Alley Reporter.  
 

 
 
 
 
 
 
 
 
 
 
 
 
Contact 
 
 Rafat Ali 
 ra@skift.com 
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INMA hosts 
 
Robert Whitehead, Tour Leader 
 

Robert Whitehead, (below left) a former top executive at Fairfax Media, is a long-time 
INMA director and self-styled “Disruptionist.” After serving as Editor of the Sydney 
(Australia) Morning Herald, he moved into sales and marketing for Fairfax Media before 
embarking on various consulting and start-up ventures. He lives in Sydney.  
 
robertwhitehead2.0@gmail.com 
+61 419 265 569 

   
Josh Tag, Tour Host 

 
Josh Tag (below right), who is a New York-based event coordinator, has helped to 
conduct numerous INMA events, including previous study tours in New York, Silicon 
Valley and London.   

 
josh@previewevents.org 
+1 417-894-9412 
 

  
 
 
 
 
 
 
 
 
 
 

 
 
 

  
 
 
 

 
 

  
 
 
 
 
 
 
 


