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MAKE THEM COME
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WE ARE OPEN
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THE LAST GREAT SUPERPOWER
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THE ONE IN TEN



Rank Title %Reach 

1. The Economist 36%

2. Financial Times 33%

3. The NY Times - IHT 23%

3. Le Monde 23%

5. Der Spiegel 17%

6. Frankfurter Allgemeine Zeitung 16%

7. Le Figaro 14%

7. The Times 14%

9. La Repubblica 13%

9. Corriere della Sera 13%

11. Time 12%

12. Suddeutsche Zeitung 11%

12. Le Nouvel Observateur 11%

17. Newsweek 8%

23. The Wall Street Journal Europe 8%

The NY Times Int’l  Weeklies 40%

Sources :   U.S.- 2011 Opinion Leaders, Erdos & Morgan. Europe - EOLS 2011

A TOP OPINION LEADERS REACH 

PRINT

Europe

Rank Title %Reach 

1. NYTimes.com 33%

2. CNN.com 28%

3. Washingtonpost.com 21%

4.    WSJ.com 20%

5. Huffingtonpost.com 16%

6. FOXNews.com 16%

7. Webmd.com 15%

8. MSNBC.msn.com 14%

9. ABCNews.go.com 14%

10. PBS.org 13%

11.   BBC.co.uk 12%

12.   CBSNews.com 11%

13.   Politico.com 10%

14. Chronicle.com 10%

15. USAToday.com 9%

ONLINE

United States
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PRINT

United States

Rank Title % Reach

1. The NY Times – IHT (Weekday) 58.4%

2. The Wall Street Journal 49.4%

3. USA Today 46.4%

4.    The Washington Post 37.3%

5. Time 35.6%

6. National Geographic 35.2%

7. Newsweek 33.9%

9. New Yorker 30.5%

10.   The Economist 28.0%

11.   Smithsonian 25.1%

12. Scientific American 21.8%

14. Bloomberg BusinessWeek 19.0%

16. Forbes 17.7%

20. Financial Times 15.1%

22. Fortune 14.9%
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New York

London & Paris

Hong Kong

3 HUBS 3 EDITIONS 28 INT`L WEEKLIES

2 ONLINE EDITIONS

GLOBAL JOURNALISM

46 NEWS BUREAUX

Chinese

EMEA ASIA

18 DIGITAL PLATFORMS

US

English



A TRULY GLOBAL PERSPECTIVE
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OUR CONTENT IS SHARED THROUGH SOCIAL PLATFORMS

Sources: Twitter, Facebook, Flipboard, Google, Pinterest, June 2013
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8.6 million followers

(main account)

tweeted 

every 1 second

3.1 million fans

(main page)

1.3 million users 

include NYTimes.com 

in their Google+ 

circles and “like” the 

main page

over 1 million  

monthly uniques

over 10 million flips 

of our content on a 

monthly basis 

55 boards and over 

65,000 followers



WE ARE A GLOBAL REFERENCE FOR TRAVEL
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INCREASE ENGAGEMENT THROUGH  DEEPER, RICHER STORY

Roll over to play video
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SHARED BUDGETS?



CURATE YOUR OWN CAPTIVE AUDIENCE

 Behavioral targeting

 Demographics

 Geographical targeting

 Site Context

 Time of day
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EVENT - THE 2014 NEW YORK TIMES TRAVEL SHOW

• Join Us for the Ultimate Travel Experience: The 11th

Annual New York Times Travel Show, February 28, 2014 -

March 2, 2014  

 Influence 20,000+ (represents a 27% increase over 

2010) avid travelers planning their travels: visitors to 

the Travel Show have the means and motivation to 

become your customers

• Exhibition: join with other leading destinations and catch 

the attention of partners

 446 exhibitors from 150+ nations

 17 sponsors

 16 industry partners

 Domestic and international tourism boards, 

destinations, cruises, tour operators/outfitters, 

hotels/resorts and travel-related companies

• Sponsorship Opportunities:

 Print advertising and online promotion

 Customized on-site opportunities

 Exposure on site

 Social Media 

 Inclusion in press efforts 
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Source: 2010 Travel Show Exit Survey



14



15

Play to your strengths
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WHY CHENGDU?



LUXURY CONFERENCE
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Back to presentation

CONSIDERATIONS

Getting there

Quality of services

Safety & security

Government subsidy

Infrastructure

Novelty

Make a weekend of it

http://www.inytluxury.com/speakers/sandra-choi.aspx
http://www.inytluxury.com/speakers/sandra-choi.aspx
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THE WORLD AND WHAT TO MAKE OF IT


