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TODAY

 Walk-through of the seven essentials (aka "table stakes") for local news
organizations

« Conversation around two of them - audience funnel discipline and revenue
diversification

« Texas Tribune as case study
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BACKGROUND

Print circulation (1985-2014)
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BACKGROUND

Ad revenue (1985-2014)

Newspaper Advertising Revenue:
Adjusted for Inflation, 1950 to 2014
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BACKGROUND

Newsroom headcount (1992 vs. 2014)
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BACKGROUND

We all know the problem.

* Locals under huge pressure

e Too many playing continual catch-up (trying not to lose instead of playing to win)

« Too few resources focused on the new game - innovation plus re-imagined purpose/role
needed to win the game

But:

* Locals, for the most part, understand what is required to "be in the game.” (They just
hadn't, until recently, written it down.)

* Locals need to get going to put table stakes in place through identifying and achieving
success at initiatives that get your news enterprise in the game

©TIM GRIGGS
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METCALFE'S LAW
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METCALFE'S LAW

So consider:
e Facebook worldwide users: 1,800,000,000
Columbus County population: 56,000

Bottom line: Local news enterprises have gone from geographically protected
oligopolies/monopolies to geographically constrained players who cannot take
advantage of digital scale and reach

©TIM GRIGGS
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SHIFTING MARKET CONDITIONS

Consumers
* "lf newsisimportant, it will find me"
 Whole generations without long/deep habit of paying for news content

Advertisers
 Complex fragmentation never seen before
 Untethered to content/channel: can and do go direct

Changing definition of “local":

 What parts - of our lives are lived locally?

« What do 'local’ and ‘community’ have to do with one another?

» What are the aspects constituting a 'local’ economy? What is ‘local’ commerce?

©TIM GRIGGS



TABLE STAKES INITIATIVE

Table Stakes 1.0
« Defined the table stakes very specifically
« Used performance-driven change

to get people to make needed changes

Program has expanded since:
* Metros: Rounds 1,2, 3

e UNC: Round 1 (soon 2)

« Poynter

©TIM GRIGGS
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Strategy
Enterprise <> Newsroom

Work & Workflows

Roles &
Skills Technology/Tools

Organization & Culture
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TABLE STAKE #1: SERVE TARGETED AUDIENCES
WITH TARGETED CONTENT

Be audience driven across your enterprise.
Identify and focus on particular, target audiences with needs, interests

and problems that you can address well and derive revenue from.
 Use your local market knowledge, perspective and presence to serve
these audiences far better than competitors.
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#2: PUBLISH ON THE PLATFORMS USED BY YOUR
TARGET AUDIENCES

GGGGGGGG

Go to your audiences rather than expecting them to come to you.

Take responsibility for distribution by publishing and promoting on the
platforms used by each of your chosen target audiences.

Do so0 in ways that serve their needs and interests in using each platform
and take best advantage of the particular features and dynamics of the
platform, ways that are platform optimal versus platform agnostic.
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#3: PRODUCE AND PUBLISH TO MATCH YOUR
AUDIENCES' LIVES

Organize to provide a continuous flow of digital-first content matched to
the life rhythms and habits of your target audiences, their time and
attention availability, and their interests, needs and problems of the
moment, across the platforms they use.



#4: FL

HABITUA

Guide your audience through the stages of a “funnel” from random or
occasional use, to increasing use, to habitual use, to paying for your
content/products/services, to recommending your brand to others.
Use the same step- by-step funnel approach to maximize the value of
your audience to advertisers.
Do this through the focused use of data and analytics, technology,
content and platform tactics, multiple types and approaches of “offers”
and “asks,” and continuous testing.

GGGGGGGG
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_READERS INTO

D PAYING LOYALISTS
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#5: DIVERSIFY AND GROW THE WAYS YOU EARN
REVENUE FROM THE AUDIENCES YOU BUILD

Innovate, test and develop as many ways as possible to earn revenue.
Do this by collaborating across all functions of your enterprise with a
focus on both innovating to growing consumer revenue and advertising
and creating, testing and growing a range of new products, services and
businesses of value to your target audiences and community.
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#6: PARTNER TO EXPAND YOUR CAPACITY AND
CAPABILITY AT LOWER AND MORE FLEXIBLE COST

GGGGGGGG

Use partnerships, third-party services, shared resource arrangements
and flexible staffing to expand your capacity and capabilities across all
areas of your enterprise: content creation, marketing and distribution to
target audiences, new services and products, access to needed skills,
technologies, tools and data, and more.

Do this in ways that lower investment requirements, reduce and add
flexibility to your cost structure, increase speed, and better share risks
compared to doing it on your own.



#/: DRIVE AUDIENCE G
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ROWTH & PROFITABILITY

ER' PERSPECTIVE

Drive growth and profitability in your chosen target audience segments

and key publishing platforms by

developing cross-functional “mini-

publisher” teams and team leaders who use a general management
perspective and strong sense of ownership and accountability to drive

performance.
Expand the scope of these teams

"responsibility beyond content

creation, content distribution and audience development to include
revenue generation, financial contribution and brand development.
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THE SEVEN TABLE STAKES:

1. Serve targeted audiences with targeted content

Publish on the platforms used by your targeted audiences

Produce and publish continuously to match your audiences' lives (“always on,
always there")

Funnel occasional users into habitual, valuable and paying loyalists

Diversify and grow the ways you earn revenue from the audiences you build
Partner to expand your capacity and capabilities at lower and more flexible cost
Drive audience growth and profitability from a “mini-publisher” perspective

L N

N oo A
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WANT MORE?

*  Printversion on Amazon
e eBookversion on Kindle
«  Chapters on BetterNews.org

A resource for news innovators to learn, plan & do. (BETA) ABOUT US

Better News

Better Ne

OTIM GRIGGS
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LET'S GO A LITTLE DEEPER:

4. Funnel occasional users into habitual, valuable and paying loyalists
5. Diversify and grow the ways you earn revenue from the audiences you build

©TIM GRIGGS
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TABLE STAKE #4: Funnel occasional users into
habitual, valuable and paying loyalists

GGGGGGGGGG
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THE SEVEN TABLE STAKES. ..

audiences
audiences
audiences

loyalists
audiences

audience



WHAT IS AN AUDIENCE FUNNEL?

OTIM GRIGGS
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\

Simply put:

It's an illustration of
the number of people
who may be interested
in a thing...



WHAT IS AN AUDIENCE FUNNEL?

OTIM GRIGGS
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/

and the number of
people who
consistently use/
experience the
thing...
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WHAT IS AN AUDIENCE FUNNEL?

between.

N4
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Example: Blue Apron

_ Heard about the service on a trusted podcast
— Took advantage of a one-week free trial
— Tried HelloFresh and Plated, too, but like Blue Apron best

|

Afew snags but over-the-top customer service

|

Now rave about it to friends and family

OTIM GRIGGS
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WHAT IS A'FUNNELAPPROACH' FOR NEWS?

«  Systematically moving potential customers from
o random/occasional use 2>
o to periodicuse =
o toreqularuse >
o to habitual use 2>
o towillingness to pay & actively recommend
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WHAT IS A'FUNNELAPPROACH' FOR NEWS?

« Effectively building the largest possible pool of loyal and monetizable users (even if
you don't charge for content)
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WHY IS AFUNNELAPPROACH IMPORTANT?

1. Intheanalog era, audiences had no choice. Now they do.
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WHY IS AFUNNELAPPROACH IMPORTANT?

2. Greatjournalism is best when it's informing/educating/entertaining the public.
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WHY IS AFUNNELAPPROACH IMPORTANT?

3. News orgs can't properly monetize consumers directly (through subscriptions,
membership, etc.) without maximizing each stage of the funnel
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WHY IS AFUNNELAPPROACH IMPORTANT?

4. Engaged audiences create more and better opportunities for higher value advertising/
sponsorship
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WHAT DOES SUCCESS LOOK LIKE?

If your enterprise effectively uses audience funnel discipline:
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WHAT DOES SUCCESS LOOK LIKE?

1. Everyone - ESPECIALLY THE NEWSROOM - “owns” audience, essentially serving as the
“circulation department”
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WHAT DOES SUCCESS LOOK LIKE?

2. You are audience/community-centric, not platform/product-centric
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WHAT DOES SUCCESS LOOK LIKE?

3. Youunderstand your prospective audience’s size, interests, consumption patterns, and
locations
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WHAT DOES SUCCESS LOOK LIKE?

4. You know what signals or metrics tell you which part of your audience is loyal
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WHAT DOES SUCCESS LOOK LIKE?

5. You use scorecards to track performance over time on the most important metrics of
SUCCesS
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WHAT DOES SUCCESS LOOK LIKE?

6. You have a test-and-learn mentality to improve performance at each stage of the funnel
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WHAT DOES SUCCESS LOOK LIKE?

7. You are constantly learning, implementing and refining content and engagement
practices to increase loyalty
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Funnels can apply to the whole enterprise...

GGGGGGGGGG
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... orto one thing you do, like subscriptions)

Funnel example: Digital subscriptions

GGGGGGGGGG
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They can also be used at a more granular level

Funnel example: Subscription purchase

g "Grow!"

B WAIT, THIS IS JUST GETTING INTE ‘
G —— e Gateway

& AN )

DtV
— Offer page
Payment
screen

OTIM GRIGGS
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Important to note:
While you're busy attracting
new audiences, existing folks

are constantly leaving. You
must know this, identify them,
and re-engage them.

OTIM GRIGGS
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FUNNELTACTICS

TOP OF THE FUNNEL
Make it easy for audiences
to discover you.

BOTTOM OF THE FUNNEL
Make it easy to pay you
(and/or recommend you.)

MIDDLE OF THE FUNNEL
Make it easy to be audiences
to be loyal.

* Email

* (learly articulated * Frictionless experience

brand vision * Onboarding Multiple opportunities
» Social * Great UX(e.g. page to support
e Search load times, navigation) e Pricing and tiering
* Partnerships * Experiences (virtual or * Referrals and rewards
* Live events real-world) » Stewardship

* Product “stickiness”

©TIM GRIGGS
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Total addressable market

Awareness: Users who know about CALmatters

Acquisition: Users who have
experienced CALmatters

Activation: Users who have a “happy UX"

Retention: Loyal users
(aka "stickiness")

Referral: Advocates

Revenue:

Users who

contribute
$$$

MISSION IMPACT

© TIM GRIGGS | 2016

Metrics 1 it

readers? (Ideal: one-time research; less iceal but still
valid: estimate based on existing data)

% target market unaided brand awareness (custom research, 1x/year)
Total reach (monthly totals, print + broadcast + digital)

Partner story pickups (volume)

Social reach (FB + Twitter); mentions

Monthly calmatters.org users

Segmentation by geagraphy {in-market vs_ out-of market; within CA)
Segmentation by referral source (search, social, partner, email, etc.)
Relative performance analysis (what stories do “best” and why)

New email subscribers; total email subscribers
Event RSVPs; event attendees
Sessions with >1 PV, bounce rate

Habitual users (users with 5 or more sessions/mo)
Email addicts (users who open X emails/mo)

Repeat event attendees .

Sodal conversation rate (comments/iollowers x 100)

“Influencer” following (¥of influencers in CA politics/golicy who follow you)
% of state media who publish your content
Social amplification rate (shares/followers x 100)

Donors; repeat donors
Revenue per user; revenue per habitual user

+  Awareness of politics and policy issues (pre/post research)
Civic engagement behavior score (custom research)
“The CALmatters Effect” (impact of Capitol presence; anecdotal)
Laws changed: Tracked policy changes due to reporting
Lives changed: Tracked personal stories due to reporting

Thisis an
example of a
funnel
scorecard.
What are the
right steps in
your audience
funnel?
What metrics
indicate success
at each step?
Are you holding
people
accountable for
delivering on
your KPIs?
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grow the ways you
iences you build
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WHY IS REVENUE DIVERSIFICATION IMPORTANT?

1.The lucrative subscription-advertising-classifieds economics of print cannot be
duplicated digitally because of important differences in the nature and structure of
digital markets, costs and revenues
« Consumers have lots of choices for news
* Businesses have lots of choices for reaching consumers
» Digital CPMs are MUCH lower than print

©TIM GRIGGS
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WHY IS REVENUE DIVERSIFICATION IMPORTANT?

2. Cost reductions and/or industry consolidation do not eliminate the need for
revenues and cash
* One way to ensure revenues exceed costs is to cut costs.
* But... you cannot cut costs to zero. At some point, costs are rock bottom and the only
choice remaining is to generate revenues.
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WHY IS REVENUE DIVERSIFICATION IMPORTANT?

3.The profound disruption of the early 215t century provides opportunities for locals to
reinvent the value they create and reap - opportunities to generate revenues in ways
that include but go beyond subscriptions and advertising.

*  You must solve local problems

help me be an informed citizens in the place I live;

help me solve the necessities of my life;

help me enhance the quality of my life;

help me work with others to make the places we live together better; and

help me have the confidence that you are holding powerful people and

institutions accountable.

D N NI NI NI

©TIM GRIGGS
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WHY IS REVENUE DIVERSIFICATION IMPORTANT?

4. 1n solving these problems, you can create value. Among the many ways you can reap

the rewards of value creation for people and for businesses:
* Product or service sales
* Business-to-business services

* Commissions The question is:
* Membership What are the many
* Referral fees ways we can find to
* Ticketsales generate the cash
* Licensing that we need?

* Endowments
» Software and/or technology sales/licensing

©TIM GRIGGS



AUDIENCE FUNNEL DISCIPLINE +
REVENUE DIVERSIFICATION:
ATexas Tribune case study
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ivic discourse is in danger of becoming
less infor and m ‘e-reﬂ,aigdly p?isan. We believe
that's ba ‘democracy and ba for lexas. That's why

we started The Texas Tribune."”

— JOHN THORNTON, TEXAS TRIBUNE FOUNDER *

OTIM GRIGGS
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THEN: THETEXASTRIBUNE oo

Wednesday, November
FRONT PAGE TOPICS v LIBRARY v POLLING v DIRECTORY MULTIMEDIA BLOGS 2010 EVENTS TEXAS WEEKLY SUPPORT US

* * x * ELECTION 2010 * * * *

‘ Perry's Victory Speech WIRE

 Founded in 2009
« State politics and policy e

. . | ) « Perry (R) 2,733,784 54.97%

[ ] D I g |ta |_ O n |y X White 2,102,606 42.28%

X Glass (L) 108,057 21%%

. Texans are "tired of big government,” he said, X Shafto (G) 19475 0.39%

Y N O n p roflt ) and "fed up” with Washington's intrusion. X Barron (W) 7,873 0.18%
Comptroller

1te’ 1 Precincts - 100%  Votes %Votes

« Combs (R) 3,302,456 83.16%
X Ruwart (L) 416,708  10.49%
X Lindsay (D) 251,842 6.34%

R TEXAS
Land Commissioner

Precincts - 100% Votes %Votes
+ Patterson (R) 2,996,806 61.68%

Rick Perry won his third full term as governor of Texas on Tuesday, X Uribe (D) 1,714,167  35.28%
defeating former Houston Mayor Bill White by a convincing double-digit . 147,969 3.05%
margin and positioning himself for a role on the national stage. And he led et

a Republican army that swept all statewide offices for the fourth election in View All
a row, took out three Democratic U.S. congressmen and was on its way to

nearly two-thirds majority in the — a mark the GOP hasn't "All our elected leaders, including our national

seen since the days following the Civil War. leadership, deserve respect,” he said. .

Ap Texas Democratic leader defeated
in GOP surge

©TIM GRIGGS
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N ow: OUR PICKS DATA EVENTS VIDEO DONATE Q SEARCH

. ~§7M annual budget THE TEXA TRIEUNE

® ~~ 5 0 FT E S IN THE NEWS DACA Voices Primary Candidates #TribFest18 raus Censure Campaign Finance

Here's why it's hard for Texans to

) La rgeSt StatehOUSG NEw get alcohol shipped directly to
bureau - of any type - . them

i n t h e CO u n t ry 5 Texas law only allows businesses with an appropriate permit to sell alcohol to
- . / consumers. So if you want to buy booze, you need to get it from a retailer such as
 50-plus on-the-record |

a grocery store, convenience store, bars or restaurant.

RELATED

Texas’ liquor regulators have been in hot water all year. Read our coverage

live events

So what changed?

©TIM GRIGGS
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Problem #1: Heavily reliant on philanthropy

Corporate “Eamned” 40%
revenue

$$ Foundations

Philanthropic

support 60%

Individual
gifts

©TIM GRIGGS 201 1
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Problem #2: No focus on audience

©TIMJG%IQGSZO1 L Dec 2013
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Related to both: Gut-driven decision-making

GGGGGGGGGG



FOR CARMAGE WALLS ATTENDEES OLNLY. PLEASE DON'T SHARE OR FORWARD

Time for a new approach

©TIM GRIGGS
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Build better
products

Listen to Cultivate the
the data right audience

@)
%

Diversify
revenue
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At the heart of all of this was an
intense focus on audience:

 Understanding our current
and prospective audience

« listening to them
* better serving their needs
e earning theirtrust, and

e earning their financial
support
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Ex: Profile of an existing user (at the time)

©TIM GRIGGS

Adult

Lives in Texas

Daily digital news consumer

Multiplatform: Also reads local newspapers and watches TV news

Highly educated (has college degree and highly likely to have advanced
degree)

Works in the public sector

Most likely to live in Austin

Has both a personal and professional interest in understanding policy issues
Votes in every election

The upshot: Influential insiders who work in or around the Capitol.



FOR CARMAGE WALLS ATTENDEES OLNLY. PLEASE DON'T SHARE OR FORWARD

Texas population 27,000,000
Population 18+ 19,000,000
% digital news consumers 69%
% who meet profile criteria 2.8%

People like our current users 400,000

©TIM GRIGGS
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Profile of a prospective user

« Adult

* LiveinTexas

* Digital news consumer

* Seeks state news

« Follows one or more of the policy subjects we cover
* Interested in the Trib concept

* The upshot: Regular civically engaged Texans.

©TIM GRIGGS
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Texas population 27,000,000
Population 18+ 19,000,000
% digital news consumers ~69%
% who seek state news and

follow at least one policy subject ~T7%
% who indicate interest in Trib ~39%
Potential users* 4,000,000

* Of this group, 2 million had never heard of us!
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OPTION #1: The “two doors” approach

Enthusiasts

Audience: Voracious news
consumers. They care deeply
about particular topics and
need to stay informed in
general

Publisher provides topic-
based, relatively widely
appealing, content

Examples: SB Nation; Politico,
NYT Biz coverage

\—

©TIM GRIGGS

~

Insiders

Audience: Insiders who want/
need extraordinary depth to
fuel their personal or
professional interests
Publisher provides
extraordinary depth
Examples: SB Nation team
pages; Politico Pro; NYT
DealBook

_/

** Downside: Often require separate editorial staffs **
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OPTION #2: The “casino” approach

Awareness

"I've heard of the Texas Tribune and | can articulate what it is”

Experience

“I've been to texastribune.org” or “I've attended a Trib event

Preference

“I'turn to the Tribune for news that matters to me.”

"

Loyalty
“The Tribune is part of my reqular routine” or
“I share what | learn from the Tribune with others.”

Advocacy
“I'm a member or subscriber of
The Tribune and actively
tell my friends and
colleagues about it

©TIM GRIGGS

Expose the brand and build
future loyalists from civically
engaged Texans (~4M)

statewide
»  Push; gain exposure; FB/search;
outside Austin; free; skimmable email

Deepen engagement among

current loyalists and core users

(~400K) and monetize them

Pull; monetize/retain; Twitter; more
Austin-based; paid; real-time
notifications

** Requires serious funnel discipline **
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Unaided brand awareness Have you heard of us?

Total reach (offline + online) / Have you experienced us?

Monthly users / Did you come to the site recently?

Heavy user cohort / Do you come to the site a lot?

# of paid users Do you support us (financially)?

How much do you support us?

©TIM GRIGGS
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THE TRIBUNE'S "PERFORMANCE CHALLENGE"

What are we going to do?
We will build better products, cultivate the right audience, diversify revenue and make data-driven decisions.

How are we going to do it?
1) We will expose the brand and build future loyalists from civically engaged Texans (~4M) statewide,
2)  We will deepen engagement among current loyalists and core users (~400K) and monetize them

We'll know we're successful if by the end of 2017 we have:
1) Achieved a 25-point improvement in brand awareness
Doubled site users to an average or 1.2M

2)
3) Doubled the heavily engaged site visitors (defined by >5 monthly page views) from average of 75K to 150K/monthly
4)  And generated an incremental $1M in earned revenue

©TIM GRIGGS
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TACTICS: PARTNERSHIPS

The Texas Tribune RSS Widget

Partnerships to extend reach

 Made it easier for media partners to re-publish
* Emphasized the brand - texastribune.org

* Built co-reporting partnerships across the state
* Speakers' bureau

* Awareness emails through civic groups

©TIM GRIGGS
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TACTICS: SOCIAL

Social for brand discovery

* More Facebook, less Twitter

* Emphasized video posts
 Amped up nights and weekends
* Optimized post times

* Experimented with geo-targeting

| 2 2:36/3:21 @) HD %,

Texas Tribune
The Texas Tribune's Jay Root took a trip through New York City's Times Square to ask
folks what they thought about U.S. Sen. Ted Cruz, the first declared 2016 presidential

candidate. The answers might surpris
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TA

©TIM GRIGGS

CTICS: EMAIL

Better suite of products -
particularly email

Expanded daily/weekly/real-time
email offerings

Subject-line and delivery-time
testing

RSS-driven topic-based emails
Outreach to event attendees
Calls to action integrated into the
site, with context
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Email subscribers up 300% in one year

180,000
160,000
140,000
120,000
100,000
80,000
60,000
40,000 -
20,000 -

0 .

May 2014 Dec2014 April 2015
Signup fo ur dal nows summary | EERENESEEIRERY Scbi
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TACTICS: BETTER DATA

Consolidated data sources

Event
Donor solicitation Member

prospecting solicitation

Corporate

Personalized -
prospecting

content

newsletter

Central pool of users

Email signup Comment Attend Site usage

©TIM GRIGGS
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TACTICS: CAPTURED DEMAND

$25,000+

' $1,000 $5-5250
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RESULTS

Unaided brand awareness UP 50+%

Total reach (offline + online) / UP >100%

Monthly users MORE THAN 2X
Heavy user cohort / MORE THAN 2X
# of paid users / UP 45%
UP > 2.2X
+>$1Min consumer revenue

©TIM GRIGGS
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PRODUCT Email

The Brief, RSS feeds, topic

Mobile bulletins, breaking news SOCIaI.
Responsive Facebook, Twitter
design, Snapchat

directory app

Live events

Video Destination Festival, day-long

Live streaming,

" symposia, conversation
TV partnerships, TexasTribune.org ceries
syndication
. Print
Audio

WaPo partnership

Podcasts (weekly TribCast, Statewide syndication

The Ticket), radio
shows (Texas Standard)

Niche Community
Texas Weekly (politics), TribTalk
Trib+Water, Trib+EDU, (op-ed site)
Trib+Health
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"The poster child for revenue diversity” - I
Nieman Lab .

$$ "Earned"”
. revenue

Philanthropic
support

2011 2012 2013 2014 2015

M Individual gifts ™ Foundations M Corporate * Events M Consumer revenue M Other
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REVENUE DIVERSITY: "GATHERINGS”

* News
 Discussion series
 Symposia
 Festival

* Fundraising/
stewardship

» Social
 Watch parties
* Happy hours >>
 Open houses
e Trivia nights
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MAY 1, 2015 | THE AUSTIN cLue

JULIAN CASTRO

U.S. HOU! G AND URBAN DEVELOPMENT SECRETAR»

EVAN SMITH

CEO & EDITOR-IN-CHIEF, THE TEXAS TRIBUNE
WEVANASMITH

«n secretary of the U.S. Department of
ul 3 Castro previously

tenure, he became
opment. In March 2010,
«fo the World vic Forum's list of Young
Later that year, > zine placed him on its "4
st of rising stars in American politics.

PRESENTED BY .




How'd the Senate Do? A Conversation About
the 84th Legislative Session

The Texas Tribune
Thursday, May 28, 2015 from 7:30 AM to 9:00 AM (CDT)

Austin, TX

Registration Information

REGISTRATION TYPE SALES END QUANTITY
RSVP 1d 21h 27m Free 0
Support the event! 1d 21h 27m Enter donation ($)

maimauents are free and open to the public
but donations of any am

welcome. Your donation serves as your
registration, so there's no need to register
for a separate RSVP ticket unless you are
bringing a guest. Thank you for your
support!

©TIM GRIGGS
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REVENUE DIVERSITY: SPONSORSHIP/
ADVERTISING

Employee results for "head coach university of texas at austin"

Search

« Consultative selling
* Speakers' bureau
* Data >> D e e o

$281,075
$1,202,500
$701,813
$340,000
$132,000
$283,133
$216,056
$127,000
$1,134,840
$5,085,228
$223,080
$272,000

$204,500
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REVENUE DIVERSITY: AUDIENCE SUPPORT

: THE TEXAS TRIBUNE
Captu ring revenue from (k.
three different use cases:

G AT DONORS & MEMBERS CORPORATE SPONSORS  MEMBERSHIP FAQ

» Membership >>
* Subscriptions

e One-time donations

Data-driven!

. Support Us

The Texas Tribune is the only member-supported,
digitally focused, nonpartisan news organization

- “ that informs & engages with Texans about public
policy, politics, government & statewide issues.

Activist

Explore benefits & membership
levels >

Contribute Now >
Our nonprofit wsroam depends on your

rtl

©TIM GRIGGS

BECOME
A MEMBER

EXPLORE CIRCLE DONOR AND CORPORATE FREQUENTLY
BENEFITS MEMBERSHIP MEMBER WALL SPONSORS

ASKED QUESTIONS




STAFF

GGGGGGGGGG

XXXXXXXTxxX

i;;; TIITIILILLYY
srys W ETIETIREILS
erry  FETTRRRRALE

XXX XXXEXXX



STAFF

GGGGGGGGGG

TR 313335

XEREER)
§§§§ SUEXEREER)
vres  FERERIY

XXXX X%

XXX
XXX
XXX
XXX X

XXX X




WHAT CAN ANY NEWS ORG LEARN FROMTHE
TEXAS TRIBUNE'S STORY?

* Innovation on a shoestring



WHAT CAN ANY NEWS ORG LEARN FROMTHE
TEXAS TRIBUNE'S STORY?

« Understand audience(s) wants/needs



WHAT CAN ANY NEWS ORG LEARN FROMTHE
TEXAS TRIBUNE'S STORY?

e Data-informed decisions



WHAT CAN ANY NEWS ORG LEARN FROMTHE
TEXAS TRIBUNE'S STORY?

* Entrepreneurial spirit
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Q's?

Tim Griggs

On Twitter: @HeyTimGriggs
Phone: 910.264.35071
Email: gunnertg@gmail.com



