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Good afternoon, and thank you for joining us on such short notice to discuss The New
York Times Company’s agreement to acquire The Athletic.

Our press release was issued about an hour ago and is available on our website at
investors.nytco.com.  We have also published a short slide presentation to accompany this
call, which is also available on our website.

Joining me on the call today, we have:
● Meredith Kopit Levien, president and chief executive officer and
● Roland Caputo, executive vice president and chief financial officer

In a moment, Meredith will begin with short prepared remarks and then we will be happy
to take questions. We plan to keep this call to about 30 minutes.

Before we begin, I would like to remind you that during the course of the call,
management will make certain forward-looking statements with respect to the
acquisition. These statements are based on our current expectations and assumptions,
which may change over time. Actual results could differ materially due to a number of
risks and uncertainties that are described in the press release, the presentation materials,
the Company’s 2020 10-K and subsequent SEC filings. Listeners should not rely unduly
on such forward-looking statements.

And finally, please note that a copy of the prepared remarks from this call will be posted
on our investor website shortly after we conclude.

With that, I will turn the call over to Meredith Kopit Levien.

Meredith Kopit Levien

Thanks, Harlan and good afternoon, everyone. Today is an exciting day for The Times
Company.

https://www.nytco.com/investors/investor-relations/


We’ve announced plans to acquire The Athletic, a media business with one of the largest
newsrooms dedicated to covering sports globally. We believe this acquisition will
accelerate our long-term growth strategy and advance our vision of making The New
York Times the essential subscription for every person seeking to understand and engage
with the world.

This is an all-cash transaction of $550 million, subject to customary closing adjustments.
The purchase is consistent with our long-held belief that deploying capital in service of
our digital growth strategy is the best way to maximize shareholder value.

While general interest news is and will remain our primary value proposition, we’ve been
actively pursuing spaces where we can add value in people’s daily lives. Our view is that
sports is among the biggest, particularly in terms of the potential for engagement with
quality, original journalism. Sports occupies a huge place in the fabric of global culture,
with deeply passionate fans and followers who want to consume everything there is to
know about their favorite teams, leagues, and sporting events. The Athletic was built to
serve those enthusiasts.

Over the last decade we have demonstrated our ability to build and scale high quality
products in and adjacent to news. When we announced our subscription-first strategy in
2015, we reported 1.2 million digital subscriptions to The New York Times. In the six
years since, we have grown digital subscriptions more than sixfold, the majority of which
are to our core news product, with Cooking and Games each surpassing a million
subscriptions at the end of last year. Today, we see more growth potential — within news
and beyond it, domestically and internationally — which means that we are now in
pursuit of a goal meaningfully larger than the 10 million total subscription target we set
for ourselves in early 2019.

We believe acquiring The Athletic will enable us to not only expand our addressable
market of potential subscribers, but also to better penetrate our existing market and
deepen relationships with current subscribers. Like Cooking, Games, Wirecutter, and
Audm, The Athletic will give people another reason to turn to Times products as separate
subscriptions, or as part of a bundle.

Indeed, we’re acquiring The Athletic to continue to build out our portfolio of products
that meet more of our audience’s everyday needs. We’ve long covered sports in our core



news report for a general interest audience. What The Athletic brings is a dedicated
product on a different scale — a multi-platform journalistic operation with one of the
world’s largest newsrooms dedicated exclusively to sports. Their editorial team, which is
450 people strong, published over 50,000 articles and 6,500 hours of audio content in
2021, while covering most major American professional sports teams and leagues,
college sports in the United States., and the English Premier League.

With this expansive coverage, The Athletic has achieved a strong product-market fit. In
just six years since its founding, The Athletic has grown its subscription base — in the
U.S., the U.K., Canada and Europe – to 1.2 million, making it the fifth largest
English-language digital journalism provider by subscribers. Our plan is to accelerate The
Athletic’s growth further by expanding the audience for its journalism; by adding strength
in areas like live, data and visual journalism; and by applying our engagement, marketing
and customer journey expertise.

In addition to subscriptions, we also see a big untapped advertising opportunity, much
like the one we’ve built in our core business, which is downstream of our subscription
business and powered by premium ad products and first-party data.

To put a finer point on all of this, we are buying a business whose next phase of growth
depends on things we know how to do: run a journalism organization known for the
quality, breadth and originality of its work; drive a large and deeply engaged audience –
many of whom form a habit around that work and ultimately pay and stay; and build a
market-leading digital ad business.

On that note, let me say a few words about how we plan to execute. The Athletic’s
newsroom will be run independent of The New York Times newsroom. Our plan is to sell
The Athletic subscription as a standalone product at first, and ultimately to also include it
in a broader Times bundle.

I’m happy to say that The Athletic’s co-founders Alex Mather and Adam Hansmann, who
built this business over the past six years, will be staying on as co-presidents.

They’ll report into David Perpich, one of our most talented executives, who will take on a
new role overseeing The Athletic. David has played a big role in building and scaling
every digital subscription product we have at The Times, including being an architect of
the original digital pay model in 2011.



We currently expect The Athletic to be immediately accretive to our revenue growth rate,
while dilutive to the company’s operating profit for approximately three years as we work
to scale subscriptions and build an advertising business.

Based on preliminary, unaudited estimates, we believe The Athletic had operating losses
of approximately $55 million in 2021 on approximately $65 million in revenue. We
currently forecast a slight improvement in operating losses in 2022, as we plan to make
additional investments that will mostly offset revenue growth. We currently forecast
smaller losses for 2023 and 2024 before turning accretive thereafter. Note that we have
not yet completed the purchase price allocation and as a result, this guidance does not
include any estimate of book amortization expense.

And with that, Roland and I are very happy to take your questions.

Harlan Toplitzky

Thanks everyone for joining us today.  We are around to answer questions and look
forward to reporting our fourth quarter and full-year results early next month. Thanks and
have a great night.


