Idaho Press Club

June 29, 2009 Meeting

Introduction of Marshall Simmonds, Chief Search Strategist, NY Times Company

Hi everyone, it’s great to have you all here…I know that it’s a little bit early on a Monday morning to actually be somewhere and doing something, but I think your efforts will be well worth it.
This is a unique session for the Idaho Press Club. In addition to the attendees here in Boise, we welcome participants in Idaho Public Television’s newly upgraded KISU HD studio in Pocatello, on the campus of Idaho State University. We’re definitely looking forward to some new and exciting partnership opportunities with the James E. Rogers Department of Mass Communications!
We are also streaming today’s presentation via idahoptv.org for those members around the state who are unable to travel to one of our hosted locations. For those of you who are tuning in to this via the web stream, keep in mind that what you see and hear is delayed about 20 seconds. One of the unique features of live video streaming. When you call in your questions, you’ll need to turn down your volume.
Although there is a certain amount of formality imposed on this session to make all of this technological mishmash actually work, I expect that all of you will have questions…and encourage you, please ask them via the in-room microphones in the two locations…or by phoning in to 208-373-7220. Also, Thanh Tan has set up an email address that questions can be posted. The email address is… newmediaforum@gmail.com
Don’t be shy!
Eight days ago, The New York Times’ Public Editor, Clark Hoyt, wrote of the challenges that his paper was facing.

The rising costs of ink-on-paper, inevitable increasing subscription fees and the decline…or elimination…of original content were in his column’s crosshairs. All these factors and more he posed were having a profound impact on keeping The New York Times being…well, The New York Times!
If that is not enough, the Grey Lady is continuing an identity crisis of whether she sees herself as a local paper with multiple regional editions…or that of our nation’s scribe. All of these aspirations are at cross purposes with one another.
Finally, layered on top of all of this, are the changing expectations of its readers and users having access to content in printed and proliferating new forms.

Oh yes, did I mention that The New York Times’ investors have expectations also…like, making some money.
Now Hoyt’s story was focused on the microcosm of the paper, but it is really a story…a parable, of the world that all of us are living in.
What is the future business model strategy for newspapers, television and radio stations? Will our future employers actually be newspapers, television and radio stations?
In the face of these fundamental questions, it is most fitting that we welcome our guest today, Marshall Simmonds, Chief Search Strategist for The New York Times, to help us sort through these and many other topics.
Mr. Simmonds was named Chief Search Strategist for The Times in 2005, and is responsible for maximizing traffic and search engine exposure by implementing strategic marketing techniques for his employer’s properties including the NYTimes.com, Boston.com and IHT.com, the International Herald Tribune.  
Since the mid 90s, he’s been seen as the go-to consultant by the titans of our industry including…Time Interactive, HP, National Geographic, Hearst Digital, Lime.com, CBS, CBC, TV Guide Gawker, Citigroup…and the big potato of them all…oprah.com.

Now, he’s going to consult with us for the next hour, and maybe…just maybe, we’ll find out what Oprah is really like…please welcome Marshall Simmonds…

