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Welcome to media masters, a series of one-to-one interviews with people at the
top of the media game. Today I'm joined down the line from New York by Suzi
Watford, executive vice president consumer, and a chief marketing officer for
the Wall Street Journal. Based in New York, the British born Suzi has driven the
journal's digital subscriptions through the two and a half million mark,
future-proofing the famous brand. With over 20 years of experience in the
media industry, Suzi joined Dow Jones from News UK, where she oversaw
sales for The Times and The Sunday Times. At the Wall Street Journal, she's
known for her ability to turn revenue driving ideas into reality and is focused
on doubling the titles’ paid membership. Suzi, thank you for joining me.

Thank you for having me.

Now, come on, let's start. The journal is a rarity in the 21st century, isn't it? A
newspaper that makes serious money?

I mean, the journal is a very, very special brand, over 130 years old and you're right,
is pretty unique in what it does both journalistically and it's commercial successes, is
really, really fantastic. And the power of the journal to convene the right brands and
the right CEOs and the right people in the room is amazing. But also, you know,
people's willingness to pay for trusted news in this business insight is pretty
unmatched. So yeah, it's an amazing brand to work on. And it's model is proving
itself to be very successful. First to move to a paywall, in 1996, the journal pioneered
paid digital and was the first to do that and that's set up well for success.

We had your editor-in-chief on, Matt Murray, who was great, but I mean all
sustainable journalism needs revenue doesn't it needs the dollars coming in. Is
that your main focus then is that you've got to make sure that from a business
point of view, it's prosperous enough to deliver that quality journalism?

A hundred percent. So my motivation and the team's motivation is how do you make
sure that this kind of journalism exists in another 130 years time, you have to have a
good, sustainable economic model for that to happen. And I think my experience, you
know, pre the journal at The Times and Sunday Times was similar in that you really
wanted to make sure that you can keep brands like that going and that you can



ensure that they're still producing the kind of quality journalism that they do today and
all those years time. So that is the motivation, the reason why I think what unites the
journalists and I'm the commercial side of the business is making sure that that future
is sustained.

I mean, even during the pandemic, you've managed to maintain the loyalty of a
frankly paying audience, that's to your credit. Is it not?

Yeah, I mean the last year has been I think that classic best of times, worst of times,
but the last year has been amazing in the amount of people that turned to trusted
news and turned the Wall Street Journal, we saw record audiences come to us at the
start of the pandemic and we've managed to maintain a lot of that audience kind of
post pandemic. We haven't kind of rebased to our pre pandemic levels. And I think
that is a reflection of people really recognizing that they need quality, trusted
information because the decisions that people are making right now are so important,
you need to have the right facts and need to have things that you can trust. So yeah,
it's been a big year for the Wall Street Journal, with unmatched growth and we're
coming out of it in a very strong position and kind of well positioned to continue to
grow the membership.

I mean, you've literally got a captive audience, haven't you, during lockdown?
Perhaps business leaders have had more time to read and digest the journal's
news. I know some podcasts' listenership is down because people used to
listen to podcasts on their commute and there isn't a commute anymore for
many people. We've gained a bit of an audience over the last year, but I think
what we've not done is lost the audience, which I'm very grateful for, to sort of
hang on to those listeners they're incredibly precious.

Behaviour has definitely changed. And I think what we've seen is a lot more, not only
a lot more engagement, so what we've seen is we talk a lot about active days and the
amount of times a paying member uses the product within a given month. And what
we've seen is that the number of active days has increased during the past year. So
showing that engagement, what we've also found is that I think with having more
people at home and having a bit more time, people are looking for more engagement
and interaction. So what we've found is virtual events have obviously gone through
the roof, we've attracted our biggest audiences ever for those things, same with the
podcast. And I think people have had more time on their hands to share experiences.
So, we've seen when we've done surveys, customer research and surveys with
people we've seen higher levels of engagement and kind of rates to those things
because I think people have been more likely to be stuck at their desks and looking
for things to entertain them. So, we've definitely experienced that.

I mean, you personally, you've got a really strong reputation for backing
innovations. You've experimented with dropping the paywall to low new
subscribers.

Yeah, what we know is that the more that we can sample our journalism and the
more that we can get people to experience it and read articles, then of course the
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more likely they are eventually to pay for it. So when you see us do things either
extended sampling campaigns or dropping the paywall or any of those things, really
the intention is to make sure that we're attracting new audiences, getting them to
sample the products before then asking them to pay. And that was a big strategic
shift that we made back in 2015, where we created the dynamic paywall model,
which basically, kind of determined the experience based on somebody's likelihood to
subscribe and how much content they'd previously sampled. And that really just
proved the point that you do need to obviously get people to sample the journalism
before asking them to pay for it. So we're constantly experimenting with things like
that.

Tell us about “Trust Your Decisions” a major cross-channel marketing
campaign, “Trust” being a key word in the branding and the title itself,
believing that trust is connected to the willingness to pay for proper
sustainable journalism. Tell our listeners about the campaign, what was the
genesis of it? And how's it going?

In the last year what we established across Dow Jones, obviously the Wall Street
Journal being part of Dow Jones, was this very clear mission. And the mission that
we articulated at the start of the pandemic was about being the number one source
of trusted insight for decision makers. And that has been an amazing filter for
everything that we've done this year. So obviously having to make a lot of very quick
decisions during the pandemic about what we do, what we promote, where we
invest, what we stop, this mission and this purpose has been extremely useful to help
us make those decisions internally. But one of the key things was how do you go
about communicating that? How do you go about communicating the role that a
brand like the Wall Street Journal and our journalism can play in other people's lives?
And particularly amongst audiences that may not already consider the Wall Street
Journal as a brand for people like them. And in all the research that we did, what we
understood was that actually the Journal's pretty special in that you don't have to
convince people that it's journalism worth paying for, people get that, they get that it's
quality, they get that it's pretty unique. But we do have to show that it's relevant and
that it's got something for people like them. People have the assumption that it might
be only for CEOs or business people, which of course it is, but it's got everyday
information and advice within it. So, what we want to do is be able to capture that and
be able to play that back to both existing members and to prospective members and
show the relevance that the journal can have. And what we found in some research
that we did over the summer was that people felt very differently. Members and
prospects felt very differently about the world today. So members felt that the
pandemic had left them with loads of opportunity, they were probably better off
financially and they were kind of eager to get out there and start making decisions
and doing deals and making those life choices. Whereas our prospect audience were
more likely to say that actually they postponed decision-making during the pandemic.
They were concerned about what the economy was going to do, they couldn't decide
where they should be living. Should they be moving home? Should they be moving
house or whatever? And what we found was that the thing that united both those
audiences was that the journal played this role for them in being able to help with
those decisions. So “Trust Your Decisions” is the new brand platform for the journal.
And what we love about it is it's got ‘trust,’ as you say, right at the heart of it, trust is
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the metric that we measure. It's the thing that as you say, we know has a high
correlation to willingness to pay. So it stands to reason. The more likely you trust a
brand, the more the willing you are to pay for it. We love the fact that it's got ‘your’ in
it. The journal believes in the agency of individuals to make up their own minds and
make their own decisions. And of course that has got ‘decisions’ in it, which is what
some of our journalists talk about being a kind of a decision making machine. That's
what we spend all day doing. It's why they do what they do. And it's the information
that they give and they report to readers every day.

Well, as part of it, you sent merchandise with the word ‘decision-maker’ on
mugs and t-shirts to media and marketing influences and journal members too.

Yes, I mean, ‘decision-maker,’ who doesn't want to be a decision maker, right? I love
the fact that it's so inclusive. This comes back to the piece about whether you are a
student or a CEO. You have the capacity to be the decision maker. You are the
decision maker in your life. And I think there's something quite empowering about
that and about the t-shirts and the mugs that say’ decision-maker on them.’ Because
we do believe that everybody can be a decision maker. And I think that has got a
lovely inclusivity to it which I like.

I always thought that President George W. Bush was unfairly mocked because
someone once asked him when he was president what his job basically
involved. And he said he was the decider. And I actually thought, well that is a
pretty big part of leadership, is it not? And they mocked him for it. But to me, I
thought that's what it is, isn't it? And you can be a leader, of course, at any
stage in the hierarchy of an organization, whether you're at the very top or are
in the middle of the bottom.

Definitely. I think that's true. I think you can make decisions, you can lead teams, you
can lead departments from within them without being at the top of the hierarchy, if
you like. And I think we've seen a lot of that again in the last year, definitely amongst
our own teams where some of the most transformative ideas and the biggest and
best decisions have been made on the ground by teams that are really clear on what
the goal is. And I think this is something that we talk about a huge amount both within
the company, but definitely within our department is real clarity on what you're trying
to get done. And if everybody understands that then actually making decisions
becomes far easier because you're all trying to get to the same outcome. And I think
that way people feel very empowered. And as I say, some of the best decisions that
we've made this year, some pretty big decisions have come from the team saying,
hold on a second, we've got this opportunity, I'm going to make this happen. Without
endless meetings without endless approvals. And I think that's the culture that we all
want to work in and we definitely want to create.

I mean, the data that you have on your readers means that you have that
insight, you know more about them and their tastes than previous generations
of newspaper marketers. Do you ever feel sorry for someone doing your job 50
years ago, where they only knew the news stand number and they also didn't
even know what was working, if they make some changes to the paper and
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things go up or down, you just don't know whether that was it, whether it was
correlation or causation, whereas a lot of people in your job now know you
don't have very deep data in terms of down to individual performances of
actual articles and sections and so on. That data must give you an incredible
insight.

With great power comes great responsibility. I think that's the thing is that, there's
obviously so much of what happened in news and still happens in news and why
should still happen in news is instinct and judgment, and you never want to lose that.
But at the same time, you're now able to understand a lot more about where people's
interests are, what people are looking for from the experience. And really the art is
then how do you combine that with editorial judgment and instincts? And I think the
journal and then people like Matt Murray, the editor who you mentioned who you've
had on here do that every single day. And thank goodness they do, right? Because
sometimes the data might send you down the wrong parts. I think it's really important
that you have those two things together, but you're right, that we collect and
understand more about members than ever before. As you know, when you
subscribe to the Wall Street Journal, you go through an onboarding journey. I mean,
much like you do when you're on LinkedIn or whatever, and you have to complete
that process. And we do that to make sure that we understand more about, you
know, the industry that you work in, the profession that you're in, the areas of interest
that you have so that we can begin to create a more tailored experience. And that
means, making sure that we don't go too far and that we still curate the news and
give people the whole picture, which is why people will pay for the curation of the
Wall Street Journal. Whilst also making sure that actually we tell you, you know, if
you're a CFO, you should be signed up to the CFO newsletter. So it makes sure you
get that that's real value as part of your membership, but that constant balance
between making sure you bring the curation of the products and the editorial
judgments with the tailoring and personalization, that data allows you to do, is a really
big focus of us and the whole team at the journal in the years ahead.

I mean, your executive vice president consumer and chief marketing officer for
the Wall Street Journal, that's a pretty impressive title. I'm trying to think of a
very polite way of saying, what do you actually do? What is your job in terms of
what is a day to day? What does a typical week look like?

That's a good question. I obsess about the membership of both the consumers and
the membership numbers. So I always think I'm blessed with my CMO hat on, I'm
blessed that I have a revenue line because I think often you hear marketing people
talk about how difficult they find to have a seat at the top table as the marketing
person in the room, and how do you really get that? And for me, marketing and the
consumer lens has really been the driver of the business and the membership
revenue liners, you know, is big at the Wall Street Journal, it's a crucial source of
income for us and growing very quickly. So the combination of getting you know, the
marketing job, but also the membership job and caring very much about this revenue
line, is kind of why I enjoy it so much. So what do I do? I obsess about the numbers,
no surprise there. We obviously work with our chief subscription officer and his team,
to look at what's happening in digital subscriptions. What should we be doing in terms
of driving audience and scale, which is a crucial part obviously to how we build the
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membership, what are people reading? How are we driving conversion? We really
track all the metrics along the funnel and the team is brilliant at obsessing about that.
And how do we improve those performance metrics, then kind of uniting that with
what customer intelligence and insights we have. So what do we see as happening
either amongst our own audiences? What do we see as happening more generally in
the industry, where could there be opportunities that we need to consider? How do
we work with our news and product teams to make the most of that? And then
obviously working across the business, we have huge collaboration with whether it's
the finance team and the legal teams and those departments or whether it, and
technology, of course, product and tech. I'm working with our partners in advertising
as well, right? There's this beautiful synergy between us growing our membership
and making sure that we've got more people paying to access the Wall Street Journal
and this quality audience that then our advertising team are able to go out and talk to
brands and partners about putting their brands and their messages in front of. So it
really is about driving the overall membership, making sure customers are being
served and then finding ways to connect everybody across the business to kind of
live and breathe that mission of being the number one source of trusted insight.

And what about getting younger readers to sample a title that they may, fairly
or unfairly, associated with their parents or with alpha male entrepreneurs,
stock market investors, a more diverse audience as well with more people of
colour. How do you go about doing that? I imagine the journal has a very large
amount of older white men as readers. How do you get readers that aren’t that
stereotype?

So I would start by saying that the real driver for myself and for the team is that I do
believe that the Wall Street Journal has the opportunity to change the face of
business. So the more people that read the Wall Street Journal, the better the future
of business looks. So the more diverse the audience that we can attract, the more
diverse the future business audience will be because the journal can play a role in
helping to shepherd people through their careers and through their profession. So, I
think that's a really big motivator for me, the more diverse the audience that I can get
to read the journal, the more diverse the future face of business can be. And we do
that in a number of ways. You hear fantastic stories about people who say that their
relationship with the journal started when they were in college. It's normally a
professor that says you have to read the Wall Street Journal. It will start before they
go to a job interview and somebody will say to them, you need to make sure you read
the Wall Street Journal before you turn up for the interview because the boss will be
reading it. You hear these stories a lot, so we invest in some kind of college and
university on-campus students site licenses, where we give access to students via
their colleges. The professors often integrate the Wall Street Journal into their
curriculum. So that's been a big, important piece of growth for us. We also sell
obviously discounted student subscriptions to people that are still at university, and
then look to move them up as they graduate into young professional packs or
whatever. So that's really, really important. And the great thing is that that audience is
more equally balanced in terms of gender and definitely more diverse in terms of
race and ethnicity. So that makes me feel very positive about the future. The thing
that then we obviously need to make sure is once we've got these young audiences,
is there something in the Wall Street Journal for them? Or are we presenting the
content in a way that is going to make sure that they engage with it? And that's
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something that our news and products teams take a lot of time to understand looking
firstly at the data. So what's the differences between those kinds of super users, core
Wall Street Journal CEO, subscribers that have been with us for awhile, uber fans.
What are they reading versus what are the younger new audiences reading? And the
great news is, what the data and what the insights show us is actually super will read
everything, they just love what we do. I'm not concerned about alienating them from
the brand and actually what the Wall Street Journal, when it leans into its mission to
be the source for decision-makers is what you actually see is that we've got an awful
lot of content that is super relevant to these audiences. And it's just about how we
then surface and showcase it in the right way. So I think sometimes you hear
people's concerns, does attracting new audiences mean you're going to change what
you are? And the strong answer is no, we know what the Wall Street Journal is,
business, life, economics, markets. It will continue to do that, but you can showcase
that and you can tailor that in the right way for different audiences. And also you can
be very conscious that you don't just write articles talking about people's second
home in Italy or whatever you need to make sure that you're also thinking about how
are you going to get your first job or whatever.

I noticed that you call them ‘members’ rather than ‘readers.’ Is that something
deliberate? Do you see this as a membership organization with a newspaper?
Or I suppose it's not even a newspaper, many people read it online.

Yeah, I do. And I think with membership, we can get ourselves tied up in knots about
the language that we use both internally and externally. But the reason that we talk
about membership is that it has the sense of community and belonging at the heart of
it. And I think for us, subscription feels like a transaction. It feels like once you've
done it, that that's it. And that's not the experience we want to create. And nor is it
experience that when people talk about the Wall Street Journal and their relationship
with that, they talk about it like it's a badge, right? You're part of something you want
to be part of a network with people that have the similar interests that you do. Ideally
you want to form a connection, and be able to converse, not just with other members,
but with us, you want a two-way relationship. You know, we see that with our events
where people want to connect with our journalists, they want to ask them questions.
And you want to believe what it stands for. And I think people that join the Wall Street
Journal and become members of the Wall Street Journal definitely have that sense of
feeling like they're aligned with what it stands for and they’re aligned with the role
businesses can play in people's lives. And, I love it when Matt, the editor, talks about
the fact that we truly believe that business drives the world, right? We think that
where you work, the brands you buy, where you choose to live, all of these things,
are ultimately driven by business. And I think that makes it again, more accessible
and more relevant to people.

Now, I know media plurality is a good thing and a rising tide lifts all boats. You
don't want to sort of have the financial times closed down, but who do you see
as your competitors? And when you were talking about driving new listeners,
how do you get them? Do they come from scratch to then take the journal? Or
is it that they decide the FT's too expensive and they've had enough of that. Is
it more about sort of getting market share at the expense of your competitors?
Or is it that there's a new influx of wholly new readers, do you see a typical sort
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of spread in terms of their interests? Like if they read the journal, they're very
likely to read, say the Financial Times or Barons, how does it work? I don't
know if you've ever seen the film Anchorman but, do you remember when they
sort of all the local news teams fight in the car park? Is that how it is? Daggers
at dawn?

I think the first thing I'd say is that things have definitely changed in the time that I've
worked in media where it used to be about how you convince people that they have
to pay for news and digital. That's no longer really the issue or the challenge.

Well, to your credit you've won that argument, proper good journalism has to
be paid for.

I think so. And I think the combination of people's experience of that in the last, you
know, 20 years, but also the rise of apps. I think that changed things where people
suddenly felt like, okay, I have to actually buy something. I don't really own it, but I'm
having to buy access to it. I think some of the behaviours that happened in the tech
and mobile world definitely helped. And I also think obviously with streaming in
general, people have now grown up used to the fact that they have to pay for quality,
access, kind of online. So that's very different from where I remember when I started
in, in the news at The Times, the big questions were, how do I get people to pay for
digital? How do I attract younger audiences and how do I move from print to digital?
And, all of those are things that are well underway and being successful at it, the Wall
Street Journal. I think the competition's really interesting because I think what we're
beginning to see now is actually whether it's on YouTube, whether it's on TikTok, you
know, a lot of this kind of information that people are looking for is out there in
multiple different sources. Now, whether it's trusted information is questionable. So I
think that's why we have to continue and remind people of the standards and the
ethics, which we can get onto another time, but the quality  and the care that goes
into the reporting that the journal and other quality news brands do, versus the
information that you can get from some of those other channels. But I think that's the
challenge, now it's not so much about traditional, competitive media. It's more, maybe
this has always been the case, but it's more about people's time, other formats, new
ways to get that information. How do you turn up in those spaces? I think that's really
important.

Suzi, your boss has asked you to, and I'm reading a quote, “provoke and
challenge all of us to think differently about our business and push beyond the
current definition of what is possible.” That would scare the hell out of me. I'd
resign as soon as someone told me to do that, be like, I don't have the
intellectual firepower to do that. Plus I'm lazy, presumably you didn't answer
like I would. And you're making a good fist of it. So, how do you do that?

I think if you start with our CEO, has a great quote, which is “our scale doesn't match
our reputation.” And I think that's true when you look at a brand like the Wall Street
Journal, you hear how people talk about it. It's so big, right? It has so much potential.
So whilst we've done extremely well, we are growing, we've got a great membership
base. There is so much more potential out there. There are so many more people
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that need access to the kind of content, the kind of journalism that Wall Street Journal
does. So that's the push, right? That's the mission is to create this amazing
journalism. We need more people to be able to access it and more people to pay for
it. And then we can be more ambitious in our plans. I think it's invigorating more than
anything. And this last year has definitely shown that when you get that scale and
you start to build that scale even more, the impact that it has on all aspects of the
business. I think it's hugely motivating.

Our listeners that have larger ears will have noticed that I said that you were us
down the line from Manhattan, but you obviously are clearly British. Could you
walk our listeners through your career? You're from Liverpool originally, you're
now in the dizzying Heights of the executive vice presidency of the Wall Street
Journal in New York. How does someone get from there to there?

It all started with an ad in the back of a newspaper. That's how I kind of ended up in
this amazing kind of industry. So I'm from Formby just outside Liverpool. It's still very
much home. It's where my husband's from as well. And all the family are still there. I
grew up reading newspapers. I loved the media, I loved magazines, all of that good
stuff.I went off to university to do fashion and whilst I was there I did a work
placement with a magazine and that kind of confirms that I loved the media world.
And then I went back to Liverpool after university and yes, I was reading the Sunday
Times. And there was an ad in the back of the Sunday Times looking for graduate
trainees, at The Times and Sunday times, and it talks about whether you have what it
takes to survive and thrive in a fast moving media environment. I'd underlined that.
And I applied and I really thought, gosh, I don't know whether I'll have much luck
here. And I applied and I went down for the interview and I got a second interview.
And I had to do a project where I had to kind of come up with promotional ideas for
The Sunday Times to attract younger student audiences. And I remember I thought
about Virgin trains, the local train company. I thought Virgin trains would be a great
partner to do something with. And I called the marketing director at Virgin trains. And
I said, hi, I'm doing this project. And I did the interview and they said to me ‘what you
spoke to them?’ I said, yeah, I think his name was William something. And they said,
but you just called him. And I said, yeah, I just called him. And they were like, oh.
And they said, that's basically the job. The job was smiling and dialing as we used to
call it to try to get promotional offers in the paper. So, I did that and I moved down. I
remember hating London for the first couple of weeks and thinking it was really
intimidating. And then I think gradually, one, I got this huge buzz from being part of a
newsroom. I just felt like it was the center of the world and I still feel that now I think
there is something just amazing when a big news story breaks that you're there. And,
even though you're not the journalist, you can see it happening around you. And I
love that.

The vibe is amazing...

Yeah. And you feel like you're getting that information firsthand. And I just, I
absolutely loved that. I loved the characters that were in the industry. And across the
business, you had such a difference between the people that worked in advertising
and marketing to the journalists and, you'd have the ballroom correspondence and
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then you'd have the cartoonist. And, there were all these different people, different
ages, like all these different types of people. And I loved that. And then I was really
lucky that I found a brilliant mentor along the way who I continue to work with for
about 15 years and moved to different newspapers and ultimately moved out to New
York with, and a really brilliant example of somebody giving you the gift of agency
and saying, you can do this and constantly pushing me forward. And so I went from
The Times, Sunday times, I then went to the Telegraph, also in the UK and then went
back to The Times and Sunday Times. And then just almost seven years ago, I got
asked to come out and do the Wall Street Journal job in New York.

What was that like? Cause that's when you moved from Liverpool to London,
that's a step up, but London to New York is another step. And obviously a very
significant one because I looked on the map the other day and it's quite a large
body of water between the two cities.

Well, I remember, I got asked and I didn't want to talk about it for a long time. I'm just
sitting with the information and thinking about it. I loved my job at The Times and
Sunday Times, I love those brands. I love living in London, you know, all these
dreams that I'd never thought I was going to get,I was kind of doing so why would I
change all of that? And, as ever my mum and dad said, well if you don’t like it, you
can always come home. So, you know, just remember that, which is good advice. If it
doesn't work out, you can always come back. And my husband has always wanted to
live in New York, loved New York.

Sounds like a good husband. I'd like to pay tribute to him.

So he said, see where this goes. Because I don't know what football team you
support. So he said that this would be an amazing opportunity, you know, and it's
totally up to you. And then, a couple of minutes later, he said, but I have checked.
And there is a Liverpool supporters club bar in Manhattan. And so I thought, okay.
And, he was like it's going to be fine. I can kind of watch the football and it'll be fine.
And the story ends with, he became the president of the Liverpool supporters club in
Manhattan where dreams come true.

That could be incredibly impressive or not at all impressive.

Well, It's impressive as it's an amazing bar, you know, in the east village, it's
everything you'd want from a Liverpool supporters club in New York. But yeah, it was
these really simple things you can come back. There's somewhere that you can go to
be able to watch football with people that like the same things that you do. And
actually it turned out that there were lots of familiar faces. So there are lots of people
in New York that I had known from, from previous times in London and also, you're
never sure if people wanted to come visit you. So it was meant to be three years and
it's now seven.

What are the main differences that struck you between America and the UK?
When you move there. It's all right to go as a tourist. But when you actually live
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there, what were the things that raised an eyebrow where you just thought, oh,
I didn't expect that bit to be different and it was?

I think it's that classic thing around language. You think you do speak the same
language, but there are some quite funny things that are different. We often laugh
about the difference between ‘quite’ and ‘quite,’ in America quite means very. So
something being ‘quite good’ actually means ‘very good.’ Whereas when I say
something is quite good.

You mean it’s shite?

Exactly

Don’t forget your passive-aggressiveness, you’re a Brit for goodness sake.

So that was very confusing. People go, oh, that presentation you did was quite good.
I'd be like, oh, hold on.

And they said they ‘could care less as well.’ And I'm like, no, do you mean you
‘couldn't care less?’ Cause that's what you mean.

Yeah. So there was some language stuff, but overall I just found that people were
really positive, and I loved that. I haven't experienced this thing about New York being
unfriendly. I think it's loud. And I think people tell you exactly what they think of it, but
I'm from the Northwest. So I quite like that.

I used to be there every other week and I just loved it. I would spend 20 weeks
of the year there and now because of the lockdown, I've spent the last year and
a bit in Milton Keynes, which is not Manhattan. I can assure you.

It's a bit different.

More roundabouts, well we’ve got roundabouts and you guys don't.

I know when you go on a bandy road here, it's very exciting. So there were lots of
similarities, I think particularly London to New York, right. There's lots of similarities in
terms of the environment and the pace and all that kind of good stuff. But yeah, in
general, I just found optimism and I still feel today the size of the opportunity. I really
feel being here is very exciting, particularly on a brand like the Wall Street Journal.

What's next for you in the role then, do you have some sort of big ticket to do
items on your iPhone?
Yeah, there is so much to do so there is always more to do to grow the journal and to
keep the momentum and the pace that we've seen in the last year. We've built an
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amazing events business at the Wall Street Journal, that even during COVID and the
last year has pivoted to be a virtual events business and has gone from strength to
strength. So I think there are always new, under the banner of membership, there've
been lots of new challenges and opportunities that have come up along the way, and
that will, even if you can't say what they are now, they will definitely come. And that's,
that's the fun of media, right? And that's the fun of the job. The most kind of current
thing that's on my mind is we have this huge opportunity across Dow Jones. Cause
we don't just have the Wall Street Journal. We have Marketwatch, we have Barron’s,
we have our B2B business, the Wall Street Journal, you know, as part of Dow Jones,
we have the Dow Jones professional business, which is an amazing business,
newswires, risk and compliance and we have this opportunity and why I've got this
kind of consumer title is to think about how do we think about the opportunities
between all of these brands? So our team sells subscriptions to all three titles, but
we're only now beginning to think about what that looks like when you think about it
all together? Why does somebody need the Wall Street Journal and Marketwatch?
Why does somebody have Barron's and the Wall Street Journal, all of these different
things are kind of coming out. So I think as we begin to think about what does the
ecosystem of Dow Jones look like? And what's the role of the Wall Street Journal and
bringing all of that together in order to grow membership in order to deliver more
upon the mission. And in order to really grow that scale, that's what I'm now really
obsessing about and continue to obsess about how we bring in new audiences. That
absolutely is and why ‘Trust Your Decisions’ is so important. How do we show the
relevance of the brands? And that's a thing that I'm hugely passionate about.

It's none of my business and no one has ever answered this in 360 podcasts,
but what's next for you personally.

You knew me well you would know that I am not a planner to the point of even if you
asked me, did I want to do something this weekend I'd slightly come out and hide
because I just liked to live each day as it comes. So, what I'd say is that I've never
planned anything and I'm not going to start now.

That’s a good answer.

But I definitely love living in New York. The only thing I suppose that's on my horizon
is I haven't been home for 18 months because of the pandemic. And I would love to
go back to Formby, but mainly to Greece, let's be honest. I really would like to be on
a beach somewhere in Europe right now.

I'm sure rightly you want to see your family, but on behalf of the country I can
assure you you're not missing much. It's basically the same miserableness that
you've got over there. We're emerging out of lockdown. Suzi, that was a hugely
interesting conversation. Thank you ever so much for your time.

Thank you so much for having me. It's been lovely to talk to you.
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