Ehe New Nork Times

We help people
understand the world.







Our goal is to understand how
emerging technology and user
behavior trends will impact the way
media is consumed or created.



We are human-centered.

We make things tangible.
We look 2 to 3 years out.

We share.

We’re lean.
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Understanding the Voice
Space



We started with an initial goal:

Understand the role smart
speakers play in people’s lives,
and whether there is a place for
content in this space



From our research, we arrived at a new goal:

Leverage voice platforms to
engage emerging and existing
audiences in innovative ways.



RESEARCH APPROACH & METHODS

A human-centered research process allowed us to gain insight into people’s smart speaker needs, pain
points, and behaviors. We interviewed and observed over 20 people in their homes as they went

about their daily routines using smart speakers.

Seattle asa leading Miami as challenge market, Detroit o explore how in an
behavioral market, where people where the existing capabilities environment that has fewer

are exposed to the rapid pace of of voice platforms are likely on-demand services people use
consumer technology shifts challenged due to a more or might use smart speakers

bilingual population



EMPATHY & INSPIRATION INTERVIEWS

We learned directly

from users,

conducting 22 two-hour in-context
interviews with strategically chosen
participants within our emerging
audience (younger, skewing female,
more diverse), including subscribers,
readers and non-readers who have
interesting perspectives.




PROVOCATIONS

A range of sacrificial concepts was shared with our research recruits to understand the smart speaker’s

role in their lives and appetite for content on it.
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INSIGHTS: WHAT WE LEARNED
ATTITUDES IN ENGAGEMENT

People’s expectations of how they want to engage with smart speakers
shift depending on mode.

Hive Captive

Background content to enhance an Interstitially invoked content to support

I:n:m‘ru;\v content that is an actiy iy or
activity experience an activity or experience

experience

View as a radio View as a service View as a destination



Tensions exist as boundaries are still being established.

Adoption vs. Intrusion

Curiosity about what smart speakers can do for people and their
homes is being weighed against nervousness about potential
privacy concerns,

Futuristic vs. Nostalgic

An interactive voice assistant feels beamed from the future, but
a speaker itself and its uses to listen to material you love feels
like a harkening back to the early days of radio.

Communal vs. Individual

The device can provide individual support, but by its very nature
is communal and intended to be shared.

Functional vs. Novelty

The relationship with the device changes depending on whether
someone views it as a device they own to complete tasks
versus a device that accompanies them through a range of
content experiences.

Casual vs. Committed

People speak of smart speakers in a casual way that shows
the consumer value proposition isn't fully clear, but they have
dedicated, committed uses for it.

Man vs. Machine

People attempt to humanize voice assistants by adding accents
or responding emotionally, but they don't want them to have an
unprompted or imposing presence.



As we looked to better understand
the smart speaker space the
potential for New York Times
content within it, we uncovered
insights spanning and overlapping
people’s behaviors with technology,
news, and audio.

INSIGHTS: WHAT WE LEARNED




SMART SPLAKLRS

What We Learned

About Smart Speakers




INSIGHTS SUMMARY

In a time when people

are reevaluating their
relationship with technology,
and screens in particular,
they are looking to smart
speakers to mediate the
control technology has in
their lives.




INSIGHTS: WHAT WE LEARNED Af
LANDSCAPE SIGNALS

Concerns about the negative impact of smartphone technology are real.

Phone Addiction Is Real -- And So Are Its

Mental Health Risks
The Risk Of Teen Depression And Suicide
Is Linked To Smartphone Use, Study Says

A New, More Rigorous Tech Backlash Grows as Investors

Study Confirms: The More Press Apple to Act on Children’s Use

You Use Facebook, the
Worse You Feel

Technology

Apple Announces Slew of New Anti-
. _ Addiction IPhone Controls

Your smartphone may be ruining your . .....

relationships, even when it's off




What We Learned
About News
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INSIGHTS: WHAT WE LEARNED

INSIGHTS SUMMARY

Currently, native content
on smart speakers is
limited. Specific use cases
and content types haven't
yet been established by
publishers or the platforms.

While discovery is a challenge for publishers and brands,
it's a benefit to people who are looking to throttle the
influx and influence of content.




INSIGHTS: WHAT WE LEARNED ABOUT NEWS

LANDSCAPE SIGNALS

People are battling news fatigue.

In an August 2017 American Psychologists Association
survey, while money (62 percent) and work (61 percent)
remain common stressors for Americans, slightly more
Americans report significant stress about the future of
our nation (63 percent).

When Enterprise Rent-a-Car surveyed more than 1,100
Americans about their summer travel plans, the top three
reasons given for traveling were stress, the news and
the political climate.
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What We Learned
About Audio
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INSIGHTS SUMMARY

Audio allows people to break
free from the baggage they
have with the news because
its simplicity and focus feel

like an escape and a solution.

While the home lacks the contained captive moments
(car, commute) that drive engagement with audio,

it suggests new audio formats are possible for

smart speakers.

INSIGHTS: WHAT WE LEARNED ' "0




INSIGHTS: WHAT WE LEARNED ABOUT ALUDIO

LANDSCAPE SIGNALS

Audio is a bright spot in the news.

68 million Americans listen to podcasts Fifty-two percent of people listen to

on a monthly basis—nearly one in four podcasts while driving, 46 percent while
people across the country.Of the 68 million traveling and 40 percent while walking,
listeners, 44 percent are between 18 and 34 running or riding a bike.

years old. They also tend to hold a bachelor’s

or graduate degree (57 percent).

In the past four years, podcast listeners
have nearly doubled, from 12 percent of
the U.S. population in 2013 to 24 percent
in 2017. In the past two years, podcasting
revenue has jumped from $69 million in
2015 to an estimated $220 million in 2017.



Considerations

Acknowledge shared consumption

Design with a recognition of voice as an inherently
multi-user medium, with kids in particular being
power users.

Engage with specific audiences

Be intentional and reflective of who you are speaking to.

Embed in existing routines
Clearly identify the mode and moment of engaged;

voice requires not only creating content, but designing
user experiences.

Spark discovery
Recognize that discovery of skills or actions typically

happens off-platform; people infrequently stumble into
content on smart speakers.

Match the voice to the moment

Identify the strongest voice to deliver content: people
view Alexa, Google Assistant, and Siri more as voices

to moderate content experiences. They crave human

narrators for stories.



What We Built



We launched 6 new experiences

The Daily from The New
York Times

The New York Times Briefings

The Pop Music Roundup from
The New York Times

The New York Times News Quiz

n .

The Book Review from The New
York Times

The 52 Places Traveler from
The New York Times



What We’re Prototyping



NiemanlLab
PREDICTIONS FOR JOURNALISM 2019

“|n some Ways, digital audi

Spamsh-language

audience.”




Thank you!



