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Meet Mary

Mary Smith
40 Cove Road
Stonington, CT 06371



Meet Mary

$847 in total revenue

Registered . \
Independent in past 3 years g Subscribers ‘- '
/ .
44 years old Digital content: real Voter ‘ \ ‘ Data
estate, finance Registrations | Management |
Married with /

children 8 and 12
HH Income > $150,000

Acxiom Lifestage:
Mature Wealth

Interest in Home Decor

Scores high for
Online Purchasing

Interest in Community

High-value customer at
Bed, Bath & Beyond

Four free ticket offers
redeemed this year

Mary Smith
40 Cove Road
Stonington, CT 06371

Participated in March
Madness Contest

International travel
video consumption

Prefers email to
direct mail

msmith123@gmail.com

Registered for weekly
Wine & Dine e-newsletter

Signed up for mobile
breaking news alerts

Six daily deals
purchases since 2011

Attended Home Show

\ \Platform i

/\

\ User
Registration

\

Demographics |
/

Merchants Newsletters

Loyalty

Contests &

\Events
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This much we know:

You cannot cut your
way to sustainable
profitability.

@he Dallas Morning News

dallasnews.com
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Jett Jarvis...
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The Error of Our Ways
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The Error of Our Ways

Sins of Omission

RC. ., e
Sins of Commission

Failure to recognize'strategic near-

Intolerable load times
Auto-play video® i
Invasive display ads and interstitials
Invasion of privacy

Fraud

Concerns About Digital Media Buying/Planning
According to US Media Agency vs. Brand Marketing
Executives, April 2016
% of respondents
Brand marketers Media agency
~ Click frawd 78% E3%

o —
S M, Bot traffic 78% 59%
% 70%

Viewability
Ad Blocking (0 401,
Conflicting audience data 57% 2%
Contral over content envirenment 5% 52%
Lack of audience data 4%% L2%
CONSWMEr privecy 45% 2T
High freguency exposure 27% 47%

Niote: among those with oigital media decision-making respansibilities,
FEsponses of 810 on a il-.l -paint scale
.-lz.h.l'E-r Survey of Advertizing and Marhﬂnlng Executives on

Media Effectivensss” a5 cited by MadiaVillage, May 2, 20714
210563 Wl efla rketer.com
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The “Slippery” Slope of the Pure Paid
Content Strategy: PRICE ELASTICITY

» Only a small audience will pay meaningful dollars Highly inelastic

Subscribers

Highly elastic

Cost

LEI\P media solutions



=INTIE

ation Cc

§
(

put v e

leapmediasolutions.com



The Denver Broncos

DenverBroncos.com
ESPN.com

NFL.com
BleacherReport.com
MMQB.com
Sbnation.com
Sports.Yahoo.com

Milehighreport.com

v Vv VvV V¥V Y VYV V V VY

Sl.com

v Vv Vv Vv VY VY V V VY

Profootballweekly.com
CBSsports.com
Foxsports.com
PredominantlyOrange.com
NBCsports.com

Scout.com

Facebook

Twitter

Instagram

LEI\P media solutions



The “Slippery” Slope of the Pure Paid
Content Strategy: PRICE ELASTICITY

» Only a small audience will pay meaningful dollars
» Small audience weakens appeal to advertisers

» Small audience erodes brand value

» Small audience undermines customer intelligence

= Revenue optimization strategies typically fail
to account for the opportunity cost of
uncaptured data

LEI\P media solutions

Subscribers

Highly inelastic

Highly elastic

Cost



Case In Point: The New York Times

Relea

- - . .
e

- b
* Revenue from dig

‘, )\1, )l
grt,

~+ YOY OF

el

leapmediasolutions.com



P~

Should We Abandon Consumer |

..; ategic g

‘& A, rre

-

exchahg

-

"..—-

leapmediasolutions.com



The Measured Response: Revenue Dive rsificai

l bad terms, what percentage of your budget do you
plan to allocate to these media categories in 20167

* Events
Space Advertising (Billboards, Television 3.7%

* Native advertising signageetc) 5.4% \ o |

Radio 4.1% | Live Events 21.3%
- ervices

* Video
* Niche publishing

" . | Print (including direct mail, magazines, .
, p ' newspapers, circulars, etc.) 28.5%
* Email marketing

* Direct mail marketing

Online Marketing 37.1%

4



Bob Gilbert, VP/Audience, Morris Publishing Gt
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AudienceS Are Built with Data

$847 in total revenue

Registered
Independent

44 years old

Married with
children 8 and 12

HH Income > $150,000

Acxiom Lifestage:
Mature Wealth

Interest in Home Decor

Scores high for
Online Purchasing

Interest in Community

High-value customer at
Bed, Bath & Beyond

Four free ticket offers
redeemed this year

Mary Smith
40 Cove Road
Stonington, CT 06371

Participated in March
Madness Contest

in past 3 years

Digital content: real
estate, finance

International travel
video consumption

Prefers email to
direct mail

msmith123@gmail.com

Registered for weekly
Wine & Dine e-newsletter

Signed up for mobile
breaking news alerts

Six daily deals
purchases since 2011

Attended Home Show

Voter
Registrations

A

Demographics |
/

Merchants

Loyalty

Subscribers

i .
\ / Data
| Management |
/ \Platform |

/\

User
Registration

\

Newsletters

Contests &

\Events




What Do We Know?
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* Email address
* Shopping preferences ;
* Consumption behavior regL y
* Price sensitivity AC/IP address
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Digital marketing -
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. “ commerce platforms

Data-Leveraging .
Integration

Analytics/mc
Digital marketing

Campaign manag

Marketing/au
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Targeted Growth Model™ Development

Define & invest in audiences based on key criteria

Transaction history
Product usage
Demographics

Lifestyle attributes
Channel preference
Merchant relationships

Contact history

Segment H Segment A

Segment G

Segment B

sll:ailfVvalue TGMupra o clisieRk) times
ylolfs likely to convelittGpeusts status

Segment F
Segment C

Segment E
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Customer Lifecycle Management

‘Subscribe for Gazette Online Access and never miss a thing_
You are receiving this email because you opted in to receive communications from

The Gazette and/or its advertising pariners.
Unsubscribe | View in Browser

cheGazette

Gazette Onlil
fits your d

Discover everything gazette.col
exclusive Gazette reporting, bre
on a story and share the mome|
guide to the good life with fresh

today’s hot
Smarter Living: Your resc
betier health & wellness

Success: Your

axpes

career & mancial queshon

To get your Sunday best, ¢
to the Hartford Courant o¢
Sunday Hartford Courant ¢

near you

Wake up with
timesunionPLUS:
News that fits your device and your life

There have never been more ways to stay connected. The Times Union is your

guide 10 the good life with fresh news, entertainment and money-saving values
The timesunionPLUS is the best of two worlds: the comfort of the printed edition
optimized for digital lifestyles. The timesunionPLUS is a full-featured digital
replica of the print edition with all the stories, photos and artwork intact. Our
easy-to-use interface lets you flip leisurely through the pages like a newspaper
but with digital extras ideally suited for mobile devices and computers. And the
timesunionPLUS is a great way to stay up on local news while you're away on
vacation.
Subscribe now for as low as $1.00 per week!

Su

be Today

timesunionPLUS includes:

+ Optimized versions for tablet, smartphone and laptop computers
+ Exclusive content unavailable in the printed edition
« Custom searches
« Aticle sharing with friends or family
- Offline reading

Enoy the bensfits of digitalPLUS

artford Courant

Your account
is coming up
for renewal

Hi Subscriber:

Qur records indicate that your account is dug|
conveniently pay online today 1o insure you il

Don't miss award winning conl

Renew Online

We're here for you.

If you have any questions or require assistafl
custserv@courant.com or call our customer§
5555 or 1-800-472-7377 and a representaiW
Qur cusiomer service hours of operation arel
p.m., Saturday-Sunday, 600 am._- 1130 am
10:30am

Sincerely,

Swe Ren

Sue Kerr
Director of Circulation
Hartford Courant| Courantcom

Follow the Hartford Courant Downlg

fv o - |

this emad in you browser

Enjoy the benefts of digitalPLUS

Hartford Courant

Don't let your
subscription
stop

Hi Subseriber:

Our records indicate that your account was due for réf
continued delivery service, we must receive your reng
are a valued subscriber and the below options are av@
have n interruption in service:

Don't miss award winning content

Renew Online Hei

We're here for you.
If you have any questions or require assistance, pleag
custservi@courant.com or call our customer service 68

1-800-472-7377 and @ representative will be happy 19

Sincerely,

Sue Rew

Sue Ker

Director of Circulation

Hartford Courant | Courant.com

P.5. Enrollin our EZ Pay automatic payment pian &l
Have your subscription plan charged to your credit ¢8l
anytime with just a phone call!

low the Hartford Courant Downlosd &

Resd the Hat
' anywhere:
¥

=

Your account has been
stopped pending payment.

Restart your subscription n

We want you to come back to the Harfford Courant. And to make it easier
fer you, you can make a payment right now and your account will restart.
Just look at some of the benefits of the Hartford Courant.

Every click, swipe and tumn of the page brings you...
» 24/T local breaking news alerts

« Late breaking sports scores

» Daily and weekly newsletters

« The digital edition delivered to your inbox every day

« Hartford Magazine & New Haven Living digital editions

« Exclusive Hartford Courant reporting

» Inslant access o back issues

Dx wait. Restart your subscription today!

Follow the Hartford Courant Downioad our mobile app

Read the Hartford Courant — anytime and
4 atene
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Content Marketing: e-Newsletters
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The
CLM
Calendar

Automated

Timely

Channel integrated
Targeted
Personalized

‘ Basecamp Newstufft = Projects Calendar Everything Progress

The Day - Mktg Program - 2014

Project calendar
< September 2014 >  Today

Agenda view

Sun Mon Tue

September 1 2
Lifecycle Emails (Da... § Lifecycle Emails (Da... L Lifecycle Emails (Da...
= DPC —_Dl'gl'tal . Lifecycle Call Files (... § Telemktg (Reacquis...
g;gﬁghon special Telemktg (TGM Pro...
o + DPC - Weekly
Passport Email:
09/02/14 Zpm
= Fall 2014 Job Fair -
employers 3pm
= DPC - Tuesday
content email 0902
3:30pm

7 8 9
Lifecycle Emails (Da... } Lifecycle Emails (Da... L Lifecycle Emails (Da...

Lifecycle Call Files (... JEEvIZeERNEEN
« DPC - Sunday Passport Email:
special coupons 09/09/14 2:30pm
0908 1pm
14 16
e
Lifecycle Call Files (... EENVZOERNIESGH
Passport Email:
09/16/14 Zpm
21 23

Lifecycle Emails (Da... [ Lifecycle Emails (Da... [ Lifecycle Emails (Da...
Lifecycle Call Files (... SENVZOERNIESGE
Passport Email:
09/23/14 Zpm

Wed

Lifecycle Emails (Da...

= DPC - LN Summer
0903 11:30am

= DPC - Wednesday
content email 0903
3:30pm

Lifecycle Emails (Da...

Lifecycle Emails (Da...

Lifecycle Emails (Da...

Everyone Me

Mew features Account Upgrades Sign out

Q Jump to a project, person, label, or search...

Learn more about Events

Calendar settings...

Thu Fri Sat

4 5
Lifecycle Emails (Da... | Lifecycle Emails (Da... L Lifecycle Emails (Dai...
+ DPC - New London e g NENIVETE W - DPC - Charles W

Times 0904 =TT  Morgan Book 0906
ore Momtile o
Times 0904 » DPC - friday
12:30pm content email 0904
+ DPC - Thames River | 3:30pm
Times 0904
12:30pm
» DPC - thursday
content email 0904
3:30pm
= DPC - TGM
Prospects Got to be
kidding: 09/04/14
S5pm

1un 12
Lifecycle Emails (Da... L Lifecycle Emails (Da...
= DPC - TGM
Prospects Kids
Alright: 09/11/14
2:15pm

Lifecycle Emails (Dai...

18 19
Lifecycle Emails (Da
= DPC - TGM
Prospects Daily
Grind: 09/18/14
2:15pm

Lifecycle Emails (Dai...

25 26
Lifecycle Emails (Da...
= DPC - TGM
Prospects Grown
Ups: 09/25/14 2pm

Lifecycle Emails (Dai...




The Day Stands Apart from Its Peers

Daily Circulation vs. Prior Year
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Monetizing Mary

$847 in total revenue

Registered ]
Independent in past 3 years Subscribers
44 years old Digital content: real Voter Data
estate, finance Registrations Management |
Married with

children 8 and 12
HH Income > $150,000

Acxiom Lifestage:

International travel
video consumption

Prefers email to

A

\Platform i

direct mail Demographics | Regil:tsreartion

/
msmith123@gmail.com \ \

Registered for weekly
Wine & Dine e-newsletter

Mature Wealth
Interest in Home Decor

Scores high for
Online Purchasing

Interest in Community

Merchants | Newsletters

Signed up for mobile

High-value customer at .
breaking news alerts

Bed, Bath & Beyond

Four free ticket offers

Six daily deals
redeemed this year Mary Smith purchases since 2011
Participated in March 40 Cove Road Loyalty
Madness Contest Stonington, CT 06371 Attended Home Show

Contests &

\Events




What Can We Do to Drive Rever th?

/Prosp

or

ivad hest CUSEe

.

leapmediasolutions.com



Monetizing Mary

$847 in total revenue

Registered
Independent

High-value customer at
Bed, Bath & Beyond

Four free ticket offers
redeemed this year

Participated in March
Madness Contest

Mary Smith
40 Cove Road
Stonington, CT 06371

in past 3 years

Digital content: real
estate, finance

International travel
video consumption

Prefers email to
direct mail

msmith123@gmail.com

Registered for weekly
Wine & Dine e-newsletter

Signed up for mobile
breaking news alerts

Six daily deals
purchases since 2011

Attended Home Show

Voter
Registrations

A\

Loyalty

Subscribers

Contests &

\Events

Data
Management

\Platform

User
Registration

\

Newsletters
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Menetizing Multiplying Mary
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#1: What is the chickenand whatﬁ"'i’?,\

* (i.e. Is ad decline a self-fulfilling prophecf\’}v
focus on consumer revenue?)

’ F .
. In broad terms, what percentage of your budget do you
M | ur U S r plan to allocate to these media categories in 20167

Space Advertising (Billboards, Television 3.7%
signage,etc.) 5.4%

Radio 4.1% ‘ Live Events 21.3%

Print (including direct mail, magazines,

newspapers, circulars, etc.) 28.5%

Online Marketing 37.1%
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Mmedia solutions

BRILLIANT SOLUTIONS

THANK YOU

tom.ratkovich@leapmediasolutions.com
@tomratkovich



