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Survey Results

Responder Profile

SEmhent & Stability




Who Responded? e

42.9%

Areyou primarily

15% Publication

fd.' -
Business-To-

Business
Publisher
5%

Job Title

Consumer
Publisher
80%
= Sr. Publishing Mgmt

= Audience Development/Consumer
Mktg/Circulation Director

* AD/CM/Cir Manager Which Company is your Primary Fulfillment

Vendor/Partner
Retention Mgr/Staff

= Acquisition Mgr/Staff
ESP
14%

= Planning/Modeling Staff

= Qutsourced Circulation

Management Company e

6%

THE MEDIA & CONTENT MARKETING ASSOCIATION



Who Responded?

What is your total combined subscription

circulation (all titles combined)?
30.0%

25.0% = <100,000
20.0% = 100,000-500,000
® 500,000-1,000,000
15.0% 1,000,000-5,000,000 T maytitles N — portfo]io?
10.0% m >5,000,000 !
5.0% .
0.0% .

= 2-5
Overall Response A - . " 6-10
Total Circulation 71,825,000 25% 35% | 11-20
Total # of Titles 410 = 20+
AVG Circ 175,183 0%
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2015 - New titles launched in the past year

Stability

Print PDF Replica |Tablet APP/non- Web Mobile
Replica

2015 - Existing titles / NEW Versions

2015 - Shuttered Titles in the past year

PDF Replica  Tablet APP/non-

Replica

Mobile

Everything - we Print Digital | PDF Replica
killed the title(s) |




lVﬂLWlG FORA
CHl\NGING AUDIENCE

Overall Sentiment

Overall, how do you feel your businessis
going nearing the mid-point of 2015 as
opposedtooneyearago?

WORSE
27%
Overall, how do you feel your business is going

at the begining of 2013 as opposed to one year THE SAME

ago? 42%
.

1% N v

* WORSE

* THE SAME

BETTER
31%




Challenges = 2013 vs. 2015

EVOLVING FOR &
CHANGING ALESENCE

MCMA

THE MEDIA & CONTENT MARKETING ASSOCIATION

=]
S
=
ul
=]

Business challenges for 2013

0.00

1.00

2.00 3.00 4.00

The Economy

Monetizing the multiple Editions/Formats/Media outlets

Managing multiple Editions/Formats/Media outlets for delivering
editorial content

Rebound in Advertising Sales
Maintaining Rate Base(s) at acceptable levels of Cost/Contribution

Audience Development - Metrics to satisfy Ad Sales

Staffing

Business challenges for 2015
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Budget Priorities

2015 Budgeted Spending vs. 2014

0

X

20% 40% 60% 80% 100%

Website

Mobile

E-Mail

Social media

Database

Analytics

Video

Search

Direct Mail
Geo/Location Marketing

mLESS m NO CHANGE = MORE
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Let's Greet the Panel

yer Survey Results
cussion & Commentary
Questions & Answers

Sponsored By: '
@an(ﬁirculatinnﬁarketing
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Liberta Abbondante
aOrst Magazines

VP of Consumer Marketing for Hearst Magazines,

gnsible for managing the consumer marketing, retail sales, digital
gblet editions and distribution activities.

or Audited Media and serves on various

mittee, and
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Alec Casey
RO Mberg BusinessWeek

irculation and production for Bloomberg Businessweek, Bloomberg

a Consumer Marketing Director and then VP, Consumer

ar Mechanics, and SmartMoney magazines).
My Living, House Beautiful and the launch of Food Network

gre he was the CMD for Sports lllustrated for

Allen & Hamilton as well as

eting/finance
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John Reese
fonier Corporation

cear publishing and consumer marketing veteran. He joined Bonnier as
in January of 2014.

per Marketing, John leads the department responsible for the print and
ier’s entire portfolio of titles.

ar Corp, John was Executive Director — Consumer
, Rolling Stone and Men’s Journal)

vhere he held various consumer marketing

and an M.B.A. from Columbia

executive, and their
skiing, and
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A Few BASICS




Volumes

° Did your Renewal/Retention Volumes:

Increase, Decrease, Remain Unchanged
30

25

B
20
15
- =
Did your Aquisition/New Busines Volumes: 5
Increase, Decrease, Remain Unchanged . -
30 0

2014 (vs 2013) 2014 (vs 2013) 2014 (vs 2013)
25 Mail Outbound Call Outbound E-Mail
. Customer Service - Drop in
l I Mail Volumes, No change
0 |- - in call volumes, similar

2014 (vs 2013) 2014 (vs 2013) 2014 (vs 2013) (large) |ncreases |n E_Ma”

Mail Outbound Call Outbound E-Mail




hcewsstand Unit Sales

nit sales (this includes s/c replica) and unit "print"
inate the s/c replica units.

luding s/c replica) were down 17.7% -
B circ, however, the "print" unit decline
sublishers.

Qurce" implosion -
ficulties added about 6

2N continuous
L)
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Newsstand Unit Sales

Unit Sales Comparison (factoring for replica s/c) - 2nd H '13 Vs 2nd

H'14
AAM Data in '000's

S/C Repl S/C Repl
"Big 8" AAM Unit  AAM Unit "Print" "Print" Percent Ch Percent Ch Circ Circ

Perc S/C Perc S/C

Sales Sales Sales Sales AAM Unit "Print" Circ Circ
2nd H'14 2nd H '13 2nd H'14 2nd H'13 Sales Sales 2nd H'14 2nd H'13

1. Time, inc 33,704 40,526 30,845 38,866 -16.8 -20.6 8.9 5.0
2. Hearst 20,028 23,518 17,155 22,468 14.8 -23.6 14.3 4.6
3. Conde Nast 8,515 11,355 7,162 9,869 -25.0 -27.4 14.6 11.9
4. Meredith 6,580 8,237 5,779 8,026 -20.1 -30.8 135 2.8
Sub Total - Big 4 68,827 83,636 60,941 79,229 -17.7 -23.1 12.7 5.4l
5. Bauer 46,876 57,143 46,850 57,143 -18.0 -18.0 0 0
6. American Media 25,924 34,699 25,324 34,524 -25.3 -26.6 6.4 1.6
7. Wenner 11,260 13,644 9,640 13,389 -17.5 -28.0 17.6 2.4
8. Rodale 4,954 4,689 3,811 4,583 5.7 -16.8 23.5 2.3
Sub Total - Top 8 157,841 193,811 146,566 188,868 -18.6 224 10.0 3.6
Tot Top 22 Pub Comp 169,295 207,274 155,641 201,777 -18.3 -22.9 11.1
All Audited Pubs 183,450 222,839 -17.7

* Courtesy of Baird Davis
ata is shown for the "big 8" publishers, top 22 publishers and for the top 25 publications.
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b rculation & Replica Editions

8 and replica circ use for the 22 largest (audited) circ
g 83% of the total circ for all audited consumer mags.

0 Of total p/v circ to 19.6% - a significant rise of
d award circ were the biggest gainers.
an be attributed to replacing the
opy circ, which was off 17.7%

early the entire increase can be

irc. The decline in subscription

ties at so called "newsstand"
antinuing shift to mobile

argest publishers,
ge came from Next
ase" with AAM
As a result
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Digital & Replica Editions

Para 6 Sources & Replica Circ Use - Companies More Than 1 Million Paid (AAM) Circ - 2nd Half '14 Replica Replica
Companies/AAM Titles PD/ Verif Single Copy Verifeid Partnership Paid Spons Combo Award Other P6 Total P6 Circ  Percent P6 Percent P6 Total & S/C Total & S/C
Circ Circ Circ Circ Circ Circ Circ Circ 2nd H'14 2nd H'14 2nd H'13 2nd H'14 2nd H'13
1.Time, Inc (21) 34,101 2,789 2,269 2,428 61 1,038 3,488 262 9,546 28.0 21.8 775/249 632/166
2. Hearst (20) 31,021 3,634 1,022 495 399 830 724 2 3,472 11.2 122 1,261/515 1,036/194
3. Meredith (15) 26,427 1,351 1,380 4,110 1,192 492 238 3 7,415 28.1 21.0 649/183 346/46
4. Conde Nast (17) 18,497 1,379 994 3,421 230 109 772 1 5,527 29.9 28.1 730/201 842/222
5. Reader's Digest (7) 9,064 269 142 33 41 119 0 32 367 4.0 14.3 226/3 556/4
6. Rodale (7) 6,975 930 264 504 168 51 109 25 1,121 16.1 18.2 495/219 308/20
7. Game Infomer (1) 6,724 19 0 0 19 0 0 0 19 0.3 0.0 2,822/0 2,950/2
8. Bonnier (21) 5,871 302 203 137 430 83 0 1 854 145 17.4 489/83 601/31
9. American Media (14) 5,368 1,481 364 85 669 0 98 0 1,216 22.7 14.2 899/96 577/28
10. TEN (20) 4,273 380 150 0 407 67 0 0 624 14.6 15.4 574/71 385/11
11. Wenner (3) 4,183 523 205 544 4 16 174 12 955 22.8 21.0 198/92 236/14
12. Bauer (7) 2,955 2,531 0 0 0 0 0 0 0 0.0 0.0 14/1 1/0
13. Martha Stewart (2) 2,299 279 64 230 3 11 408 0 716 311 24.6 75/2 94/3
14. Intermedia Outd (15) 2,298 180 286 0 0 0 0 0 286 12.4 8.8 48/0 37/0
15. Disney (ESPN Mag -1) 2,153 8 80 7 0 1 117 0 205 9.4 7.5 70/8 122/0
16. Maxim (1) 2,029 104 140 7 188 0 5 0 340 16.8 19.4 196/14 207/3
17. AIM (8) 1,857 183 26 99 351 23 0 12 511 27.5 26.2 336/63 179/28
18. TV Guide 1,815 67 84 0 0 0 0 0 84 4.6 5.0 8/0 9/1
19. Mansueto Ventures(2) 1,562 130 43 55 26 17 139 1 281 18.0 13.7 112/66 74/26
20. Johnson (1) 1,266 61 87 1 135 7 1 0 231 18.2 16.3 15/0 20/1
21. Weight Watchers (1) 1,262 170 70 11 50 0 0 0 131 10.4 131 64/5 53/3
22. Playboy (1) 1,008 39 23 0 0 0 9 0 32 3.2 115 25/1 36/0
Total Top 22 - 2nd H '14 173,008 16,809 7,896 12,167 4,373 2,864 6,282 351 33,933 19.6 10,081/1,875
Percent of Pd/V Circ - 2nd H '14 ON 4.6 7.0 25 17 3.6 0.2
Total Top 22 - 2nd H '13 183,165 19,985 6,642 11,632 4,729 3,186 5,449 442 32,080 9,301/803
Percent of Pd/V Circ - 2nd H '13 10.9 3.6 6.4 2.6 17 3.0 0.2 17.5 5.1
Tot Aud Pub 1stH '14 207,845 19,931 10,472 11,534 10,012

Source - AAM data

* Courtesy of Baird Davis
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All things DIGITAL

THE MEDIA & CONTENT MARKETING ASSOCIATION ™S




Trends — NEXT STEPS Marketing

60000
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300,000
250,000
YOY ‘14 vs. ‘13 200,000
Digital Subs Lost YOY -389,222 | (6.8%) ‘ o
Digital Single Copy Gained YOY 413,418 196.3%
| 1 100,000 |
Print Subs Lost YOY -1,861,413 (4.1%)
Print Single Copy Lost YOY -1,263,823 | (22.2%) 50000

, NEXT STEPS Marketing

m12/31/2012

m12/31/2013

12/31/2014 AAM Publisher Statements




Digital Editions — Survey Response

Fulfill
Partof [separately, |
Fulfillment| through ' \
Digital Editions | Paid Service | Media- | Both More S.;r:e \ Less
Bureau | specific
Service | vendor/ ‘
partner \
Apple i0S 16 | 3 1 10 3 13 13 4 5 6 1 8 16 2
Nook (B&N) 210 0 1 1 21 0 2 3 8 7 1 17 2
Kindle (Amazon) 21 0 0 4 2 20 1 3 2 /. 9 4 16 1
Droid (Google Play) 1810 0 3 2 15 4 3 2 8 6 5 14 0
Zinio 1710] 0 |2 5 11 3 b 1 5 2 13 2
Texterity 3 ’ 2 1 0 3 0 3 1 2 / 2 1 6 1
Nxtbook 2 } 1 0 0 1 0 1 0 3 0 0 4 0
Kobo 12 / 0 0 0 0 13 0 0 1 6 4 2 9 0
Readly 1010 1 0 0 9 0 0 0 5 3 0 9 0
Magzter | 13 0 0 1 1 14 0 1 0 6 6 1 11 1
PixelMags 6l 0] 0 [0 0 6 0 0 0 4 1 0 5 0
Next Issue Media 101 0 1 0 1 9 1 0 0 6 4 0 11 0




Digiiql; A 2015 - !s it a challenge to ma.nage.these

additional formats and their unique

Chdllenge? fulfillment requirements (1=No &

5=Extremely)

Managing Digital Fulfillment - A challenge? 2015 - If it is a challenge, why?

(1 = No Challenge -- 5 = Extremely Challenging)

istics  All of the above




2015 - Do you "bundle" multiple products/
versions/media editions of the same product

@
B U n d II n g within/across your portfolio/products?

M Yes, we offer Combo products
and/or multiple media version of a
product all in the same promotion --

it works seamlessly!
B We're doing it -- more and more —

and I'm getting greyer and greyer!

12.5%

m We've tried it a few times, the
logistics are still challenging

2015 - What is your Bundle pricing strategy

30
Do you "bundle" multiple products/multiple versions/media editions of the 25
same product within/across your portfolio/products? M Digital is FREE with Print
20 Subscription
15 B We have a BUNDLE

price

= Independent pricing by
- medium/version/format

] Wnuld Iﬂve to, but haven't yet considered it




Alternate Formats / Media

Consumer Marketing Department Involvement / Interaction with:

0 5 10 15 20 25 30 35 40
Digital Edition(s) [ ]
Web site(s) I Il
Sodial Media Initiatives [
Other Media/Format Initiatives [ B

m Not at all; other departments (Editorial/On-Line/Social Media) handle it all — Alas,Circulation is not really a
consideration

m Not at all; other departments handle it all - BUT they do consider Circulation perogatives



2015 - How are you tracking SM activity?

2.6% M | wish we were!

0.0%

0.0%

 Not very well, it's a bit Ad Hoc

12 Another Department(s) handles it
all

SO
Medl

2015 - Does any of this activity combine
with your Print/Digital subscriber
information?

We have dedicated staff

B We have a dedicated SM
Management Platform (please

Sspedly Delow)

2015 - What Social Media outlets are your company
(magazine/titles) most activey participating in:

I M No Activity
I I I A Little Activity
= Moderate Activity
- i ® Significant Activity
I I ' is::1
& °

& S &

< N X~ e X -
X ) @ & > A
4 < i\ S & (o Ky ¥ &
& < O 2 A & < ()
© & F & e T & S ‘

45
40
35

3

o

M Yes - as part of ou

file/data 2

%]

2

o

= Yes - in our corporate dasabase

1

wu

u We're just trying to bring some of it
together 1

o

We haven't even attempted it yet

w

B We're All Over It




Social Media = A simplistic view

The Periodic Table of Social Media Analytics
. Content Terms .Social Media Terms .Advenising Terms . Vanity Metrics

. z:f:;':e’ Service Audience Metrics . Analytic Terms . Social Networks

Impression

unmetric (W)

*The only Social Media Intelligence
Platform Focussed on Brands.
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ERIEANOre Survey results. ..
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Eolilliaa 0t Priorities - Past

Subscription Fulfillment challenges in 2013 t, how would
for 2012

Consolidate more of my needs under one roof (one
consolidated customer view)

Provide NEW Services/capabilities to meet
new/emerging demands

Pricing Relief — reduce the basic cost of fulfillment

Improvements in basic/standard fulfillment services

Eliminate a separate database/Expand my
Subscription Fulfillment Service(s) to incorporate...
Establish/maintain/improve an independent, multi-
product, multi-channel, customer-centric...
"




2015 - How would you rate your current

F U Ifil I m e n-I- Subscription Fulfillment capabilities?
Pri ori.l.i e s B We have all we need; it works

extremely well!

18.2% B We're getting there - closer than we
were a year or two ago; still more
progress to come

M Overall, we're getting what we need;
butit's a process requiring constant
change to keep up

. They're getting it done, but it
requires more of my time & effort
than | might wish

2015 - Subscription Fulfillment Challenges

0.00 1.00 2.00 3.00 4.00

Provide NEW Services/capabilities to meet new/emerging
demands

Pricing Relief -- reduce the basic cost of fulfillment
Provide fulfillment capabilities for NEW products
(membership, digital-only, others)
Establish/maintain/improve an independent, multi-product,
multi-channel, customer-centric marketing database
Improvements in basic/standard fulfillment services
Consolidate more of my needs under one roof (one

consolidated customer view)
Eliminate a separate database/| my Subscripti



2015 - Do you have a separate
Corporate/Marketing Database

Database

B No we don't have a separate
Marketing Database

B Yes - At our primary fulfillment
service bureau, fully integrated with
subscription fulfillment

M Yes - At our primary fulfillment
service bureau, but a separate
marketing platform

~ Yes - it is maintained by a separate

vendor, specializing in database

27.5%

2015 - How robust is the database environment (check ALL

80.0% 71.4% that apply):
70.0%  60.7% 60.7%
60.0% °
50.0% H6.0% -
Rl 39.3%

10.0% 35.7%
30.0%
20.0% 10.7%
o -

0.0%

NG o ) o
6 -00 \- '\-
& £ ) 4«‘*\“\5 °°°é\ e




E-Mail Deployment & Vendors

2015 - How are you handling E-mail deployment

B We do it In-House

= We use an E-Mail deployment
Platform/Service

1= Our Subscription Fulfillment vendor
handles E-Renewals/E-Bills ONLY



Marketing Automation

2015 - Do you use a Marketing Automation
Platform? If so, which one:

H No, we haven't ventured into Marketing
Automation, at least not as a separate

platform
B Marketo

u Silverpop
= Eloqua (Oracle)
H HubSpot

u Act-On
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Questions?e
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