we get audiences

MONETIZING ONLINE CUSTOMER

@® ToucCH POINTS--BEST PRACTICES FOR
‘ BUILDING ENGAGEMENT & SALE

o




AUDIENCE MARKETING IS...

+You own the names

+You build the strategy to
reach more names

+You build the marketing
programs to the names



Audience marketing

+Complex sets of
intertwining
information

+0Often housed in
different database

+Don’ '
wa
have
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CORE: YOUR WEBSITE.




CORE: YOUR WEBSITE.

D

€+web people

+old people =

+e-confirmation

+surveys

+partnerships

+insert cards for
emails



LANDING PAGES:UPSELL TO HARD OFFER...

SPECIAL OFFER!

Save $3.00 when you subscribe and
pay now with your credit card. You'll pay
just $13 95 for 1 year (9 issues) of
Yoga Journal and save 69% off the
cover price Flus, you'll receive
4 FREE GIFTS!







DIGITAL DASHBOARD

Total Digital Subscriptions12/31/12

92,1587 79,562

102,623 M Game Informer

144,710 W Maxim

W Cosmopolitan
157,056

T

M National Geographic

B Reader's Digest

M Taste Of Home

W Popular Science

W ESPN The Magazine
Farenting

B 0O Oprah

we get
audiences




DIGITAL SUBSCRIPTIONS
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ToP TEN DIGITAL SALES

Top 10 Digital - Period 6/30/12
. ingle
Publication E E el Copgy T?t?l
Name rlnt 1g1tal opy igital [Digital
% rint %% %
1 |Game Informer 85 14.9 0.1 14.9%
2 Maxim 73.3 11.2 7.6 0.1 11.3%
3 |[Cosmopolitan 47.6 5.7 44.3 0.5 6.2%
National
4 |Geographic 92.6 3 4.2 0.2 3.2%
5 [Popular Science 85.6 6.7 6.4 0.2 6.9%
ESPN The
6 [Magazine 92.2 3.5 0.5 3.5%
7 10 Oprah 81.6 18.1 0.3 3.3%
8 [Parenting 86.8 3.3 0.3 0 3.3%
9 |US Weekly 67 2.9 28.8 0.2 3.1%
10 [Men's Health 74.7 2.7 20 0.4 3.1%
Total % 7.6%
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Top 10 Digital -

Publication
Name

Game Informer
Maxim
Cosmopolitan
National
Geographic
Reader's Digest
Taste Of Home
Popular Science
ESPN The
Magazine
Parenting

10 |O Oprah

Total %

Subs

Subs

Period 12/31/12

Single

PrintDigital |Copy
Print % Digital % %

%

70.6
74.6
51.6

92.7
84.1
88.3
85.5

91.5
86.3
79.7

%

29.3
10
8.1

3.8
2.6
3.1
7.3

4.3
3.9
3.3

0.1
6.2
39

3.4
3.3
3.6
5.8

0.5
0.2
16.8

Single Total
Copy Digital
29%
0.2 10%
0.4 8%
0.1 4%
0 3%
0 3%
0.2 7%
0 4%
0 4%
0.2 3%
10%



CATEGORIES & COUNT

Amazon Kindle - Newsstand
6/7/2013 | Variance

Category

News, Politics, &
Opinion

Sports

Lifestyle

Business &
Investing

Women's Interest
Health & Fitness
Home & Garden
Automotive

Men's Interest
Cooking, Food &
Wine

Science, Technology
& Nature
Entertainment
Arts & Photography
Religion &
Spirituality

Travel & Adventure
Computers &
Gaming

Crafts & Hobbies
Family & Beauty
Music

TOTAL

1/1/2013
60
111
273

42

46
167

45

744

76
65
41

35
35
34
34
33
25

24

24
22
20

16
16

14
11
8

7
540

27%
-41%
-85%

-17%

-48%
-87%

-64%

-27%

Apple iPad - Newsstand

Category 1/1/2013 6/7/2013 | Variance
Business & Investing 445 707 59%
Fashion & Style 415 621 50%
[Entertainment 438 574 31%
Automotive 265 394 49%
Health, Mind & Body 234 348 49%
Computers & Interne 225 321 43%
Home & Garden 212 306 44%
Arts & Photography 188 269 43%
Crafts & Hobbies 176 231 31%
Cook, Food & Drink 135 225 67%
Children's Magazines 70 104 49%
Electronics & Audio 67 96 43%
History 39 58 49%
Brides & Weddings 45 55 22%
TOTAL 2954 4309 46 %]
Nexus - Google Play

Category 1/1/2013 6/7/2013 | Variance
Sports 66 98 48%
Crafts & Hobbies 23 90 291%
Women's Lifestyle 52 77 48%
Entertainment 42 72 71%
Home & Garden 39 58 49%
Automotive 54 57 6%
Science & Technology 30 53 77%
Arts & Photography 32 48 50%
Special Interest 19 41 116%
Health & Fitness 20 35 75%
Men's lifestyle 10 29 190%
Food & Drink 15 27 80%
News & Politics 12 20 67%
Business & Finance 12 15 25%
Travel 8 13 63%
Parenting & Family 12 12 0%
TOTAL 446 745 67%




BENEFITS OF DIGITAL NEWSSTAND SALES

Build digital sales while accessing an entirely
new audience

Diversify revenues streams

Up-sell audience through specific calls to actions
Increase audience engagement

Improve overall brand awareness

Target technically savvy readers



THE BASICS

Build a good app

Video, slideshows, animation, quizzes, polls,
podcasts, etc.

Showcase bonus content
Reader experience 1s key

App category

Think how your traditional newsstand category
affects your sales

Pricing strategy

App page
Optimize with keywords, description, icon, screen
shots, ratings, reviews.



APP DESCRIPTION

You have 4,000 characters for your app description
which must include keyword rich sentences and
copy that shines. Include the following:

Describe what your app does in the first 2 lines.

Highlight bonus features, for example, rich media
elements.

Update your description when you have a new
update, new award, or a great review.

Promote ease of use.



APP STORE RANKING

Factors that impact your App Store rank:
Download volume
Velocity of those downloads

Apple 1s now testing ratings to incorporate into
ranking. Google and Amazon already use.




BUILDING DIGITAL SALES & ENGAGEMENT

Think channel

Add smartphones

Direct sales

Offer interactive advertising

Use emalil blasts to promote pre-sale
Social Media

Strategic Partnerships

Maximize your push notifications
Price promotions

Use your strengths!



BUILDING DIGITAL SALES & ENGAGEMENT
1.Think Channel




BUILDING DIGITAL SALES & ENGAGEMENT
2 .Insta-25% Lift



http://techcrunch.com/2013/03/27/idc-tablet-growth-2012-2017/screen-shot-2013-03-27-at-11-22-43/

BUILDING DIGITAL SALES & ENGAGEMENT

3.Sell directly, too.




BUILDING DIGITAL SALES & ENGAGEMENT
4 .Add Interactive Advertising




BUILDING DIGITAL SALES & ENGAGEMENT

5.Use Email to
promote before...




BUILDING DIGITAL SALES & ENGAGEMENT

5....atlaunch...
(also in-app)




BUILDING DIGITAL SALES & ENGAGEMENT

5....and after for
feedback/
engagement




BUILDING DIGITAL SALES & ENGAGEMENT

5.5...don’t
forget

In-app
promotions for
future issues




SOCIAL MEDIA CAMPAIGNS
6. Twofer—use social to gather names and promote app




SOCIAL MEDIA CAMPAIGNS
6. Promote through posts and SEM
o Paid

o Posts




STRATEGIC PARTNERSHIPS
/. Unusual partners




STRATEGIC PARTNERSHIPS
/. Grow email file with help from friends/frenemies




How it Worked




PUSH NOTIFICATIONS
8. Push with content

Maximize your push notifications for extra sales.
Test!

Ex: 78% open rate through three blasts
Are you ready for the Big One?
Diver works 10-hour shift underwater
FREE Water-Wise Evaluation



O PRICE PROMOTIONS

View in Web browser.

Act Now: Sale Lasts Only 48 Hours!
Get our two best apps for 99¢ each!

» Kindle: 30 day
FREE

« Google: 14 day
FREE

e All: Flash Sales

If you received this email from a friend and would like to subscribe to this or other National Geographic emails, click here.

Unsubscribe | Change Email Address or Update Email Preferences | Privacy Policy | Mission Statement

NGS Customer Service

Click the unsubscribe link above to be removed from our email program, or send your request to...



PROMOTE TO EXISTING & NEW AUDIENCES
10.Use your strengths!




OTHER TiPS: TURNING WEAKNESS = STRENGTH




OTHER TIPS: TURNING WEAKNESS = STRENGTH
XTSF-

Update your preferences

* indicates required

Email Address

maire@nextstepsmarketing.com

First Name
Last Name

Saturday Weekly Roundup

Sign Me Up!
Take Me Off the List Please
| Only Want the Saturday Newsletter!

Update Profile or Unsubscribe

we get

audiences




OTHER TiPS: DAILY DEALS

265 bought

@ The deal is on!
Tipped at T:36AM with 25 hought




OTHER TIPS: PUSH FROM PRINT TO ONLINE




Courtesy of Sage
Communications




OTHER TI1PS: IN-APP PROMOTIONS




QUESTIONS?

Thea Selby
415.773.1841

thea@nexstepsmarketing.com

nextstepsmarketing.com

we get audiences



mailto:thea@nexstepsmarketing.com

