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Education
Union College
Degree Name Master Business Administration
International Honor Society Beta Gamma Sigma
Cornell University Bachelor of Science
Field Of Study Operation Research & Industrial Engineering
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Kelli Dakake, PMP
Sr. Manager, Digital Acquisition Sales at Cox
Media Group

Driving digital subscriptions for CMG newspapers

Cox Media GrouP through sales channels such as SEM, email, direct
messaging, display, retargeting and social

www.newsmediaalliance.org




Driving Digital Subscription Growth
COX MEDIA GROUP NEWSPAPERS
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Who We Are

* Comprised of 7 newspapers across 4 markets:
e Atlanta Journal-Constitution

 Austin American-Statesman

e Dayton Daily News, Springfield News-Sun, Journal News
e Palm Beach Post, Palm Beach Daily News

* Dual Site Model: Free and Paid Sites onthly Visits (MM)

o o Free Sites 34
e Digital Subscription Sales

e Major initiative and goal for CMG organization Paid Sites 7.5

* New team created in January 2017

* Grow digital only subs through acquisition &
retention Free App 1.3

ePaper 1.6
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What We Did

D.O. Subscriber Volume & Rate
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B Digital Only Volume — e====Rate

Volume: Digital only subs growing month over month. Seen a 34%
increase year over year.

Rate: Saw decline end of 2016 in order to get volume. Have gotten rate
back on track while still growing volume.

Goal: Double current volume by end of 2019
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How We Got Here
Multi-channel Digital Campaigns

—_—

i SnowBirds: June — Current

Dayton Daily News —

SPRINGFIELD NEWS-SUN
LTI

Target Audience: Formers in Palm Beach
[t's worth your time. Channe|51 Email, FaCGBOOk, Display, SEM

STAY
CONNECTED

whileyou're

STAY
CONNECTED

o INNE
Know More: Feb —Mar 2017 el whilg you're away
Soulh e fomSath o -
Subscribe Today —_— ;
Target Audience: Nevers I Subscribe Today

Performance: Outpaced all other campaigns with a - T i
weekly average of 125 conversions (best previous was 99) i 5 ! N
Changes: By putting more money towards retargeting,
Programmatic CPA decreased by roughly 20% in all

markets to an average $110
The Palm Beach Post
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How We Got Here

Multi-channel Digital Campaigns

subscribe today for 99¢

Austin American-Statesman

BRAVES COVERAGE

ON DECK.

SLIDEINAT.99

c The At
A Journ:

Subscribe

NEwsuouunsl&SAvf

Real Journalism.
Real Local Impact.
Know what's really going on.

FOR JUST

99¢

FOR8 WEEKS

\\\

‘h O s

Real Journalism. Real Local Impact. uenal Constitution

Our Readers

SAY IT BEST

WHEN THE SOURCE MATTERS,

rely on the Austin American-Statesman

Austin American-Statesman

Real Journalism. Real Local Impact.

INSTANTLY
INFORMED

Get the news
you need now.

Austin American-Statesman

JUST

99

for 8 weeks

Austin American-Statesman
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How We Got Here

Email Series & New Data

* Targeting Formers

* Digital Only Winback Emails — started May 2017
* Day 7 —DO Survey sent
* Day 31 & 40 - 5.99 offer for 8 weeks
e Day 48 — Annual offer

e Push newsletter signup after certain time to lure back into content

* LiveRamp Data — Currently in Testing

* Target customers within digital display
* Newsletter recipients that are not subscribers
* Formers who were digitally active when cancelled subscriptions

 Future plans to use to target anonymous users

COXMEDIA)
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How We Got Here

Stop Reason

Survey Resu

—

® Hard to Use‘

® Too Much Email

m Content not interesting/relevant
m Value for the money

m Too many bugs; Did not work

m Prefer other sites/apps

Use stop reason to inform
messaging and channel we
utilize to reach back out to

customer.

Its

( )

Willing to Re-Subscribe
— y

40%
35%
30%
25%
20%
15%

10%
o I i

0%
Vv ) > o) ©

60% of DO formers neutral or extremely likely to re-subscribe.



How We Got Here
ConneXt

* Replaced current meter and all on-site messaging

* Uses real-time data so we can be more flexible and
personalized when talking to each customer
* Already a paid subscriber, but not logged in
* Anonymous
* Free site user, but not paid subscriber
e Other states in future around content consumptions

COXMEDIA)
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How We Got Here

(CAnrn~A~AN+

Welcome to the

Springfield News-Sun

Discover local news from your community

Continue Reading Article...

OR

Login

I'd like to have access

COXMEDIA)
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How We Got Here

(CAnrn~A~AN+

Welcome to the

Continue Reading Article...

f v U0 [
Stay connected to your community, VIEW
Subscribe today OFFERS
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How We Got Here

—

Welcome to the

Springfield News-Su

Discover local news from your com

Continue Reading Article...

We hope you’ve enjoyed your preview content.

It's worth knowing what's really going on. Unlimited access keeps you informed and connected. Cancel anytime.

ALL-ACCESS DIGITAL

» Unlimited access to local and breaking news -
anytime, anywhere

+ Digital replica of the printed paper that you know
and love

+ Option to share your subscription with up to 4
people

PRINT & DIGITAL

« Convenient delivery to both your home and
inbox

+ Exclusive access to Springfield News-5un
content, the print edition and ePaper

» Local investigative reports that have a real local
impact

+ Money-saving coupons, ads and inserts that
save time and money

ALREADY A SUBSCRIBER?

Already an existing print subscriber and need to get
digial access?

99¢

for 8 weeks
*$8.99 after

GET ACCESS NOW

As low as

ENTER ZIP

GET ACCESS NOW

Log In

T

udience




Where Are We Going

* Customer Relationship Management
- Better Targeting around personas and audience data
 Lead Generation — Capture, Qualify, Nuture
e Consistent Messaging and Offers: Channel agnostic
* Improve internal process flows and data to support new approach

THE NEWS MAVERICK
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Where Are We Going

Dayton Daily News Hi kdakake@me.cor
» o For Intemational subscription piease click here

e Digital Only Pricing Strategy
* Initiate Activation Fee - $2.99

* Pricing Funnel (2018 Initiative)
* Raise ceiling price

* |ncentivize Customers
* S5 and $10 gift cards to renew
* Birthday gift card for formers

e Bulk Subscriptions

,,,,,

“1(
& SUUH e Natte 5
N LE

Free ¢
? Subs
b.‘,(.npl on to th

This year. * Dayto, Daj

ly News for the

. ) . f o the Up; )
* Universities/Corporations/Coffee Shops/Hotels YYD studeny OB i Universityof .
Now, insteaq of #nd staff me, r'sr':: hasnrovidedadi. on
. o . . . . . . : i Bital syp,
. I I hd | sub f oy ol P9 oy o " 00 o
As single copy print goes away, replace with digital subscriptions for Srrhere O o e ety o
Cal, na 'O"a'ﬂndw ew Jg, ati
orld @

employees/students/guests
* Current Examples in Marketplace: WSJ, NYTimes.com, Penn State

Newspaper Readership Program
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QUESTIONS?
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fLos Angeles Times

Digital Subscription Growth

Gerard Brancato
VP, Digital Subscription Marketing
tronc Inc.



Digital subscription marketing attronc, Inc.

1. tronc, Inc is one of the country’s largest newspaper and digital news publishers

a. Operate over 150 titles

b. Combined average monthly audience of more than 57 million website visitors and readers
2. Team manages digital subscriber acquisition and retention efforts for tronc properties

a. Focus onnine major newspaper/website properties

b. LATimes is the largest property in the portfolio

c. A major highlight of the past 12 months has been the LA Times digital subscriber growth



LA Times digital subscriber growth.



LA Timesdigital-only subscribers

Total digital-only subscribers has
NEARLY QUADRUPLED since
January 2015.

Weekly revenue from
digital-only subscribers has
MORE THANTRIPLED.




New digital-only subscribers acquired per month

Average new subscribers
acquired per month has
grown SEVEN-FOLD.

1. Introductory offerimproved to 4 weeks for 99¢
Y Weekly ratereduced to $1.99, billed every 4 weeks
3. Increased marketing campaigns & activity
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LA Times digital starts by channel

30%
26%

25% - 24%

53% of starts coming

through marketing assets
& and ads on our own sites.
20%
15%
15% - 14%
10%
6%
5% -
(o}
I 3% ] ) o
0% - x : , . ‘ . ‘ . .

2%
1% 1%
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What’s driving the growth?



Firstly, great journalism is growing our audience.



Unique visitors by month

Average monthly unique
visitors has grown 27%

45,000,000

40,000,000

35,000,000

30,000,000

25,000,000

20,000,000

15,000,000

10,000,000

5,000,000

Source: comScore



Andwe’re converting our audience into
paying subscribers withcampaigns.



Campaign approach

1. Develop a sale offer, often 2-3 times more generous than usual introductory offer
2. Once an offer is live, we deploy emails to our own email leads promoting the sale offer
3. Depending on the sale, we may also launch it on-site
a. 1 xmajoron-site sale per month, for a duration of 1-2 weeks
4. Deploy paid media to support standard and sale offers
a. GoogleAdwords
b. Paidsocial

c. Retargeting



Types of digitalcampaigns.



Campaigns highlighting LA Times journalism

Los Angeles Cimes

OVER 90% OFF!

"3 MONTHS

OF UNLIMITED DIGITAL ACCESS

SAVE Now ©
Reminder— sale ends Wednesday!

Honesty.
[t's our only policy.

Behind every story is a reporter who is uncompromising,
unstoppable and undeterred. Your subscription is more than a way
to get the news. It's a show of support for journalists who do what it

takes to deliver the facts.

You won't find this exclusive Los Angeles Times offer
anywhere else, so get it today.

fLlos Angeles Times

GET THE STORIES
SHAPING OUR WORLD
TODAY

13 weeks of Unlimited Digital Access

Only 49¢ a week

TRY IT NOW

Offer ends 10/26/16

Sometimes you have to see to believe. Read to
understand. Talk it out to form opinions. We have you

covered from every angle.

Try Unlimited Digital Access to the Los Angeles Times

3 MONTHS - JUST 99¢

Inform your vote.

Keep up with the presidential race.
Understand the policies that shape
your future.

Bring on a season of change by becoming an
Unlimited Digital Access subscriber. Whether you
want to discover something new or learn more about
your favorite things, fulfill your fall in ways you
never imagined with latimes_com.




Holiday sales

LIMITED-TIME OFFER

SLlos Angeles Gimes

-ST OFFER i

fLos Angeles Times

Labor Day

thos JUlY

39¢

a week!

Unlimited Digital Access

Only $4.99 for 3 months for 1year

SAVE NOW > 7 8 WEEKS FOR » : Unlimited Digital Access

Offer ends today ON LY 99¢

Start the work week SAVE NOW Hurry, offer ends 11/30/16

by sealmg this deal l Support quality journalism by getting all the stories

Get unrestricted access to our website and mobile app Become an LA Times Unlimited Digital Access you care about for only 99¢ a week.

Download the daily eNewspaper and read it anytime, anywhere subscriber today. You'll get:
Get this great deal from the Los Angeles Times now
You can also add the newspaper at a special rate

» Unrestricted access to latimes.com and the mobile app

Save now on 3 months of Unlimited

Digital Access for only $4.99! * The eNewspaper, a digital replica of the day's paper,

emailed to your inbox daily

Aﬁgeles Gimes

Offers expire 7/5/16. Like the 4th, our spectacular
Sgnup R newsieters | Unetbecbe | Privacy Poscy savings won't last forever.

Los Angeles Times SAVE NOW




Lifestyle campaigns

fos Angeles Times

GET 8 WEEKS FREE
UNLIMITED DIGITAL ACCESS

START FREE TRIAL ©

Special tnial offer ends 4/30.

KNOWLEDGE IS
EYE-OPENING

See the bigger picture by knowing the facts.
Discover how n-depth reporting, expert knowledge and unbiased
storyteling can nspire new perspectives.

Try Unimited Digtal Access — free for 8 weeks.

fLos Angeles Times

SKLALL DAY,

e

ENJOY GREAT STORIES
NO MATTER WHERE YOU ARE

READ ALLNIGHT

UNLIMITED DIGITAL ACCESS

Slos Angeles Times

SAVE MORE THAN 60% WITH THIS SPECIAL OFFER

Get 3 months of
Unlimited Digital Access
for only $9.99

SAVE NOW



Flash sales

10 WEEKS

Unlimited Digital Access

This dollar deal is so popular, we're extending it through today.
Get it now to enjoy more than 2 months of acclaimed coverage on
entertainment, politics, sports, travel and more.

‘You won't find this Los Angeles Times offer anywhere else,
so make $1 work for youl

Sign up for newsletters | Unsubsaibe | Privacy Policy | Copyright © 2017
Los Angeles Times | 202 West First Street, Los Angeles, CA 90012 | 2132832274

Los Angeles Times

Its 3
9-for-all/

Only $3 for 3 months

Unlimited Digital Access
to the Los Angeles Times

Hurry! Offer ends tomorrow

Top 3 reasons to get this great deal
e Acclaimed, in-depth journalism you can trust
¢ Original videos and photo galleries

e Breaking news on all your devices

fos Angeles Times

Slos Angeles Times

MITED DIGITALA

UNLI

SALE ENDS
TODAY!

Give yourself the gift of
Unlimited Digital Access.

SAVE NOW >

Get lost in immersive storytelling.
Gear up for the holidays.
Follow the news you
should know in 2017.



Email approach.



Email approach andlearnings

1. An email campaign series is either:
a. 1-2emails for a flash sale (-2 per month)
b. 4-5emails for most major sales (~2 per month)
c. 8-9 emails for longer, exceptional campaigns (1 x per qtr)
2. Cadence: we send ~2-4 sale emails per week to email leads
3. Email metrics:
a. 12% openrates
b. 1% click-to-open rate
c. We convert 10-20% of clicks from acquisition emails
4. Engagement & conversion rates ALMOST DOUBLE as the series progresses
a. Note: offer expiration messages feature heavily in creative

5. Rotate the offers - new sale offers attract more interest, even if they’re not as generous



Which was the best performing offer?

SLos Angeles Cimes

TED DIGITAL ACCESS

UNLIMI
3

SALE ENDS‘
TODAY!

Give yourself the gift of
Unlimited Digital Access.

SAVE NOW >

Get lost in immersive storytelling.
Gear up for the holidays.
Follow the news you
should know in 2017.

Los Angeles Cimes

Its a
9-for-all/

Only $3 for 3 months

Unlimited Digital Access
to the Los Angeles Times

Hurry! Offer ends tomorrow

Top 3 reasons to get this great deal
e Acclaimed, in-depth journalism you can trust
¢ Original videos and photo galleries

¢ Breaking news on all your devices

flos Angeles Times

10 WEEKS

Unlimited Digital Access

This dollar deal is so popular, we're extending it through today.
Get it now to enjoy more than 2 months of acclaimed coverage on
entertainment, politics, sports, travel and more.

‘You won't find this Los Angeles Times offer anywhere else,
so make $1 work for youl

Sign up for newsletters | Unsubsaibe | Privacy Policy | Copyright © 2017
Los Angeles Times | 202 West First Street, Los Angeles, CA 90012 | 213-283-2274




Extending campaigns to on-site channels.



Subscribe button & “Whisperer” cubscribebutton

E SECTIONS Q SEARCH ’:05 Allgl‘lfs C‘:ilut‘s @

THURSDAY APR. 20, 2017 MOSTPOPULAR LOCAL POLMICS SPORTS ENTERTAINMENT  OPINION  PLACE AN AD 20 49>

' CONNECTING THE DOTS ON THE ECONOMY, TECH & CULTURE.

f v ~ BUSINESS

FCC clears way for big TV mergers, eases
broadband price limits

Consumer groups and some lawmakers warned that the
deregulation steps would trigger more media consolidation.

P/
CUSTOM CLOTHING EVENT

INTRODUCING
PRIMAVOLTA
CUSTOM SUITS FROM $895

TWO DAYS ONLY
FRIDAY & SATURDAY
APRIL 21 & 22 10AM TO 5PM

Get 8 weeks FREE
Hurry, offer ends 4/30 START FREE TRIAL>




Interstitial

ADVERTISEMENT Xl cLOSE

flos Angeles Times
SPECIAL TRIAL OFFER

UNLIMITED DIGITAL ACCESS

START FREE TRIAL ©

Special trial offer ends 4/30




Landing page for a sale

fLos Angeles Times
SPECIAL FREE TRIAL OFFER

Offer ends 4/30

Free mmm—— s

Unlimited Sunday + Unlimited Digital

Digital Access Access

8 WEEKS FREE 4 weeks for 99¢

Then $1.99/week, cancel anytime Then $2.49/week. cancel anytime

Start FREE Trial © Subscribe ©

Unlimited access to all digital content Sunday home delivery
The eNewspaper, emailed daily Money-saving coupons
Our app with breaking news alerts Includes Unlimited Digital Access

Or subscribe to 7-Day Delivery + Digital




Paywall/modal

’:os Angclcs @imts Already have digital access? Log in

Print subscriber? Activate digital access

You've reached your monthly free article limit.
Continue reading with this

SPECIAL TRIAL OFFER.

Sale ends 4/30

oy
f0s Angeles Times

Unlimited Sunday +
Digital Access Unlimited Digital Access

8 WEEKS FREE 4 WEEKS FOR 99¢

Then $1.99/week, cancel anytime Then $2.49/week. cancel anytime
START FREE TRIAL © START FREE TRIAL ©

Show Benefits Show Benefits

Go to Homepage

Terms of Service  Privacy Policy



What effect does a sale offer have on-site?



Click-through rate impact of sales

Click-through rate (BAU) Click-through rate (Sale)

Subscribe button 0.15% 0.41% 173%
Whisperer 0.01% 0.01%
Interstitials 1.6% 3% 88%

Paywall prompts 0.38% 0.5% 50%



Conversion rate impact ofsales

Subscribe button 1.2% 1.6% 33%
Whisperer 4.9% 7% 43%
Interstitials 0.018% 0.023% 28%
Paywall prompts 0.1% 0.2% 100%

Clicks from paywall 27% 42% 56%



LA Times subscriptions through digital channels

Print & Digital
29%

Digital Only
1%




Paid search.



Google Adwords approach

1. Traditionally our best performing media channel

2. AllAdwords creative links to a subscription offer landing page

Tactic Example eCPA +scale
Branded subscription terms “la times subscription” Low eCPA, low scale
Branded long tailterms “latimes lakers news” Good eCPA, moderatescale

Non-branded news topics “lakers news” Higher eCPA, huge scale




Paid social.



Keywee & paid social

1.  Who isKeywee?

Using content as ads into former site visitors’ news feeds

Driving users topaywall

{.A LosAngeles Times
Times @

Cost per acquisitionresults

Unseasonably hot weather expected as tens of
thousands head to L.A.'s March for Science

Q0% [

m The Hollywood Reporter

B8 > = S




Retargeting.



Retargeting

1. Tactic: create audience segments, based on the content preferences of users
Push audience segments via our DMP (Krux) to retargeting/ad-serving platforms (DSPs)
Creative tailored to each content/audiencesegment

Conversion usually occurs via other channels post-view

o A W N

Moderate eCPAs/salesvolume relative to other channels

0s Angeles Cimes fos Angeles Times

$.0s Angeles Cimes fos Angeles Cimes S.0s Angeles Times 0s Angeles Cimes

Your rce for
our source fo Your source for Your source for

business news and more moVie news and more

I& START YOUR TRIAL H START YOUR TRIAL

Unlimited Digital Access Your source for Your source for

4 Weeks only 99¢ Lakers news and more pOIitical news Dodgers news and more

and more

T

A )
—— /] u W'




Scaling campaigns across the portfolio.



Uniform campaigns acrossall markets

fLos Angeles Times

SPRENG AL 5{2
| * FOR | ) WEEKS
.i ‘ oy VW/’W"‘W‘"@

Unlimited Digital Access

SAVE NOW ©

Hurry! Offer ends March 23

Turm over a new leaf with news you can-trust:
For less than a dollar, you can enjoy acclainfed Los Angeles
Times coverage on entertainment, politics, sports-and-m
throughout the season.

Sign up for newsletters | Unsubscribe | Privacy Policy | Copynight © 2017
Los Angeles Tima 2 | 213-283-2274

02 West First Street, Los Angeles, 4800

s Angeles Times

SPRENG SALE !

(ONLY 99 FoR 1) WEekS
it

by

Unlimited Digital Access

SAVE NOW ©

Hurry! Offer ends March 23

Turm over a new leaf with news you ca

For less than a dollar, you can enjoy acclaimeo

coverage on entertainment, politics, sports and
the season.

Sign up for newsletters | Unsubscribe | Privacy Policy | Copynght € 2017
Chicago Tribune 435 N"Tichigan Ave., Chicago, IL 6UD 312-546-7300

Chicago Tribune

THE BALTIMORE SUN

SPR’I‘NG SALES
ONLY. 17 FOR | ) WEEKS
) , W‘%m“‘ ;VWW ﬁ"’" ,\V,... /)

Unlimited Digital Access

SAVE NOW ©

Hurry! Offer ends March 23

Turn over a new leaf with news you can tru

For less than a dollar, you can enjoy acclaimed Bal’umore Sun

coverage on entertainment, politics, sports and me oul
the season.

Sign up for newsletters | Unsubscribe | Privacy F'ohcy | Copynight @ 2017
The Baitimore Sun | 501 = g o2, MD 21278 | 443-692-9011

THE BALT[MORE SUN




Uniform campaigns acrossall markets

fLlos Angeles Times Chicago Tribune THE BALTIMORE SUN

;llg R

qml’i, i, ‘ e : uui,; e ié} il ‘i!’!i'q;" s
ONLY ‘ﬁ¢ FOR 12 wm(s ONLY ‘H¢ FOR 12 WEEKS ONLY 99¢ For 12 wm(s

SAVE NOW © SAVE NOW © SAVE NOW ©



Initiatives on ourroadmap....

1. Data-driven customized marketing
2. Scaling referral activity
3. Increasing “off-platform” revenue

a. l.e.Apple News, Google AMP

fLos Angeles Times
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NMA’s 2017 Summer Webinar Series :
Raising the Bar in Acquiring and Retaining Audience

Thank You for Your Participation!

Register now :

WEBINAR # 4

CUSTOMER INTELLIGENCE AND RETENTION
STRATEGIES THAT BUILD PROFITABLE AUDIENCES
Thurs., August 17t 2:00 - 3:00 pm EDT

WEBINAR # 5

Cutting-Edge Approaches to Driving Subscriptions
Thurs., August 31 2:00 - 3:00 pm EDT

Moderator: Jeff Sonderman, Deputy Director,
American Press Institute

MEDIA
ALLIANCE
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