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Discussion 

Å Strategic Pivot 

 

Å Targeted Growth Model  

 

ÅThe Dayõs Membership Model 

 

 

 

 

 

 

 

 

 

 

 

How do we build a new business model to sustain our future?  
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Subscriber 12,832 of 20,468  

What we once knew of our òsubscribersó 
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Change management initiative (2010 -ongoing)  



Leap Media Partners  |  Aurora, CO  

Competitive position we could own  

òA hub of distributed content and 

conversation with a local connection from a 

trusted source.ó 
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Key Requirements  

Å A content management and digital publishing infrastructure  

 

Å A new publishing structure that assigns value to proprietary content  

 

Å A customized user experience, with single sign -on authentication  

 

Å A synergistic advertising, CRM, and consumer business model that 

identifies and drives significant new revenue growth  
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Strategic asset: MaaXϰ enterprise data warehouse  

PRIZM NE  

DEMOGRAPHICS  

(Nielsen)  

214,284 records  

BUSINESS  

INSTALL  

(Nielsen)  

16,900 records  

REQUESTOR 

(Non -Sub SMC)  

68,000 records  

UPICKEM  

(Contest/Deals)  

26,000 records  

CLICKSHARE  

(Web Registration)  

36,000 records  

VISION DATA  

(Subscriber)  

836,000 records  

CDS 

(USPS) 

240,000 records  

MAAX  

MARKETING  

DATABASE 
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Strategic asset: Nielsen Consumer PointÊ 

Build and 

evaluate markets 

on specific 

behaviors  

Access to over 

4,000 consumer 

behaviors and 

attributes 

through MRI 

syndicated 

research.  
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Segmentation model derived from consumption data  
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Evaluate market on consumer behaviors  

  Invest strategy 

Harvest/Innovate 

Comparison Index Bar Chart  
Projected to: Targeted Growth Market  

Behavior: Active subscribers  
Total consumption (subscription revenues) since 2008  
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Case Study: 
The Dayõs Targeted Growth Model  
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Three distinct life -stage segments to monetize  

òWork hard, play hardó 

Ɇ 25-34; single or young married 

Ɇ College educated; dual incomes 

Ɇ Outdoor activities; latest technology 

Ɇ 16,998 households inside target market 

òFamilies & sporty SUVsó 

Ɇ 35-54; children present; upper income 

Ɇ College educated; professional class 

Ɇ Prime print; vacations; family activities 

Ɇ 12,345 households inside target market 

òEngaged citizen readersó 

Ɇ 55+; empty nests; high income or net worth 

Ɇ College educated; disposable cash  

Ɇ Travel; cultural arts/events; civic activities 

Ɇ 23,138 households inside target market 
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Segment  > Target > Integrate > Convert > Measure  

Direct Mail   Telemarketing

Targeted Growth M odel

Campaign Cycle

Qualified 

Product 

Sampling

Email 1

Day 2

Day 4

Day 3

Day 5

Day 6

Day 12

Day 10

Day 11

Day 9

Day 8

Day 1

Day 7

Convert 

Sample - Tela

Convert 

Sample-Email
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Extract target segments from MaaX  
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Multi -channel campaign automation & CRM  
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Lifestyle -oriented direct marketing  

Joseph Smith 

or CURRENT RESIDENT 

40 Cove Rd 

Lyme, CT 06371-1231 

|||||||||||||||||||||||||  

Carolyn Jones 

or CURRENT RESIDENT 

2446 Ladoga Drive 

New London, CT 06320-1248 

|||||||||||||||||||||||||  
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Lifestyle marketing promotes engagement + membership  
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Membership Model:  
Paradigm shift from òaddressó to òuseró 
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Create profile on theday.com to view beyond 3 premium articles  

Registration requirement  


