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Discussion

A Strategic Pivot
A Targeted Growth Model

AThe Day6s Membership Model

How do we build a new business model to sustain our future?
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we once knew @&f

Telemarketing Sale
Promo Code: newmover
October 3, 2001

40 Cove Road
Lyme, CT 06371

Active Mon-Sun Subscriber
on EZ Pay since 2001

Wet paper delivery
complaint last Tuesday

Subscriber 12,832 of 20,468
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Change management initiative (2010 -ongoing)

Awareness




Competitive position we could own

OA hub of di stri buted cC
conversation with a local connection from a
trusted source. o
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Key Requirements

A content management and digital publishing infrastructure
A new publishing structure that assigns value to proprietary content

A customized user experience, with single sign -on authentication

A synergistic advertising, CRM, and consumer business model that
identifies and drives significant new revenue growth




Strateqgic asset: MaaXu enterprise data warehouse

CDS
(USPS)
240,000 records

PRIZM NE
DEMOGRAPHICS
(Nielsen)
214,284 records

MAAX
MARKETING
DATABASE

BUSINESS
INSTALL
(Nielsen)

16,900 records

CLICKSHARE
(Web Registration)
36,000 records

REQUESTOR UPICKEM
(Non-Sub SMC) (Contest/Deals)
68,000 records 26,000 records




Strategic asset: Nielsen C
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Segmentation model derived from consumption data
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Evaluate market on consumer behaviors
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Segment Consumption Index Bar
Projected to: TARGETED GROWTH MODEL MARKET

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 Day0s Giwthn Modd e d




Three distinct life -stage segments to monetize

oWor k hard, play hardod
F25-34; single or young married
FCollege educated; dual incomes
FOutdoor activities; latest technology
16,998 households inside target market

OFamilies & sport
£35-54; children present; upper income
FECollege educated; professional class
EPrime print; vacations; family activities
12,345 households inside target market

(@Y

Engaged citizen reade
F55+; empty nests; high income or net worth

FECollege educated; disposable cash

FETravel; cultural arts/events; civic activities

23,138 households inside target market




Segment > Target > Integrate > Convert > Measure

Email 1

Targeted Growth M odel

Direct Mail Day 10 Day 4

’ Campaign Cycle

Day 7




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

DD BID
YOU YOU
You're invited to the latest, say YES. [—IEAR SEE

Join the conversation. Visit www.theday.com/yes

It's all The Day. Joseph Smith AB OUT TH E

or CURRENT RESIDENT
40 Cove Rd THE
Lyme, CT 06371231

IN THE KNOW :
& ON THE GO B

You're invited to the latest, say YES.
Join the conversation. Visit www.theday.com/yes

It's all The Day.

The Day and the Connecticut Tigers have teamed up with a
special membership offer for you!

Dear {FIRST_NANVE|Valued Reader}:

Become a digital member and receive 4 tickets to the Connecticut Tigers opening night game
TIMES AHE CHA_NGING‘ Wednesday, June 20 at 7:05 p.m. at Dodd Stadium
THE CLASSICS END URE As a digital member, you will enjoycomplete access to thed . The Days el ic replica edition,

and The DayPassport rewards program - all for only$59 99/ear.

Watch the Connecticut Tigers take on the Lowell Spinners. Enjoyfireworks. fun. and more for the entire

You're invited to the latest, say YES. family

Join the conversation. Visit www.theday.com/yes Don't miss this great offer! Sign up todayon our secure membership portal

It's all The Day. Car0|yn Jones “Offer expires June 1, 2012. Offer only valid to new members of The Day. At the completion of your first year, digital

of CURRENT RESIDENT only membership will autorenew every 52 weeks for $59.99.
2446 Ladoga Drive

New London, CT 063201248 ; Affordable Family Fun

CCULR B For ti s and more information,
call 860 962 or visit www.cttigers.com

1 &
SCAN FOR MCRE
860-442-2200 » Mobile Alerts » Member Services  » Advertising
The Day Publishing Company » What's Happening  » Become a Member P Classifieds
New London, CT USA P Contests » Member Rewards  » Contact Us
Copyright © 1998-2012




Lifestyle marketing promotes engagement + membership

& The Day Lifestyle - Yes X% | @ The Day Passport - Home

SHARE THE DAY

U.S. census says
minority babies are
now in majority

Washington - For the first time in U.S.
history, most of the nation's babies are
members of minority groups, according to

new census figures that signal the dawn of
an era in which whites...

Celts dominate Game 3

. Art meets food at food stroll
Lineup for state House,

Senate races taking
shape
Familiar names in local political arenas are

making their way up to the state level as
the November election nears

YOUR SUGGESTED SUBSCRIPTION
Thu ~ Sun °%18%

Digital and home delivery subscribers get free
digital access to all premium content on
theday.com. Enter Delivery Zip Code*

Plans for $5.5 million
Groton road project
take shape

Town Manager Mark Oefinger said
Wednesday that construction is at least
two years away, but plans and funding
have cleared some recent hurdles that
have kept the much-needed improvements




Membership Model:

Paradigm shift from




Registration requirement

Create profile on theday.com to view beyond 3 premium articles



