




AT EVENTS LIKE 
THESE…. 



WE ALL HAVE 
ONE VERY SIMPLE 

QUESTION 
AT THE BACK OF 

OUR MINDS 



ARE WE 
DOOMED? 







BUT  
THE ANSWER 

ACTUALLY 
DEPENDS ON  

YOU 



YOU ARE NOT 
ENTIRELY AT THE 

MERCY OF 
EXTERNAL FORCES 



IT’S TIME TO STOP 
THINKING AND 
ACTING LIKE 

VICTIMS 



LIKE THE 
SUCCESSFUL 

COMPANIES YOU 
ARE ABOUT TO SEE 

TODAY… 



IT’S WHAT YOU  
DO OR DON’T DO  

IN THE NEXT ONE TO 
TWO YEARS THAT 
CAN GUARANTEE 

YOUR FUTURE 



IT ALSO DEPENDS ON  
HOW YOU DO IT 



WE’RE GOING TO 
TALK ABOUT BOTH 

TODAY 



YOU WILL SEE 
EXAMPLES OF 

PEOPLE JUST LIKE 
YOU WHO HAVE MADE 
MEDIA COMPANIES A 

SUCCESS 



YOU  
CAN MAKE THE 

DIFFERENCE 



YOU  
CAN HAVE A 
PROFITABLE 

FUTURE 



AND I AM GOING TO 
SHOW YOU HOW  

HERE TODAY 



AFTER TODAY, 
YOUR FUTURE 

WILL DEPEND ON 
YOUR 

WILLINGNESS TO 
MAKE CHANGES 



SO, WHO THE HECK AM I? 
AND WHY AM I HERE? 



For the last ten 
years, I’ve written the  
“Innovation in 
Magazine Media 
World Report”  
for FIPP. 
 
Every one of the 
50,000 words in each 
book is mine 





We now have a cycle 
that is renewed every 
moment, in a 
continuous journey with 
multiple deliveries, 
multiple platforms, and 
print is one of them.” 
 

— Roberto Irineu Marinho, Chairman/CEO, Grupo 
Globo. 



• 35 years a writer, editor 
and media executive!

• From rural weeklies to 
metro dailies, international 
media groups, AOL Digital 
Cities, digital start-ups, 
Metro, print start-ups, etc."

• Another 10 years global 
consulting!



Recent consulting gigs:!
• Multi-title magazine groups in 

NYC & D.C!
• Multi-title Indian publisher!
• Multi-title Czech publisher!
• A big S. African publisher (TMG)!
• Multi-paper Italian co.!
• Peruʼs top news radio co.!
• Mexican magazine group!

John Wilpers!





Malcolm Forbes	

Founder of Forbes	




	


“I made my money the old-
fashioned way: I was very 
nice to a wealthy relative 

right before he died.”	




What if you 
don’t have a 
rich, aging 
relative? 



While there is 
no Holy Grail 

super solution, 
there are very 
many proven 
ways to make 

money
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BRANDED & NATIVE!



CONTENT 
MARKETING v. 
TRADITIONAL 
ADVERTISING!



WHAT IS 
TRADITIONAL 
MARKETING?!



It’s the 
marketing 
you grew 
up with 



An 
interruptive 
marketing 
strategy:  



A blunderbluss 
approach — 
peppering 
consumers with 
ads for 
products they 
don’t want at 
the time 



NOT delivering 
relevant 
information to 
consumers 
when they want 
to solve a 
problem, fill a 
need, and buy 
a product 



Print (magazine & 
newspaper ads), 
broadcast (TV & 
radio ads), outdoor 
(billboards), direct 
mailings, 
telemarketing, etc. 



WHAT IS 
CONTENT 

MARKETING?!



It is non-
interruptive 

marketing 



Creating 
valuable 

information 
users can find 

when they 
actually need it 



Creating 
valuable content 

to educate 
potential 

customers and 
draw them in 



The art of 
communicating 

with your 
customers and 

prospects  
without 

aggressively 
selling a product 



•  Makes your 
users more intelligent  

•  Makes their lives 
easier 

•  Solves their problems 
•  Fills their needs 

Instead of pushing 
products, it: 



It adds value 
to users’ 

lives, and they 
appreciate 

your expertise, 
which may turn 
them into loyal, 

paying 
customers 



Native 
advertising is 

relevant to the 
story it’s 

accompanying 



Many forms: 
Blogging, 
podcasts,  

videos, quizzes,  
white papers,  

email newsletters, 
webinars, native 
advertising, etc. 





“To be native, an ad must be  
non-intrusive and appear at a time 
which makes sense given the flow of 

the user’s activity within the app.” 
 

— Robert Wildner, Glispa Global Group’s VP/Media Operations 



“The ads also must  
make sense to the user,  

meaning that proper targeting  
needs to be in place.” 

 
— Robert Wildner, Glispa Global Group’s VP/Media Operations 



People click on things they 
want to learn more about 

The reason native content works 
so well is a basic premise:  



NATIVE IS GROWING LIKE A WEED 



•  Native will drive 74% of all ad 
revenue by 2021 (Business Insider) 

•  Native will hit $21b in US by 2018 
•  Native display to grow 200% by 2018 



•  Key growth driver: The premium 
revenues this income stream 
typically attracts. 

— Digital Journalism native ad study (Feb. 2017) 



•  “Native is booming” 
•  Native will be 35% of 

our digital revenue 
(which is 75% of total) 

•  Forbes Brand360 will 
blend multiple native 
ad elements across 
multiple platforms 
(desktop, print, video 
and mobile) 

— Forbes chief product officer Lewis Dvorkin 



•  Native to be 75% of all 
company revenue 

•  Native up 15% from ‘15 
•  Atlantic Re:Think is 32 

people, up 25% from ’15 
•  Native is video, 

infographics, text 
•  Readers spent seven 

minutes on top ads — Atlantic Sr. VP/Publisher Haley Romer 



•  Native was half of all 
our digital ad 
revenue, up from 25% 
in 2015 

•  Dedicated team of 18 
only since mid-2016 

•  Much of revenue spurt 
is due to the five data 
analysts on the team 

— Conde Nast Britain Group Digital Dir. Wil Harris 



•  Data analysts’ job 
is to work with 
clients on where 
and how to 
distribute and 
promote content 
across platforms 

— Conde Nast Britain Group Digital Dir. Wil Harris 



EXAMPLE OF 
SUCCESSFUL  

NATIVE ADVERTISING 





•  ‘Woman Inmates’ on The 
New York Times’ website 
examined the US women’s 
prison system. The native 
ad promoted the Netflix 
series ‘Orange Is the New 
Black’, but it never told the 
reader to watch the show 

NETFLIX: QUALITY CONTENT MARKETING 
MATCHES EDITORIAL FOR TRAFFIC 



•  In terms of generated 
traffic, ‘Women Inmates’ 
ranked in The NYT’s’ top 
1,000 articles among 
more than 67,000 pieces 
published in 2014 and got 
more than 145,000 
impressions. 

RESULTS: 





ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#1. Native Success Is 
About Collaboration 
The native ad partnerships 
that work go beyond a 
‘sponsored’ logo. Any brand 
can pay to add their logo 
to the top of content.  

The breakout stories are 
when publishers and brands 
work in an integrated way to 
tell a unique story. 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#2. Bring Something 
to the Table 
The best native ads 
happen when the brands 
add to the editorial 
package, giving access to 
proprietary data or 
research, providing time 
with celebrities or 
athletes. 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#3. Allocate internal 
resources 
Advertisers can’t order stories for 
a native campaign and lean back 
and wait. They must give writers 
access to anyone and everything 
to get facts, inspiration, 
anecdotes, etc.  

Give readers an awesome, 
fascinating, relevant story with 
real knowledge – that is what 
native advertising is about 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#4. Visual Content 
Breaks Through 
Native ads that include 
original artwork, video or 
photography far 
outperform more text-
based collaborations. 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#5. Don’t Launch without 
a Channel Plan 
Native content can create a 
grassroots conversation and 
drive social buzz. But it needs 
a kick start.  
Don’t rely on drive-by traffic but 
include traffic drivers like 
social amplification and email 
promotion. Also share content 
on a brand’s owned channels. 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#6. Accept It Takes Time 
The typical experience with a 
client who wants to run a 
campaign with sponsored 
content is that they want it – 
and they want it RIGHT NOW.  
That is not how native 
advertising works. Native 
advertising is strategic 
storytelling, and you cannot just 
do that overnight. 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#7. Use Journalists/Skilled 
Writers, Not Marketers 
Once the plan is set, the 
marketing team should back off. 
You can only create authentic, 
human, fascinating, engaging 
stories if you have a super-skilled 
expert-nerd writing, not a marketing 
fact-sheet.  

You should NOT use editorial 
staff so you can maintain 
reputation for objectivity; but some 
do 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#8. Quantity Is Not a 
Success Parameter; 
Quality Is 
Is it as engaging as 
possible? Is as fascinating 
as possible? Does it create 
as much value as 
possible? Is as sharable 
as possible? Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#9. Adjust Your KPIs 
Measure clicks, and 
engagement but also 
conversions. Incorporate links 
in your native article that will 
lead readers on to your site. 

If you do in a way that creates 
value, you can easily get 
people to your site, and from 
there maybe get them to 
actually take action. 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#10. Do It Well, or 
Don’t Do It (Bad 
Native Is Deadly) 
Is it as engaging as 
possible? Does it create 
as much value as 
possible? Is as sharable 
as possible? Or is it a 
hard sell, or a thinly veiled 
product pitch? 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



#11. Label the ad; do 
NOT trick readers 
Readers WILL click 
through on native ads. The 
most popular phrase is 
“sponsored”. 
Users who feel 
disappointed or tricked 
will not return and will tell 
their friends! 

Blake Caldwell, Day One Perspective 

ELEVEN NATIVE 
ADVERTISING  

BEST PRACTICES 



BUT TO 
MAKE THIS 
WORK…!



YOU HAVE TO 
REMAKE YOUR 
ORGANIZATION!



AND YOU 
MUST 
CREATE A 
CONTENT 
CHAMPION!



 

•  Consumers look at native ads 52% more 
frequently than banner ads 

•  Get 85-93% more clicks than banner ads 
•  Purchase intent is 53% higher 
•  Increase brand lift by up to 82%. 

BENEFITS OF  
NATIVE ADVERTISING 

— Contently/Tow-Knight Center for Entrepreneurial Journalism at City University of New York study 



• 32% would share with friends and family 
• 70% want to learn about products through 

content rather than traditional advertising 
• 30% will actively avoid sites with banner ads 

interfering with the content too much. 
— Contently/Tow-Knight Center for Entrepreneurial Journalism at City University of New York study 

BENEFITS OF  
NATIVE ADVERTISING 



•  54% have felt deceived by native advertising 
•  44% couldn’t correctly identify the sponsor 

of the native ad they read  
•  43% lose trust in a publisher when it features 

native advertising from an untrustworthy brand 

— Contently/Tow-Knight Center for Entrepreneurial Journalism at City University of New York study 

PITFALLS OF  
NATIVE ADVERTISING 



•  Publishers need to be wary of native advertising. It’s 
a double-edged sword. While it may bring 
incremental revenue at a time when publishers are 
bleeding ad dollars, there may be a cost down the 
road if they alienate their readers.”  

— Digital Journalism native ad study (Feb. 2017) 

PITFALLS OF  
NATIVE ADVERTISING 



BENEFITS OF 
CONTENT 
MARKETING?!



1.  Content 
marketing 
avoids ad-
blocking 



2.  Content 
marketing 
leaders 
experience 
7.8 times 
more site 
traffic than 
non-leaders 



3.  Content 
produces 
brand recall, 
which 
increases 
engagement 



4.  The median 
time people 
spend on 
content 
marketing 
articles is 
37 seconds 



5.  Content 
marketing not 
only costs 62% 
less than 
outbound 
marketing, it 
generates over 
3x the leads 



6.  Content 
marketing 
drives six 
times higher 
conversion 
rates than 
traditional 
marketing 



•  Social Media 
Content 

•  Case Studies 
•  Blogs 
•  E-Newsletters 
•  In-Person 

Events 
•  Website Articles 
•  Videos 
•  Illustrations 
•  Photos 
•  White Papers 
•  Infographics 
•  Online 

Presentations 

•  Webinars 
•  Microsites 
•  Research 

Reports 
•  Print Magazines 
•  Digital 

Magazines 
•  Print Newsletters 
•  Tools  
•  Mobile Apps 
•  Books 
•  E-Books 
•  Podcasts 
•  Virtual Events 
•  Games 

FORMS OF 
CONTENT 
MARKETING 

slideshare.net/CMI/content-marketing-playbook-and-ideas 



HOW TO MEASURE 
SUCCESS OF CONTENT 

MARKETING  



Content marketing is a lot  
like going to the gym 

 
— Scott Severson, President, Brandpoint 



You’re not going to see a payoff in a week, 
but if you commit to doing it regularly over 

time, you’ll see amazing results. 
 

— Scott Severson, President, Brandpoint 



Bottom line:  
There is tremendous ROI in 

consistently developing great content  
for your audience. 



And, unlike other forms of marketing, 
content marketing pays dividends 

far into the future. 
 

— Scott Severson, President, Brandpoint 



Your ROI measurements depend 
on what “R” you are after 

 
— Andrea FryrearAndrea Fryrear, chief content officer, Fox Content 



Before you start measuring, you must 
determine what you want to achieve 

by creating content 
 

— Andrea FryrearAndrea Fryrear, chief content officer, Fox Content 



TOP OF THE FUNNEL: 
• Average time on page 
• Bounce rate (lower is better) 
• Conversions related to goals 

WHAT TO 
MEASURE? 



• Avg. time for a lead to become customer 
• Email engagement (leads should be on 

one or more segmented email lists) 
• Repeat visits to website(s) 
• Downloads of product-specific content 

(case studies, white papers) 

MIDDLE OF THE FUNNEL  

WHAT TO 
MEASURE? 



BOTTOM OF THE FUNNEL  
Here readers’ behavior shows 
strong signs of interest in your 
product. So present half of them 
with content like an e-book, a 
webinar, or a social media 
interaction — something designed 
to push them toward a decision. 

WHAT TO 
MEASURE? 



Evaluate how that half of 
your audience provided with 
decision-driving content 
converts as compared to 
the other half 

BOTTOM OF THE FUNNEL  

WHAT TO 
MEASURE? 



POST-SALE AUDIENCE  
Measure things such as: 
• Customer lifetime value 
• Repeat purchases, including 

upselling and cross-selling 
• Evangelism and loyalty, typically 

through social media activity 

WHAT TO 
MEASURE? 



LAUNDRY LIST OF MEASUREMENTS 
• Page Views 
• Users 
• Sessions 
• Bounce Rates 
• Avg. Time on 

Page 
• Visitors 

Viewing 
Multiple Pages 

• New Users 
• Returning 

Users 
• Traffic Sources 

• Engagement  
• Social Sharing 
• Shares by 

content length/
type 

• Who Is Sharing 
(Influencers?) 

• Number of 
Comments 

• CTR 
• SEO Goals 
• Search Traffic 
• Keyword Goals 

• Link Building  
• Evergreen? 
• Reputation 

Indicators 
• Brand Recall 
• Leads 
• Conversions 
• Conversion 

increases 
• E-mail 

subscribers 
• ROI (cost to 

produce v. 
return)  

 
— Graham Charlton 
Editor in Chief, ClickZ 

Global 



EXAMPLES OF 
SUCCESSFUL 

CONTENT MARKETING 



SAINSBURY: 
BUILT AN 

AUDIENCE  
ON ONE 

PLATFORM, 
THEN 

DIVERSIFIED 



U.K. supermarket chain 
Sainsbury’s started with: 

 A magazine which 
became the UK’s 
biggest, fully paid-for 
food title 

Then they added…. 

SAINSBURY: 



• A companion website 
• A successful portfolio of 

social media channels.  
• Sold-out live cooking 

demonstrations 
• Weekly newsletters 
• The magazine’s own Food 

& Drink Awards 
• A series of editorial one-

shots, and more. 



•  50,000 newsletter subscribers  
• A 35% open rate; 31% CTR 
•  24,0000 Twitter followers 
•  162,000 Pinterest followers 
•  81% have cooked a recipe after 

reading the magazine 
•  80% bought a product at 

Sainsbury’s after reading 
about it in the magazine 

SAINSBURY 
RESULTS: 



FROM THE SERIOUS TO THE, WELL…. 









SALES INCREASED 
700% OVER THE 
CAMPAIGN 



MUITO OBRIGADO!!



READER REVENUE!



BUT FIRST…..!



YOUʼVE BEEN SITTING FOR A LONG TIME!



SO LETʼS STAND UP AND…!



!

1. Subscriptions & 
Audience Development!

2. Memberships!
3. Brand extensions!
4. Events!
5. High-end subscriptions!



UNIQUE 
CONTENT

readers should be 
willing to pay for it.!

!

—    Economist digital 
strategy head Tom Standage 

If a media company is 
doing its job — creating 

valuable content its  
audience cannot get 

anywhere else — 



Fairfax Media targets the 
inbox of subscribers to 

encourage them to 
maintain their subscription. 

The campaign features 
high profile reporters 

recounting their 
experiences breaking 

some of Australiaʼs most 
influential stories.!

JOURNALIST THANK YOU MESSAGES:



“We deliver a message of 
thanks from our leading 

journalists directly to a 
subscriber’s inbox. We 

want them to not just 
appreciate the product 

they’ve subscribed to, but 
feel part of its creation 

and mission.”!
— LIDA’s managing director, Victoria Curro 

JOURNALIST THANK YOU MESSAGES:



Publishers must think like 
direct marketers and make 

a science out of nurturing 
cold audiences into warm 
prospects, then hot leads, 

and finally into paying 
customers. Use digital 

tactics to track the entire 
process, measure the 

ROI and refine each step.  
  

— Eric Shanfelt, Founding Partner, eMedia Strategist 

AUDIENCE 
DEVELOPMENT:



HOW WOULD YOU 
LIKE TO MAKE $10 

FOR EVERY $1 YOU 
SPEND ON A 

SUBSCRIPTION 
CAMPAIGN? !

AUDIENCE 
DEVELOPMENT:



 JAZZIZ, a paid circulation jazz 
enthusiast publication. They 

spent $100 total on this 
campaign and generated over 

$11,000 in subscriber revenue. 
In the process, they also reached 
over 17,000 people on Facebook 
and added 1,000 subscribers to 

their email database. 

AUDIENCE 
DEVELOPMENT:



JAZZIZ had around 
63,000 Facebook 

followers. An organic 
post about the free Miles 
Davis download reached 

7,300 people. 

AUDIENCE 
DEVELOPMENT:



To increase the reach on 
Facebook, they spent 

$100 on pay-per-click to 
boost the post to an 

additional 10,000 
people. That’s the only 

money that was spent on 
this campaign. 

AUDIENCE 
DEVELOPMENT:



First, note that they didn’t 
target “cold” prospects 

… people who don’t 
know the JAZZIZ brand. 

AUDIENCE 
DEVELOPMENT:



Instead they went to 
“warm” prospects 

(JAZZIZ social media 
followers and website 

visitors), and “hot” 
prospects (email 

subscribers who aren’t yet 
paid magazine 

subscribers). 

AUDIENCE 
DEVELOPMENT:



The next key to the 
conversion funnel is that 

instead of asking people to 
subscribe directly, they 

first offered them 
something of value for 

free, a downloadable PDF 
of The Five Essential Miles 

Davis Albums. 

AUDIENCE 
DEVELOPMENT:



On the landing page, 
they only asked for 

people to enter their 
name and email.!

AUDIENCE 
DEVELOPMENT:



They asked 
additional 

demographics later, 
but at this point they 

only wanted to 
capture the email of 

someone with an 
interest in Miles 

Davis 

AUDIENCE 
DEVELOPMENT:



Once someone entered 
their email to get the free 

download, their name was 
added to the JAZZIZ 

email database and a tag 
was added to the 

personʼs record noting 
that they downloaded the 

Miles Davis PDF. 

AUDIENCE 
DEVELOPMENT:



They were then 
presented with a web 

page containing a 
subscription upsell offer 

for the magazine.!

AUDIENCE 
DEVELOPMENT:



Using marketing 
automation, each person 

was immediately sent an 
email link to download 

the PDF, but the email 
also contained another 

message about the 
subscription offer.!

AUDIENCE 
DEVELOPMENT:



Two additional 
emails were then 
automatically sent 
three and seven 

days afterward with 
additional reminders 

of the subscription 
offer. 

AUDIENCE 
DEVELOPMENT:



The beauty about this 
kind of conversion 

funnel is that itʼs 
scalable, replicable, 

and evergreen.!

AUDIENCE 
DEVELOPMENT:



!

1. Subscriptions & 
Audience Development!

2. Memberships!
3. Brand extensions!
4. Events!
5. High-end subscriptions!



Independence & cost 
of producing content 

most successful; 
Newsletters and own 

site best method  

The Guardian: From 
50,000 to 230,000 

paid digital 
subscribers 2017; 
Tested 30 different 

messages; 

FROM 50,000 TO 230,000 IN 1 YEAR



The Atlantic Masthead 
Membership comes 

with a digital 
subscription to The 
Atlantic, Masthead-

specific stories and 
updates, behind-the-

scenes dispatches, 
discounts to Atlantic 

events, and a members 
Facebook group. 

PAYING FOR EXCLUSIVITY



The rate for the 
members who join 

early is $10 per 
month or $100 per 
year; the price will 
be increased down 
the line (a one-year 

digital subscription is 
currently $24.50). 

MEMBERSHIPS



Wired Media Group, which 
includes Condé Nast-owned 
Wired, Backchannel and Ars 
Technica, launched a $4,000 
annual membership program; 
Business Insider’s research 
division, Business Insider 
Intelligence, charges $2,495 for 
all-access memberships!

MEMBERSHIPS



B.I.’s parent company, Axel Springer, has 
been treating memberships as core to 
the business, growing membership 
nearly 40 percent in the past two 
months, to 7,000 total members; 18 
months ago, the Wall Street Journal 
launched the CEO Council, as well a 
number of pricey, invitation-only 
groups targeting CMOs, CFOs and CIOs.!

MEMBERSHIPS



!

1. Subscriptions & 
Audience Development!

2. Memberships!
3. Brand extensions!
4. Events!
5. High-end subscriptions!



The biggest actor is Meredith, 
parent of Better Homes and 
Gardens, which accounted for 
over $22 billion, according to 
License Global. Other publishers 
active in licensing include  

•  Playboy - $1.5 billion; !
•  Hearst- $350 million!
•  Rodale - $155 million!
•  Condé Nast - $150 million!

BILLIONS OF 
DOLLARS



Time Inc. employed consumer 
data to launch PetHero, a 
program where for $20 a month, 
members can get, in addition to 
pet toys and products, 
discounts on health care for 
pets.!

NICHE AUDIENCE = 
NICHE EXTENSIONS



44 percent of Americans own 
a pet, according to Gallup, 
and Time Inc. claims to 
reach 100 million pet 
owners or lovers in the 
United States. 

NICHE AUDIENCE = 
NICHE EXTENSIONS



PetHero, the first business oriented 
around services rather than 
content that Time Inc. has 
launched, is a shift by Time to 
mine its audience data for new 
business opportunities.!

NICHE AUDIENCE = 
NICHE EXTENSIONS



Titles had kept their customer data to 
themselves. But data was centralized 
and combined with data from its ad-
targeting platform and third-party 
sources, for use by its own consumer 
marketers and advertisers. 

NICHE AUDIENCE = 
NICHE EXTENSIONS



For example, Time Inc. might 
consider a female Sports 

Illustrated subscriber who 
reads about fitness and 

weight loss on other Time 
Inc. titles to be a candidate for 
the Cooking Light Diet, a meal 

plan and food service. 

GOLD MINES 
IN THE DATA



A Real Simple subscriber 
whose browsing history 

suggests she has children 
might get offers to install Cozi, 

Time Inc.’s personal 
organization app. Having that 

information reduces Time 
Inc.ʼs cost of acquiring 

customers for these services.!

GOLD MINES 
IN THE DATA



Condé Nast announced 
an expanded brand-licensing 

strategy a year ago. The results 
have already included 

Glamour-Lane Bryant 
clothing line, cookware from 

Epicurious and swim 
trunks for GQ.!

IT SEEMS SO 
OBVIOUS NOW



The New Yorker 
has distributed 

500,000 New 
Yorker branded 

tote bags to date, 
and demand has 
been so intense 

that supply hasn’t 
always kept pace, 

according to 
Condé Nast. 

MAKING FASHION/
POLITICAL STATEMENT



Its power resides in its 
ability to telegraph 
tribal membership. 

As a symbol, the tote 
is “more valuable than 

a fancy handbag, 
even if the latter costs 
more and is of greater 

material value” 
      

— Elizabeth Currid-Halkett, author of “The 
Sum of Small Things: A Theory of the 

Aspirational Class 

TRIBAL MEMBERSHIP SYMBOL



!

1. Subscriptions & 
Audience Development!

2. Memberships!
3. Brand extensions!
4. Events!
5. High-end subscriptions!



10 FT Engage events in 
London over the last 

year, each with a core 
purpose: to build more 

direct relationships 
with subscribers, 

while also attracting 
new ones, by offering 
exclusive access to FT 

journalists. 

EVENTS BUILD RELATIONSHIPS



The results: 
Engagement scores 
of subscribers that 

have attended an 
event have spiked 

300 percent on 
average, according 

to the publisher. 

EVENTS BUILD RELATIONSHIPS



Attendees were 
capped at 100, half of 

whom were not 
existing subscribers. 

Afterwards, attendees 
got follow-up emails 
with links to relevant 

articles and a 
breakdown of what 
was covered, along 

with discounts to 
other FT products.!

EVENTS BUILD RELATIONSHIPS



!

1. Subscriptions & 
Audience Development!

2. Memberships!
3. Brand extensions!
4. Events!
5. High-end subscriptions!



Cost is comparable to 
a Bloomberg terminal 
subscription ($24,000 
per year), and comes 

with access to a 
library of content 

housed in a secure 
vault, entry to 

quarterly events, 
multiple logins 

US$24,000 A YEAR



The subscription side of 
Politico launched in 2011 

and now accounts for half 
the company’s 

revenue.Individual 
subscription prices can vary, 

lowest being close to 
$8,000; corporate or 

institutional subscriptions 
can cost six figures. 

HIGH-END SUBSCRIPTIONS



Individual subscriptions 
start at $5,000; institutional 

accounts can go for 
10 times that. Subscribers 
get their own membership 
adviser, plus access to an 

archive of white-label slides 
filled with data and charts 
that can be plugged into 

meeting slides. 

US$5,000 A YEAR



PRINT!!



Italy’s Mondadori 
publishing group’s food 

site GiallZafferano is the 
niche  leader with 6.8 

million monthly unique 
users visited the site last 

December. More than 
600,000 unique users visit 

every day. This is five 
times more than their 

closest competitor 

DIGITAL 
TO PRINT



This strong brand awareness 
and audience engagement 
combined with Mondadori’s 

extensive expertise and 
specialisation in the food 

magazine segment - they 
publish fivefood  magazines - 

showed the GialloZafferano 
brand was a huge 

opportunity. Sure enough, the 
first edition sold 410,000 

copies with a positive 
margin.!

BUT WHY NOT 
PRINT, TOO?



They used digital and social 
media to produce each 
edition. The cover was 

picked from a survey on 
Facebook and readers voted 
on recipes a dedicated mini-

website. With augmented 
reality readers got an 

immersive experience via 
videos of how the magazine’s 
recipes are actually prepared. 

DIGITAL 
HELPS 
PRINT



Standout luxury publisher 
Monocle, which has 

expanded past its 
magazine into radio and 
e-commerce, debuted a 

weekly summer 
newspaper as well.!

MORE 
DIGITAL 

TO PRINT



It was a niche product 
aimed at small, well-

heeled audience. But it 
proved that print still 

offers stability and 
opportunity for luxury 

publishers.!

MORE 
DIGITAL 

TO PRINT



“Print is never going to go 
away for luxury advertisers,” 

said Damali Campbell, the 
print investment lead at the 

media agency Assembly. 

MORE 
DIGITAL 

TO PRINT



The digital travel platform AirBnB 
launched a new print-only travel 

magazine this year.  
Stories are sourced from 

billions of anonymous data 
points collected by the home-

sharing service. The initial 
edition had 350,000 copies and 

45 pages of advertising 

MORE DIGITAL 
NATIVES GOING 

ANALOG



While Airbnb is a tech 
company, they embraced 

the idea of a print travel 
publication because “print 

isnʼt ephemeral, as 
opposed to content on a 

feed that expires.”  
 

— Brian Chesky, chief executive of Airbnb Inc. 

MORE DIGITAL 
NATIVES GOING 

ANALOG



One thing we noticed over the 
years was that The Week is 

particularly popular with 
teenagers. If the magazine 

went into a family who had a 
14-15 year old, then the 

teenager was more than likely 
reading it too. Their first 

serious entry point into news 
often came from reading a 

copy of The Week.  

PRINT 
LAUNCHES: 

THE WEEK JR



Our immediate desk 
research was dispiriting. 
The perceived wisdom 

suggested that children 
read digital products, they 

had little interest in the 
news, and that it’s solely 
video content they want. 

WOULD KIDS 
READ PRINT?



But when we dug 
further into this 

audience, we found 
that UK childrenʼs 

books sales were at a 
10-year high!

YES



Only print gives an immersive experience. It’s difficult to 
achieve that on a phone, or app or website. Print is 
universal - not all kids have iPhones. Lots of readers like 
to keep copies. They’re easier to share. The quality is higher 
because the pictures look better.  

NOT ALL 
KIDS HAVE 

iPHONES



The Week Junior first edition 
recorded 37,640 sales. For 
April through to June 2017, 

the figure was 45,994. That’s 
a 22 per cent increase in a 

single quarter. I think we 
can get over 70,000 in a 

couple of years’ time once 
we get schools copies 

CONSTANT 
GROWTH



Our renewal rates are already 
equivalent to The Week, a 

mature product. The rates of 
people paying up on trials are 

more than double our best 
performing other magazine. 
We found a lot of success on 

Facebook and we even 
managed to use Instagram to 

start selling subscriptions.  

GROWTH 
RATE OF 

MATURE PUB



Meredith’s newest print 
quarterly, The Magnolia 

Journal has seen 
subscriptions jump to 

nearly a million before the 
end of its first year. It 
shows how, in the right 

circumstances and right 
approach, print can still 

thrive. 

TRANSLATING 
A REP FROM 
TV TO PRINT 



Chip and Joanna Gaines are 
the owners of Magnolia 

Homes, a home-building and 
remodeling business and 

Magnolia Market retail outlet 
in Waco, Texas. They're also 
the hosts of HGTV's Fixer 

Upper television show, 
since 2013, where they 

remodel and flip homes!

FROM 
HGTV TO 

PRINT



“We knew (Chip and Joanna) were 
popular, we knew they were the 
darlings of their space, but we 
also understood most of their 

content had been free to the 
consumer, and we wanted to see if 

the consumers would pay a 
premium for a product that we put 

out there in their name. Luckily for 
us, they were willing.”!

!
— Meredith senior VP/publisher Christine Guilfoyle 

REPUTATION 
TRAVELS



The first issue, Fall 2016, went on sale with 400,000 copies at 
newsstands, an addition 200,000 had to be printed to meet demand. 

The second issue sold out 700,00, and the third a million, 
including 700,000 to subscribers. 

STARTING 
WITH A 
BANG: 

400,000 
COPIES



“We've learned that the consumer is completely and utterly in 
charge and if you give them a product that speaks to a passion 

point, they’ll buy it,” Guilfoyle said. “This is a five-star example of 
print is alive and well, and thriving.” !

FIVE-STAR 
EXAMPLE 

PRINT IS 
ALIVE & 

WELL



•  Print revenue for the first half 
of 2017 is up by 12 percent.!

•  Overall brand revenue for the 
first half is up by five percent. 

• ! Advertising has grown by 
double digits this year, even as 
the category, according to 
Guehl, has declined by 17 
percent.!

OLD PRINT TITLE: 
PROFITS GROWING



THE WEEK 
KEEPS GROWING
•  Circulation is 573,684, 

significantly more than its ratebase 
promise, and comes at a time 
when some competitors have seen 
major declines. 

• ! Whatʼs more, the circulation is 
100 percent paid, unlike 
magazine brands that increasingly 
mix in verified and other forms of 
non-paid circulation. 



Design, fashion and 
lifestyle magazine 

Wallpaper marks its 21st 
birthday this month with the 

biggest print edition it 
has ever published.!

The 420-page mag weighs 
in at 1.48kg and includes 

209 pages of adverts. 

OLD PRINT TITLE: 
BIGGEST EVER



Publisher Time Inc said 
that print and digital 

advertising for the title 
seeing double-digit 
percentage growth 

year on year.!

OLD PRINT TITLE: 
BIGGEST EVER



“Wallpaper has truly 
come of age – the very 

model of a modern 21st 
century media brand. 
Print, digital and the 

experiential working in 
perfect harmony.”!

!
         — Wallpaper’s brand/content dir. 

Tony Chambers 

OLD PRINT TITLE: 
BIGGEST EVER



“We want to make sure that our readers get the impression that what 
they are paying for now is not only a magazine but a package: high 

quality print content, but also a lot of digital add-ons too.”!
!

—  Leif Jonasson, Bonnier EiC of 4 PC titles 

THE FUTURE OF PRINT?



Outdoor apparel company LL 
Bean has ran a full-page NYT 

print campaign with a 
manifesto that is invisible 
unless youʼre in sunlight.!

Echoing the brand’s efforts to 
get its customers out into the 

great outdoors, the Times 
used a specialised 
photochromic ink!

PAPER 
INNOVATION



Vehicle exhaust can be 
captured to produce ink. The 

project originated at the 
famous MIT Media Lab Air-

Ink is made from polluted air 
that is captured in specially 
developed carbon emission 

collectors that are used on 
cars 

FUTURE INK



The first project was with Tiger beer, that 
used outside posters in London and art 
displayed in its Clean Air Gallery on the 
streets made with Air-Ink 

ART FROM  
VEHICLE 

POLLUTION



E-COMMERCE!



E-COMMERCE 
TO DOMINATE!

Nick Hugh, the new boss at the 
Telegraph newspaper group in 

the U.K., has predicted that 
ecommerce will overtake 

advertising revenue in three 
to five years.!













E-COMMERCE: SUCCESS STORIES!



EDITORIAL 
TIE-INS!

It is designed to surface 
the most useful, expert 

recommendations for 
things to buy across the 

vast ecommerce 
landscape 

REAL EXPERTS OFFERING 
THE BEST DEALS:!

“[The Strategist] is edited by 
people (not robots). 



POSTS 
DRIVE 
SALES!

Most of The 
Strategist’s top-

performing posts focus 
on things that are 

affordable: This one 
about bed sheets has 

driven sales on a 
weekly basis since it 

was published in 
October 2016! 



450% 
GROWTH!

 New York Magazine 
ffiliate revenue from 

product sales has 
grown 450% versus a 

year ago 



STEEP REVENUE GROWTH: Fairfax Mediaʼs history points to a doubling of sales in six 
months with a mix of 1,000 products from art & clothing to home wares & garden goods"

SALES DOUBLING!



THE NEW YORK 
TIMES BOUGHT 

WIRECUTTER AND 
SWEETHOME!

The Times attributed a  
$5 million year-over-year 

FIRST QUARTER 
increase in uncategorized 

revenue mostly revenue 
from The Wirecutter and 

The Sweethome" 

NYT BUYS 
EXPERTISE!



The Wirecutter’s sales, 
largely from 

recommending products, 
have increased 50% from a 
year ago with the addition 

of new categories like 
“baby and kid” to the site’s 

more traditional tech focus. 
Other new areas: business 
software, health and sleep 

products. The staff will 
almost double to about 100 

employees. 

NEW NICHES!



The Wirecutter plans to 
further expand into new 

areas, including business 
software, health and sleep 

products, after almost 
doubling its staff to about 

100 employees, 

NEW NICHES!



Nobody at the Times might 
have imagined a few years 

ago that the Times in 2017 
would be making affiliate 

revenue from selling TVs. 
“Yeah, it’s definitely a 
change. There was a 

legacy feeling of, ‘there’s 
gotta be a wall between 
business and editorial.” 

 
— David Perpich, president and general 

manager of The Wirecutter said. 

WHOʼD HAVE THOUGHT?!



“But I think at the end of the 
day, as long as there’s a 
shared mission, a kind of 

North Star of ‘we’re in this to 
serve the reader and that’s 

the best long-term business 
decision and we can’t violate 

that,’ then that opens up 
world of possibilities to 

work together.” 
 

— David Perpich, president and general manager 
of The Wirecutter said. 

WHOʼD HAVE THOUGHT?!



E-commerce accounts for 
a quarter of Fusion Media 

Group’s digital revenue, 
according to a company 

spokesman. The 
conversion rate on 

commerce posts 
averages 16%, according 

to the company. 

E-COMMERCE = 25% OF REVENUE!



Those gaudy numbers 
are mostly powered by 
posts about discounts 
or deals (“Save $10 on 

our readers’ favorite travel 
pillow, today only on 

Amazon” 

DISCOUNTS DRIVE MOST SALES!



Fusion is looking to expand 
in two different directions. 

The first, a Facebook group 
in which readers can share 
and discuss deals they find 

across the internet, is all 
about nurturing the 

community of deal-conscious 
people that have been drawn 

to Kinja Deals. 

EXPANDING TO FACEBOOK!



The second, a Facebook 
Messenger bot expected 
to launch later this month, 

is designed to deliver 
fast-expiring deals to 

its readers more 
quickly. 

EXPAND TO MESSENGER FOR SPEED!



The GQ “Best Stuff” newsletter 
unlike other editorial-driven 

emails — won’t be focused 
on audience development 

and driving traffic. 

NEWSLETTER 
E-COMMERCE!



It will drive sales from its 
affiliate program, and 

expand existing commerce 
efforts through increasing the 

reach of Best Stuff content, 
including “buy now” links to 

allow readers to bypass the 
GQ site altogether. 

NEWSLETTER 
E-COMMERCE!



"We were lucky because we 
had a brand, we had an 
audience, and we had a 

distinct voice. Right out of the 
gate we were able to capitalise 

on that and channel our 
audience into ShopBazaar.” 

 
— Katie Hobbs, ecommerce director of ShopBazaar 

BRAND + 
AUDIENCE=!
SHOPPING!



ShopBazaar didn't want to be 
everything to everyone. So,  
they pared down their retail 

partnerships from 150 to 10 for 
an edited experience. "We're 

not going to have 100 pairs of 
over-the-knee boots; we will 
have the best ones that our 

fashion editors selected.” 
 

— Katie Hobbs, ecommerce director of ShopBazaar 

OFFER ONLY !
THE BEST!



The Telegram introduced 
chatbots nearly two years 
ago, and now it is bringing 
support for payments for 
chatbots. 

CHATBOT        
E-COMMERCE!



That’s likely to open up a whole series 
of commercial opportunities to use 
the chatbots to connect with consumers. 

CHATBOT        
E-COMMERCE!



“Imagine a world where you can order 
pizza, pay for a pair of shoes, hire a cab, 
or refill your subway pass — all in a few 
button taps on Telegram”   — Telegram statement 

CHATBOT        
E-COMMERCE!



Dennis Publishing sells 200 cars/mo. Its acquisition of BuyaCar generates 16% of the 
companyʼs total revenue ($19m). The bulk of its commerce revenue comes from add-on 
packages that come with each sale, like finance services. With other Dennis ecommerce 

ventures, generates over half of the firmʼs digital revenue. "

BELIEVE IT OR NOT… USED CARS!



UK magazine publisher Future 
Media (50 brands) combed 
through data to determine 

what products people search 
for, and it then created 

articles that match those 
individuals’ interests, 

complete with affiliate links 

DATA LED TO 
ARTICLES  & 

PRODUCTS!



That approach doubled e-
commerce transactions 

in 2016 to 1.1 million, 
bringing in £4.3 million 

($5.4 million) in annual 
revenue for the publisher, 

15% of its total revenue 

DATA LED TO 
ARTICLES  & 

PRODUCTS!



Future reported profit up 
375% year on year to £3.8m 
for Oct-Mar. Revenue from 
e-commerce rose by 72% 

year on year 

E-COMMERCE 
REVENUE UP!



Future’s has a consumer 
electronics site TechRadar, 
where roughly 70 percent 
of the content published 

has a commerce element. 

70% OF 
CONTENT HAS 

COMMERCE!



Future’s tech platform, Hawk, 
gathers 45,000 API feeds 

from retailers, including 
Amazon, John Lewis and 

Carphone Warehouse, 
matching up the most relevant 

tags in the feeds to the page 
script to surface the most 

competitive deals for each 
article.  

DATE FEED 
FINDS DEALS  !



Future launched T3 Baby in 
the spring, a site that’s a total 

diversion from its regular 
consumer electronics, music 

and photography content.  

NEW 
COMMERCE 

NICHES!

Last December, daily e-
commerce transactions 

doubled to about 10,000.  



By finding the most common 
search terms around new 

parenting, T3 Baby 
creates buyer’s guide content, 

like the top 5 pregnancy 
pillows, top 5 baby car seats, 5 

best baby monitors. People 
made purchases the day the 

site went live. 

NEW 
COMMERCE 

NICHES!



Media owners have realized 
there’s no silver bullet. It’s a 

matter of constant incremental 
gains through several revenue 

streams. E-commerce is 
more incremental; it’s a 

high-margin product.” 
 

— Zack Sullivan, director of operations 

E-COMMERCE IS 
HIGH-MARGIN!



BuzzFeed has a wildly popular 
cooking vertical Tasty. For 

Christmas 2016, they created 
Tasty: The Cookbook. It is 

customizable — you choose 
the categories you want, 

and it’s printed on demand. 

LEVERAGING 
& SELLING 

YOUR STUFF!



 It is not sold in 
bookstores, nor on 

Amazon. Only on 
Buzzfeed! In 2 months it 
sold more than 100,000 

copies, making it one of 
the best-selling 

cookbooks of 2016 

LEVERAGING 
& SELLING 

YOUR STUFF!



The price ranged from $24 in 
paperback to $39 for a gift set 

with a hardcover cookbook 
and apron. BuzzFeed 

declined to provide revenue, 
but at those prices, sales 
would be between $2.4 

million and $3.9 million. 

MILLIONS 
IN NEW 

REVENUE!



For most media, e-commerce 
means affiliate links at the 

end of stories. For BuzzFeed, 
it means grabbing an idea 

from a Facebook comment, 
turning it into a product 
ready to ship within two 

days, and moving thousands 
of units in less than a week. 

CREATING & 
SELLING YOUR 

OWN STUFF!



Buzzfeed uses Facebook audience data to develop whole lines 
of products: For example, Buzzfeed Facebook data indicated an 
interest in candles. Starting out with a few candles, there are now 

over 55 candles in a fast-growing Homesick collection. 

FROM COMMENT TO CANDLES!



 The roll-out of the Homesick candles was informed by insights 
gleaned by looking at Facebook’s audience data. They roll out a 

new scent every few days 

FROM COMMENT TO CANDLES!



But BuzzFeed’s also gotten better at standing up products that it can 
sell, on demand, on short notice. That children’s book called“The 

President and the Big Boy Truck,” started out as a listicle 

VIRAL POST TO VIRAL PRODUCT!



After it had been shared on Facebook, a reader suggested it would 
make a book in a comment. That suggestion got “liked” into a top 

comment. BuzzFeed publisher Dao Nguyen passed the idea along to 
Kaufman, and thanks to a relationship with an on-demand book 

printer, the book was available almost instantly. 

FROM 
COMMENT 
TO BOOK 

IN DAYS!



At the heart of Ebner Media’s 3-step-strategy 
‘attract-retain-monetise’ is to serve relevant 
content, on the right channels, at the right time 
to attract and retain as many readers as possible 
while converting some of them to paid products.  

ATTRACT!
RETAIN!

MONETISE!



To achieve that goal Ebner uses real-time 
relevancy algorithms that are the base of, for 
instance, our ecommerce widgets that serve 
paid products alongside editorial content on 
our websites, in their newsletters and apps. 

ATTRACT!
RETAIN!

MONETISE!



These widgets have an average conversion rate 
of 17 per cent, that is: 17 per cent of readers 
who click on any of their widgets end up buying a 
product on one of their ecommerce stores.  

ATTRACT!
RETAIN!

MONETISE!



IT DOESNʼT 
ALWAYS WORK!

Condé Nast, the 
publishing giant that owns 

magazine titles like Vogue, 
GQ and Vanity Fair, is 
closing its first major 
experiment in online 
fashion retail, a mere 

nine months after its high-
profile introduction. 



A $100M 
LOSS!

Condé Nast had reportedly 
invested more than $100 

million, a stunning strategic 
backtrack. Visitors to that 

website are redirected to its 
partner, Farfetch, an online 

marketplace for high-end 
boutiques in which Condé Nast 

was an early investor. 



DIFFERENT 
SKILL SETS!
The skill sets required to 
create content and those 

required to run a seamless 
shopping site were 

different, acknowledged 
Matt Starker, the general 

manager of digital strategy 
acknowledged 



FASHION 
CHOPS NOT 

SALES CHOPS!
Being a global authority on 

fashion, with a worldwide 
audience of more than 340 

million readers, doesn’t 
necessarily mean you 

know how sell it 



SWITCHED TO 
3RD PARTY!

Farfetch the world’s top luxury e-commerce 
destination in terms of traffic, outperforming 
rivals like Net-a-Porter and 
MatchesFashion.com, according to Alexa. 



E-COMMERCE!
FIVE RULES OF 
MEDIA E-COMMERCE!
1. ! Start with your own stuff! 

Selling subscriptions and site 
licenses to your existing 
readers is an obvious starting 
point. And as Andy Kowl 
pointed out earlier this year, you 
can also sell data, webinars, 
training, market reports, books, 
CDs and even T-shirts. 

 

— Peter Houston runs Flipping Pages Media 



E-COMMERCE!
FIVE RULES OF 
MEDIA E-COMMERCE!
2.  Cherry-pick partners – If you 

are developing an affiliate 
network, focus on fewer, better 
suppliers. They are more likely 
to look after your customers. If 
something goes wrong, it will 
look bad on you not them. 

 

— Peter Houston runs Flipping Pages Media 



E-COMMERCE!
FIVE RULES OF 
MEDIA E-COMMERCE!
3.  Add value – Make sure that the 

products that you are selling 
from market reports to shower 
curtains, align well with your 
brand and deliver real value to 
your audience. There’s a 
reason The New York Times 
sells personalized birthday 
books but no longer sells 
personalized wooden pie 
boxes. 

 

— Peter Houston runs Flipping Pages Media 



E-COMMERCE!
FIVE RULES OF 
MEDIA E-COMMERCE!
4.  Be data ready – Data matters 

throughout every modern 
publishing operation, but where 
data-driven changes to content 
may impact traffic but not 
revenue, changing ecommerce 
pages to consider audience 
behaviours can have an 
immediate impact on revenue 
and profitability. 

 

— Peter Houston runs Flipping Pages Media 



5.  Be careful with content - 
Content is an important part on 
the online shopping experience 
in terms of discoverability and in 
decision making. But a hard sell 
will damage your credibility with 
your audience. Think carefully 
about the how you use content 
to support ecommerce sales. 

 

— Peter Houston runs Flipping Pages Media 

E-COMMERCE!
FIVE RULES OF 
MEDIA E-COMMERCE!



MUITO OBRIGADO!!



MOBILE ADVERTISING!





Is the 
importance of 

mobile 
exaggerated?



ABSOLUTELY NOT!



Consider 
these 
facts:



















“This is  a !
mobile mind shift, !

not just ʻmobile 
firstʼ. It is a 

complete change in 
the psychology of 

consumers …!
!

— Forrester Research  
senior vice  president Josh Bernoff"



“The expectation that  
any desired 

information or service 
is available, on any 

appropriate device, in 
context, at your  
moment of need.”!

— Forrester Research  
senior vice  president Josh Bernoff"



EVERYTHING  
IS 

DIFFERENT!



Different set of audience 
expectations !
Different environment!
Different editorial, 
advertising, e-
commerce tools & 
mindsets!



MOBILE CONTENT !
MUST BE:!

•  Quick!
•  Concise!
•  Constant!
•  Readable, useable  

on small screen!
•  Contextually relevant!



PUBLISHERS ARE 
MISSING THE 

SIGNALS!



“Traditional publishers are 
dangerously !
slow to adapt !

[and] recognise !
mobile publishing !
is as different from !

print-to-web publishing !
as television is from !

cave drawings.”!
— Media consultant Alan Mutter  

writing in Editor & Publisher"



READERS WANT A 
MOBILE EXPERIENCE  
THAT DELIVERS ON 

THEIR MOBILE 
EXPECTATIONS 



AND THAT DELIVERS USING 
THE UNIQUE POWERS  

OF MOBILE 



TODAY, YOU CAN’T 
JUST BE MOBILE-FIRST 



YOU  
MUST BE  

MOBILE-ONLY 



WHY? 



ONE-THIRD OF 
SHOPPERS USE 

MOBILE EXCLUSIVELY 
— BRIAN SOLIS, ALTIMETER GROUP"



HALF CONSIDER  
MOBILE THE  

MOST IMPORTANT 
RESOURCE  

IN THE PURCHASE 
DECISION PROCESS  

— BRIAN SOLIS, ALTIMETER GROUP"



— Andres Wolberg-Stok, Citi Global 
Head of Emerging Platforms"

“A FEW YEARS AGO, WE 
THOUGHT CUSTOMERS 

WOULD GO TO THE 
DESKTOP FOR THE FULL 
MENU OF FUNCTIONS” 



“INCREASINGLY, 
THAT’S  

NOT TRUE.” 
— Andres Wolberg-Stok, Citi Global 

Head of Emerging Platforms"



MOBILE-ONLY  
IS BECOMING THE 
NEW STANDARD 

— BRIAN SOLIS, ALTIMETER GROUP"



MOBILE IS  
EMERGING AS A  

SELF-CONTAINED  
EXPERIENTIAL 

PLATFORM 



Many 
magazines’ 

mobile 
advertising 

“strategy” is to 
squeeze the 

same ineffective 
desktop banners 
onto a screen a 

fraction of the 
size 



Thereʼs a price 
to pay for 

having !
a bad !

mobile site!



No less than 80 per cent of 
users go to a competitor 
when they encounter a 

mobile site problem 



But optimized 
sites get 
rewarded!

!
80% of users ALSO say 
they recommend brands 
based on the the brandʼs 

mobile web presence!



CASE STUDY:!



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

THE TIMES IS 
MOVING AWAY 

FROM  
BAD MOBILE AD 

EXPERIENCES 



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

"Mobile 
advertising !
as a whole !
is just !
fairly crappy.” !
"
"
— Sebastian Tomich, NYT senior VP 
of advertising and innovation."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

“We're retiring 
mobile 
interstitials 
and the less 
desirable 
mobile ad 
units.” "

"
— New York Times Chief Revenue 
Officer Meredith Levien."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

Instead of interruptive 
mobile ads, the Times is 

adopting a mobile "
ad format akin to 
Facebook's and 
Twitter's in-feed 

mobile ads!



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

Ads customized to the seven 
moments in a given day that are 

most important to readers!
as identified through a 12-month study 

by the Times' editorial product team."

“Mobile Moments”!



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

Those moments include the 
beginning of the morning -- which 

accounts for 25% of the Times' 
mobile traffic -- lunchtime and the 

end of the day.!

“Mobile Moments”!



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

The ad team joined in the research "
so, as editorial developed ways to capitalize 

on mobile moments — like introducing 
morning and evening briefings — "

the ad team drafted its own ideas!

“Mobile Moments”!



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

As a result when the mobile 
moments ads began to roll out, 

they didnʼt stick out, "
though they are clearly labeled 

as advertisements."

“Mobile Moments”!



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

For example, 
early-morning 
ads are largely 
text-based to 
align with the 
Times' morning 
briefing (a text-
heavy roundup)."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

Conversely, 
evening “Mobile 
Moments” ads use 
photos and videos 
to match the 
evening briefing 
which has a dozen 
or more photos to 
make the reading 
experience more 
entertaining."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

Appearing within the 
mobile apps' and 
site's article feeds, 
the ads take up the 
entire width of the 
screen like each 
article entry does, 
but they also take up 
75% of the screen 
vertically."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

By taking up three-
quarters of the 
screen, the ads 
follow the Times' 
plan to reduce the 
number of ads it 
runs to make sure 
those that do appear 
have a chance to be 
seen."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

But because the 
articles above and 
below the ad peek 
out just enough, 
The New York 
Times hopes the 
new ads won't feel 
as claustrophobic 
or coercive of 
people's attentions."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

Advertisers will 
be able to "
buy these ads 
according to 
which of the 
seven dayparts 
they would like 
to target."



Title Text 
Body Level One 
Body Level Two 
Body Level Three 
Body Level Four 
Body Level Five 

The Times mobile moment ad options 
include embedded slideshows and 

videos that play inline, !
formats already used for editorial content."



EXAMPLES



INSTAGRAM 
TAKEOVER:  
 
Swiss Air did a “Takeover” of the 
100-million-user Instagram service 
by analysing users’ the hashtags, 
targeting hashtags related to 
Swiss Air destinations. When a 
related hashtag was found (e.g., 
#geneva or #montblanc), the user 
got flight offers from Swiss Air for 
related destinations that could be 
booked instantly without leaving 
the Instagram app.  



“GEO-FENCED COUPONS:  
 

BurgerKing delivered breakfast 
coupons to consumers in a 
one-mile “geo-fence” through 
an overlay actually on the site 
or app that the consumer was 
viewing so the consumer was 
not sent off site when they 
clicked on the ad and 
downloaded the coupon.  



PLATFORM 
RECOGNITION: 


To promote its new 
smartphone, LG decided to 
confront the owners of 
iPhones, Galaxies, and 
HTCs right on their own 
phones.



PLATFORM 
RECOGNITION: 
 

LG created banner ads that 
detected the device a 
consumer was using and 
instantly compared the user’s 
phone to the new LG device, 
pointing out the shortcomings of 
the user’s phone compared to 
the LG. 



The banners’ click rate was 
830% higher than average 
and got picked up by 7,130 
media sites worldwide, 
equalling an estimated US$5 
million in exposure. Earned 
media reach hit 184 million. 

PLATFORM 
RECOGNITION: 



FIVE MOBILE 
AD BEST 
PRACTICES!



A well-designed ad is a combination of visuals and 
messaging that address a particular need in a clear, 

easy to read, and easy to act upon fashion. 

1.  DESIGN 
FOR 
HUMANS!



Advertisers will often try to leverage existing content 
made for desktop and other formats and try to convert it 

for mobile, which is never a good idea 

2.  OPTIMIZE 
FOR 
MOBILE 
SCREEN!



78% of consumers said they 
would be happy to receive 
mobile advertising that is 
relevant to their interests 

3.  MAKE ADS    
CONTEXTUALLY 
RELEVANT!



One way to improve relevance 
is by using data from the 
users’ environment to tailor 
the ad design dynamically in 
real-time. This can be data such 
as current weather conditions, 
time of day or location data. 

3.  MAKE ADS    
CONTEXTUALLY 
RELEVANT!



WEATHER: Starbucks could 
have two different creatives for 
warm or cold weather around  
a hot or cold beverage. 
TIME OF DAY: McDonald's 
can publish breakfast specials 
before noon, and promote 
lunch specials afternoon. 

3.  MAKE ADS    
CONTEXTUALLY 
RELEVANT!



LOCATION: 60% of consumers use 
smartphones while shopping; 56% 
made a purchase because of 
relevant content. Location can 
indicate interest at that time. Use 
elements like store locators, maps 
and dynamic addresses to lead 
people to a store. 

3.  MAKE ADS    
CONTEXTUALLY 
RELEVANT!



 Think about how you can complement the content 
consumers are viewing rather than disrupting their 

experience. One way: Use native, branded and 
sponsored ad formats, where the ad experience is 

more natural and polite 

4.  CONTENT 
QUALITY 
MATTERS!



The ultimate goal of an 
ad is to get the user to 
perform some sort of 
an action, so make sure 
that you clearly define 
what that action is, and 
clearly communicate that 
to the user within the ad. 
 

5.  DRIVE A 
CLEAR 
ACTION!



Ensure the post-click 
experience is optimized – a 
mobile optimized site, more 
product info, a map to nearest 
location, a coupon. Make the 
experience seamless with 
minimum friction. 

5.  DRIVE A 
CLEAR 
ACTION!



Based on 450 
mobile 
campaigns since 
’08 plus 64,000 
interviews and 
common traits of 
best- and worst-
performing 
campaigns    
 
— Dynamic Logic 



How will you or the advertiser know the campaign is working? 
Also, you can tweak a campaign in real time as data indicate 
what’s working and not. Update your strategy and investment 

based on results. Set bespoke goals, measure constantly. 

MEASURE, 
MEASURE, 
MEASURE!!



MEASURE, MEASURE, MEASURE!!



"We should be about 
creating impactful mobile 

creative, but the problem is, 
everyone ported the ills 

and shittiness of desktop 
ads, like popups and 

instant-play muted video.” 
 

— Patrick Keane, partner, investment firm Stripes 

BOTTOM 
LINE?!



Mobile creative needs a 
total rethink. Instead of 

emulating TV or 
magazines with beautiful 

ads, mobile creative 
should use targeting 

and data to deliver 
welcome, relevant 

messages. 

BOTTOM 
LINE?!



"Look at Facebook. 
Their ads are often just 

text and they work. A 
good ad is not just a 

nice-looking ad. It's not 
just cool and clever. It's 
about making what we 

are saying relevant." 
 

— Diaz Nesamoney, the CEO of Jivox 

BOTTOM 
LINE?!



One last note about mobile….!

Some innovative uses are not 
recommended"



MUITO OBRIGADO!!



NEWSLETTERS!



“Email is  
a 40-year-old 
technology that 
is not going away 
for very good 
reasons — itʼs the 
cockroach of the 
internet.!
 "
— Blogger Jason Hirschhorn in  The New York 
Times"



“Email is dismissed as 
something old people use. 
But in the past few years, 
we have started to see 
email as a peer to 
publishing platforms like 
Twitter, Facebook, and the 
web.”!
— Quartz global news editor Gideon Litchfield"



“Everyone is dealing with this 
huge fire hose of information 

and content. Itʼs really 
important for people to find 
someone they can rely on 

who can tell them that ʻthese 
are the things you should 

pay attention to.”!
!

— Cliff Levy, editor of The New York Times 
“Daily Briefing” e-newsletter and NYT Now 

app"



VALUABLE 
PLATFORM !





E-MAIL IS 
EXECUTIVES ̓
PREFERRED 

NEWS 
SOURCE!



• 60% preferred e-newsletters 
as news source over apps, 
web!

• 83% preferred e-mail for 
sharing over Twitter (43%), 
Facebook (30), LinkedIn (30)!









•  91% of respondents checked email 
daily!

•  Only 57% checked Facebook daily!

•  A meager 14% checked Twitter daily!

91% !57% !14% !
DAILY ACTIVITIES:!



QUARTZ !
DAILY 
BRIEF!
• In five years, 332,000 

subscribers

• Sold-out ad inventory 

• 40% open rate



QUARTZ !
OBESSIO
N!• Digital news publisher Quartz 

launched its first interactive 
email newsletter, 
Quartz Obsession, this 
month

• The newsletter was designed 
with a series of multimedia 
cards in different formats.



• Quartz launched its first 
interactive email newsletter, 
Quartz Obsession, this month

• The newsletter was designed 
with a series of multimedia 
cards in different formats: 
videos, gifs, charts, lists

QUARTZ !
OBESSIO
N!



• “After five years of working on 
the Daily Brief, we were 
interested in seeing what we 
could do to push the medium 
forward a bit, and creating a 
more web-like experience 
that was still part of our users’ 
everyday email routines,”

QUARTZ !
OBESSIO
N!



• Publishes 100 newsletters
• Stories, social media posts and 

videos, aggregated from the 
Post and elsewhere that are 
embedded inside the emails

WASH. POST !
NEWSLETTER
S!



• Email, not Facebook, is the 
largest social network.

• 300,000 subscribers across 30 
newsletters, and average open 
rates just above 40 percent and 
click rate of 10 percent across all 
the newsletters

INSIDE INC.!
30 NEWSLETTERS!



• The Jason Calacanis newsletter, 
general interest daily news

• Inside Space (outer space)

• Inside Trump

• Inside Streaming (“cord cutters”)

• Inside Beer (sellers or brewers).

INSIDE INC.!
30 NEWSLETTERS!



“A lot of publishers are talking to 
Facebook right now, but none 
know what Facebook is going to 
look like tomorrow. Email will never 
be controlled in that way, and 
people are just as engaged with 
their inboxes as they have always 
been.”

 — Austin Smith, Inside’s general manager

INSIDE INC.!
30 NEWSLETTERS!



Inside recently launched a paid 
subscription option for the 
newsletters at $10/month for 
premium access to one 
newsletter, or $25 for premium 
access to an unlimited number 
of ad-free Inside verticals

INSIDE INC.!
30 NEWSLETTERS!



Inside staffers float ideas for 
new topical newsletters, and 
readers “vote” by signing up to 
the potential newsletter with 
their emails; Inside assigns a 
writer and starts a newsletter 
for ideas that collect at least 
2,000 addresses (or attract a 
major advertiser to sponsor it).

INSIDE INC.!
30 NEWSLETTERS!



•  Inside Trump, Inside Space, 
Inside Internet of Things, and 
Inside Beer all launched after 
hitting that minimum

•  Inside Bitcoin went from 2,000 
pre-subscribers to 7,000 a few 
days after the launch.

INSIDE INC.!
30 NEWSLETTERS!



“We found before we had the 
pre-subscribe feature, the most 
challenging thing for us was to 
get the first thousand, two 
thousand subscribers,”

INSIDE INC.!
30 NEWSLETTERS!



Its biggest newsletter, Refinery29 
Everywhere, boasts a click-to-
open rate of 63% — more than 
four times higher than the 
average click-to-open rate of 
15% for beauty-focused 
newsletters and newsletters from 
media companies

                                     — eConsultancy 

REFINERY 29!
A 63% CTR!



2.4 million subscribers across 
12 different newsletters, and 
those drive 20 percent of 
Refinery29’s monthly traffic

REFINERY 29!
2.4M 
SUBSCRIBERS!



Most of its newsletters are market-
specific(e.g. LA and Germany)

The company has also followed 
the industry trend of going after 
niche audiences: a new 
entertainment-focused 
newsletter (The Mention) and style-
focused one (UnStyled)

REFINERY 29!
NEW NICHE 
FOCUS!



Headlines often undergo 
as many as three rounds 
of testing to find the top 
performer, according to 
Emmerich.

REFINERY 29!
HEADLINE TESTING!



TIME 
INCʼS !
THE 

BRIEF!

• 650,000 
subscribers!

• Open rate of 
40% !

• Podcast for 
your 
commute!



E-NEWSLETTER!
BEST PRACTICES!

• Content!
• Personality!
• Format!
• Simple sign-

up process!



CONTENT!
• From 

everywhere 
(Quartz)!

• Only internal 
(TIME)!

• Limit: 10-15 
items!

E-NEWSLETTER!
BEST PRACTICES!



PERSONALITY!
• The voice of a friend!
• Knowledgeable, 

smart & clever!
• Starts w/subject line!
• What voice do 

readers want at 6AM?!

E-NEWSLETTER!
BEST PRACTICES!



SIMPLE SIGN-UP!
• Do not require an 

account!
• Just two fields: e-

mail address and, if 
necessary, time 
zone!

• No email activation 
requirement!

E-NEWSLETTER!
BEST PRACTICES!



Get it right, you 
become a daily 
habit!
 Get it wrong, you 
get kicked out of 
their email in-box!

E-NEWSLETTER!
BEST PRACTICES!



Itʼs NOT open 
rates….!
Itʼs engagement!

E-NEWSLETTER!
BEST PRACTICES!



• How long do readers spend with 
the e-newsletter"

• How many links did they open"
• How many stories did they 

share"
• How often do they come back?"

E-NEWSLETTER!
BEST PRACTICES!



BUZZFEED!
SUCCESS!
• Newsletter-driven traffic 

to BuzzFeed was up 
700% year over year"

• E-newsletters are in the 
top five or six biggest 
traffic drivers for 
BuzzFeed."



Quartz uses sponsorships 
and native ads: A small native 
ad in the body,  clearly 
labelled, a company logo at 
the top (“Daily Brief 
sponsored by”)"

MAKING AN !
E-NEWSLETTER 
PROFITABLE!



MAKING AN !
E-NEWSLETTER 
PROFITABLE!

“Itʼs very lucrative. In terms 
of ROI, itʼs the most 
lucrative thing we have.”"

                                         — Quartz UK EMEA executive 
director Simon Davies"



13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!
1. Start by using responsive design 

or mobile aware design!
2. Subject lines 45 characters or less!
Subject lines longer than 45 characters 
may not be readable on all mobile 
phones."



3. Switch to a single column!
Scrolling down on a phone is not a 
hassle, pinching and dragging is."
"

4. Make your articles short & link 
out !
Short and sweet. One paragraph. "

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



5. Keep text width less than 600 
pixels; pictures less than 300 
pixels!

If text is wider than 600 pixels, 
readers must pinch to read. With 
images wider than 300 pixels, there 
will be white space where content is 
supposed to be"

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



6.  Go light on photos!
Photos take time to download and 
if your e-newsletter is taking too 
long, readers will simply delete it. 
Use one good photo to pull 
readers in, and stop there. "

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



7.  Limit the number of 
elements or stories!

Ten to fifteen “stories”.  Itʼs a 
“briefing” not a full-blown 
magazine"

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



8.  Do not use navigation or menu 
bars!

These are difficult to size for small 
devices. You only need  CTA, 
unsubscribe, share, and contact 
buttons. Thatʼs it."

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



9.  Large fonts, high-contrast colours!
Body text no smaller than 11 points, 

22 points for headlines. Use dark text 
on a light background. People turn 
down the brightness to conserve 
battery — and read in the sunlight — a 
strong contrast of colors will be easier 
to read."

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



10. Test your e-newsletter on 
multiple platforms!
Donʼt assume it works. Check it 

out on desktops, smartphones 
(several different makes), and 
tablets (again, several different 
varieties)."

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



11. For Calls to Action (CTAs), use 
just one at the top!
Make a CTA a simple button at 

the top. No more than one. Not near 
other links or buttons. Big enough for 
a finger to activate (at least 40 x 40) 

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



12. Donʼt stack links over one another!
Given the size of the screen, and the 

size of a thumb, it is very easy to click 
on the wrong link if they are too close 
together. Enlarge or keep them far away 
from each other"

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



13. Place unsubscribe button far 
from other buttons!

Again, given the size of the screen 
and human fingers, you donʼt want 
the unsubscribe button anywhere 
near other button where it could be 
clicked by mistake. "

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



13. Place unsubscribe button far 
from other buttons!

Again, given the size of the screen 
and human fingers, you donʼt want 
the unsubscribe button anywhere 
near other button where it could be 
clicked by mistake. "

13 TIPS FOR MAKING 
AN !
E-NEWSLETTER  
MOBILE-FRIENDLY!



MUITO OBRIGADO!!



SO, ARE YOU 
PUMPED UP &  !

READY TO !
MAKE SOME 

MONEY?!



THATʼS NICE, BUT…!



 EVERYTHING YOU 
LEARNED TODAY WONʼT 

WORK!
IF YOU DONʼT MAKE 

CULTURAL, 
ORGANIZATIONAL 

CHANGES!



I DOUBT IT!

STAFF: I WONʼT 
CHANGE!!!



I DONʼT KNOW HOW!



I DONʼT CARE!



Change your 
culture before 
attempting to 
change your 
products or 

workflows  

OUR ADVICE: 



Involve ALL of 
your staff, 

solicit advice 
from readers & 

advertisers.  

OUR ADVICE: 



If you try to impose 
change from the top 

down, it WILL fail.  
The resisters are like 

the Viet Cong.  
But not if they’re 

invited to the table 

OUR ADVICE: 



HIRE US! 

OUR ADVICE: 



THE  GLOBAL 
EXPERTS IN 

HELPING MEDIA 
COMPANIES !
INNOVATE 





DAYS WITH 
INNOVATION 3 



WE COME INTO 
YOUR COMPANY 

FOR 3 DAYS 



INTERVIEW AS 
MANY  
STAFF, 

MANAGEMENT
, 

ADVERTISERS 
& READERS 

AS POSSIBLE 



COLLATE THE 
RESULTS, ADD 
OUR GLOBAL 

EXPERTISE 



AND DELIVER A 
BESPOKE DIAGNOSTIC 

PLUS AN  
ACTION PLAN  

TO SOLVE PROBLEMS & 
CHART THE FUTURE 



ALL FOR LESS THAN 
$10,000 US 



OK, YOU DON’T 
HAVE TO HIRE US,  

BUT YOU DO, 
HOWEVER, HAVE 
TO DO WHAT WE 

WOULD DO… 



GO OUTSIDE YOUR COMPANY 
BECAUSE SOLICITING TRUST 

& CREATING CHANGE 
INTERNALLY IS VERY 

DIFFICULT 



BEFORE WE END,!
I HAVE ONE !

SIMPLE 
QUESTION:!



WHY DO WE GO TO CONFERENCES LIKE THIS?!



WE ALL COME 
BACK FROM 

CONFERENCES 
EXCITED AND 
MOTIVATED,!

RIGHT?!



PUT THEM IN A 
SPECIAL PLACE 
ON OUR DESK!

WE PRINT OUT 
OUR NOTES AND…!





THEN !
THE REAL 

WORLD 
KICKS IN!



A SPECIAL 
PLACE ON OUR 

SHELF!

WE GET BUSY SO 
WE MOVE THE 

NOTES TO:!





A SPECIAL 
PLACE IN THE 
RECYLING BIN!

AFTER A YEAR, 
THEY MOVE TO!





AND WE GO BACK !
TO DOING THINGS !

THE SAME !
OLD WAY!



RIGHT?!



WE!
CANNOT AFFORD 

TO DO THINGS 
THE SAME OLD 
WAY ANYMORE!



SO LETʼS !
BREAK !

THAT PATTERN 
TODAY!!



PLEASE !
STAND UP!



RAISE YOUR 
RIGHT HAND!

REPEAT  !
AFTER ME!





“I … !
(say your name)” !



“Do solemnly!
swear” !



“To return 
to!

my office 
tomorrow” !



“And do 
something!
differently” !



“Based on what!
I learned here 

today ” !



“I will !
fulfill this !

solemn duty”!



“Or I will 
have to …..!



“Cheer for Argentina in 
the next World Cup!”!



ISNʼT THAT A 
GOOD 

INCENTIVE?!



DO WE HAVE 
A DEAL?!



!
YOU MAY 
SIT DOWN!



MUITO OBRIGADO!!




