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This session will be a hands-on, 
how-to course in audience 
marketing.

We will show you how to 
develop a promotion plan 
integrating all channels, read 
web metrics and analytics 
reports; plus, find information 
you can use to execute a paid 
search campaign and maybe 
uncover new opportunities in 
channels you might not have 
thought of yet.

We want you to share new ideas 
you have, share your 
successes and failures…most 
of all let’s have some fun.



Introducing your 
NEW toolkit!

•Fulfillment reports

•Circulation models

•Excel spreadsheets

•Email metrics

•Web Analytics 

•Paid search reports 



Learn the new metrics
– Email metrics

Delivered = Recipients – Bounces
Open Rate = (opens * 100) / Delivered
Click-thru-Rate = (clicks * 100) / Delivered
ROI = (revenue – cost) / Delivered
Conv Rate = (order * 100) / Clicks
Cost per Conv = Cost / Conversions



Learn the new metrics
– Web Analytics

Unique Visitors Page Views
Page Views per visit Time on Site
Path Analysis Website Overlay

– Paid Search Reports
Clicks
Impressions
Click-thru-rate
Avg Cost-per-Click
Cost (total campaign)
Conversion Rate
Cost-per-Conversion
Quality Score
Avg Position
Current Bid





• Your old promotion plans

Requalification Promotions
– Effort 1 Coverwrap
– Effort 2 Coverwrap
– Effort 3 Email
– Effort 4 Telemarketing

New Sub Acquisition Promotions
– Effort 1 Email
– Effort 2 Coverwrap to 

list copies
– Effort 3 Telemarketing



• Your NEW promotion plans
Requalification Promotions
– Effort 1 Coverwrap
– Effort 2 Email test with embedded video from Editor
– Effort 3 Telemarketing with follow-up emails
– Ongoing Website Banners, Pop-ups
– Ongoing Enewsletter Banners
New Sub Acquisition Promotions
– Effort 1 Email to new lists/test lists & landing pages
– Effort 2 Coverwrap to list copies
– Effort 3 Telemarketing w/ follow-up emails
– Ongoing Cross-sell to website registrants
– Ongoing Paid search campaigns
– Ongoing Weekly promos through RSS feeds
– Ongoing Text links throughout website
– Ongoing Banner ads throughout website
– Ongoing Link exchange campaigns
– Ongoing Social networking campaigns
– Ongoing Event-triggered email campaigns 
– Ongoing Online sub agencies



Your new channels.



Your new channels.
Your Website

Your Enewsletters
Social Networks

RSS Feeds
Paid Search 

Email



Your website.
Your website must be a major source of 
new subscriptions (print & newsletters) 
and the easiest way to generate 
renewals.

It isn’t about a well designed 
subscription form/page…



Your website.

• How do I drive the right visitor to my site?  
First you must:
– Learn what gets them there.
– Learn what keeps them there.
– THEN convert them from visitor to loyal 

customer.



Your website.

• Expand reach without losing engagement.
• SEO (search engine optimization) 

expands your website’s reach and drives 
your traffic organically.

• Your content and site design increases the 
user’s engagement.

• Then you can convert them to loyal users 
and subscribers.



SEO Must-Haves.

• RSS Buttons on all articles.
• Every article on website must be applied to RSS 

Feeds.
• Sound navigation structure.
• Social Bookmarking.
• Well written browser titles, H1 tags and text.
• Blogs.
• Enewsletters.



The “mini-reg”

Your website.



Using microsites to drive registration and leads





The 
conversion 
funnel



Your enewsletters.
Your enewsletters are the perfect 
marketing tool for driving traffic and new 
subscriptions.  

Enewsletter subscribers renew to print 
subscriptions at a higher rate…they are 
more engaged.



“I drink your milkshake”

• Connect the “dots” online
• What is a “newsletter”?

– Marketing?
– Product?

• Drink your “partner’s” milkshake
– Weblinks
– Use your content and their audience
– Get out that straw!



Using your 
newsletter as 
subscription 

driver





Social Networking.
A highly targeted and engaged 
community is perfect for cross-promoting 
enewsletters and print subscriptions.



Using LINKEDIN to drive subscriptions …
have we monetized social networking?



RSS Feeds.
• Every page/article on your website must 

provide option for RSS.   
• Teach your readership to use RSS.  
• RSS feeds drive daily traffic!
• Why not include a subscription text link 

with description, in your feeds each week? 



Paid Search.

Uses for paid search promotions:

Paid Subscriptions

Controlled Subscriptions

Enewsletters

Can you do this without a consultant?

Probably.



Paid Search - Google.



Email.
• Get creative with this source

– Viral email campaigns
• Find something worth forwarding.

– Follow-up to telemarketing
• After leaving a message they might not respond to.

– Newsletters or Newsletter style.  
• “In the next issue”

– Embedded video
• From the editor or industry leader (testimonial)

– Event-triggered email
• Invitation to subscribe after attending webinar

– Text (sadly tests out better than HTML for most)



Email.

• Warnings:
– From Line from someone recognized.
– Subject Line Concise – not spammy.

• 50 characters (first 20 most important)
• Know spam triggers

– Design with Preview Pane in mind.
• You have 4 square inches.  Hook them within the first 1 ½

inches.

– Test your designs for blocked images, different 
browsers, different equipment.

– Don’t design using one large image.  Put your hook in 
the headline.



Email.

• Warnings:
– Landing pages are often forgotten but 

EXTREMELY important.
– Test different designs and copy.
– Target lists.
– Make certain you are CAN-SPAM compliant.
– Be diligent about list hygiene.
– Grow your lists organically.





Take stock.

• Do a complete audit of all customer 
touchpoints.

• Take full advantage of every opportunity 
you have to push a visitor through the 
conversion funnel.

• Make revisions based on the data.  Don’t 
execute and walk away.



Thank you.
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