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New Zealand’s largest media company

Fairfax NZ reaches 3.5 million New Zealanders every month
(88% of population) via its digital and print brands
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NEW ZEALAND'S LARGEST NEWSROOM
-~ MORE STORIES MORE JOURNALISTS
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CONTENT

WE WILL RETAIN AND
GROW AUDIENCES BY
INVESTING IN CONTENT

AND QUALITY JOURNALISM,

BECAUSE TRUSTED
CONTENT WILL ALWAYS
BE SOUGHT AFTER.

=

COMMUNITIES

WE WILL GROW BY
CREATING AND
FACILITATING
COMMUNITIES BECAUSE
WE RECOGNISE THAT IS
HOW PEOPLE CONNECT
AND STAY INFORMED.

COMMERCE

WE WILL ENSURE ONGOING
PROFITABILITY BY
BUILDING NEW
BUSINESSES - CREATING
NEW ENVIRONMENTS AND
PARTNERSHIPS THAT
NEW ZEALANDERS VALUE.

&




FY18-21 Key Priorities

1 2 3

Grow engaged Diversify with Extend the
and high value new digital runway for our
audiences products and print products
services




ARPU Viedelr=the Engine oif Our Strategy.

Create premium
products and new
businesses

Payers

Subscriptions

Selling our
audience things E-Commerce
& Transactions
Retail, offers, coupons, vouchers

Convert, engage Authenticated Audience
and strengthen

loyalty Audience targeting, data products,
insights, content & audience partnerships

Attract, acquire & Mass Audience

develop our . - . .
audience Display advertising, basic content marketing




Grewing VMassrAldIEnce

Successes?

How?
Monthly audiences

1.47m =+ 2.07m

Monthly volume
170m Pls » 198m Pls

Daily audiences
524,000 » 1.1m

-+ Best coverage of major events
-+ Most comprehensive regional

coverage
= Social/SEO optimisation of stories
- Reticulate traffic

Attract, acquire & Mass Audience

develop our . _. . .
audience Display advertising, basic content marketing
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GrewingrAtthenticared Avudience

How? Successes?

Stuff memberships*

-+ Develop capabilities in identity 104.000 =+ 960.000

and data management
» Incentivise our audiences to sign Neighbourly memberships
up or declare their data 62,000 » 500,000

Convert, engage Authenticated Audience
and strengthen

loyalty Audience targeting, data products,
insights, content & audience partnerships




Neighbourly: Driving Membership + Revenue

Unique Audience
Rank Name (000)

MSN/Outlook/Bing/ 2,582

Dl' caver Your Nelgabourhood

e S

Microsoft 2,066

New Zealand 1,748
Government
Wikipedia 1,321
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http://nzherald.co.nz/

IRcreasing E-Commerce lifansactions

How?

Leverage new capabilities to launch multiple transaction-based products

Promote and train

our members to E-Commerce

transact with or via Transactions
Fairfax

Retail, offers, coupons, vouchers
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LUXURY READER OFFER

Yoot

Tovenriie Magarines & Newtganen
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IND-XED

Woew Decor Bacoom & Bettroom Kicter & Dtzing
uses wig shop far Mew Deslind's

Shop local.

Get all your favourite
magazines and newspapers
subscriptions delivered fo you
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" Fasd Secore Easy

Sove up ln 345 whar you shep sriine ladey

Subscribe to one of our lop picks loday:
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Why can we sell to our readers?

stuff

#19 most influential brand
#4 most influential media brand
#1 most influential publishing brand

I'm helping buy

According to lpsos’ Most Influential Brands in New Zealand 2017 this beach for NZ

B ‘.;-\_ﬂbuy(ht',hc.n_hr):
Our brands have influence and trust with their readers a

We’ve built credibility, trust and authenticity with our readers
through our community campaigns.




Creatingl g ValterSupserpiien Produicis

Create premium
products and new

businesses Payers

Subscriptions




ihe SUcecess o Stufif Enre

stuff. fibore rricng  Agdons -

Here comes the super fast fibre internet you've always

dreamed of.



FY18-21 Key Priorities

2 Payers

3

Extend the
runway for our

Diversify with new Subscriptions

digital products and

services E-Commerce
Transactions

/ Retail, offers, coupons, vouchers prlnt products

4

Authenticated Audience

1
Grow engaged
and high value
audiences

Audience targeting, data products,
insights, content & audience partnerships

Mass Audience
/ Display advertising, basic content marketing




Extending the life of print @Media

® Review traditional print models to improve efficiencies
® Optimise revenue through targeted pricing model

® Minimise churn with CLV engagement activity

é ) 4 ) 4 )
Reduce costs Increase Reduce
and yield from churn and
maximise print increase
impact of products to tenure
fixed costs of optimise through
print revenue engagement
\ products ) \ ) \ )




Media

Reviewing traditional print models

Welcome

Nelson Malil
of the future.

Nelson Mail content Printed morning paper Strong community Adailyemail newsletter

acrossyour devices four times per week, dedicated fo the to

Athroe-thy per . papers across ! op
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[RYIpSN omal newsiattes aa Tt 4 ek Reiedon pieny Y advocating for our including keyinfo such

community as Family Notices

Melson The LEfler The Leader



Optimising revenue: Mather-based pricing

Parameters
® 9% average price increase across 10 print publications
® 10% “business as usual group” — priced by FFX
Progress
® Mather stop rate is performing marginally better after 3 months
® Tracking approx 1% up vs. budget for QIFY18 (Q1FY17 was
tracking -1.5%)

Stops
Target (Mather) 5.72%
Control (Fairfax) 6.06%
Incremental -0.34%




Optimising revenue: Mather-based pricing

Parameters
® Longesttenured publication: The Press
® First increases effective July 1, 2017

Progress

® Mather targets stop rate is (-1.80%) lower over 3 months

PRIVATE AND CONFIDENTIAL

Stops
Target (Mather) 6.19%
Control (Fairfax) 7.994%
Incremental -1.80%

@Media



Optimising revenue: Mather-based pricing

Yield has been retained and increased versus budget and versus FY17: lower volumes,

more revenue

4.00%

3.00%

200% -

1.00%

0.00% -

[1.00%) -

[2.00%) -

mFY18: Q1  FY17: Q1

@Media




The road ahead...

® CLV activity to reward and retain
® Include all data sets in Mather model

® Lead score to target and convert high valie andience




THANKYOU



Agency Trading Desks taking giant’s share -

50%
45%
40% -

35%
8 Google 32.9%
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lconic NZ Brane Client - Revenue Drven by INative

WEB

PRINT

NATIVE
MOBILE

2016-Dwc




