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FTI's Telecom, Media & Technology

Industry Practice Overview | Publishing

About FTI Select Publishing Clients
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Publishing Leadership Team

Pricing | Revenue Enhancement

Ken Harding

Senior Managing Director

Bruce Benson
Senior Managing Director

Prayag Patel

> Senior Director

<

~
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Denver
+1-303-689-8875
Ken.harding@fticonsulting.com

M Leads the FTI Publishing Practice.

B Over 30 years experience of direct
involvementin 200+ publishing projects
for newspaperand media companies of
varying size.

M Works at the corporate and business-
unit levelto lead performance
improvement, merger integrations,
business strategy, due diligence,
leadership, operational and revenue-
oriented engagements.

M Harding’s projects have delivered value-
based performance improvement plans
for Advertising & News Operations,
Production and Circulation | Delivery, as
wellas analysis and recommendations
for consolidation, centralization and
outsourcing.
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New York
+1-646-453-1289
Bruce.benson@fticonsulting.com

B Lead of the FTI Digital Practice.

M Over 25 years of experience in media
and technology, with consulting
experience in strategy and market
planning, economic analysis,
operational effectiveness, intellectual
property managementand IT
preparedness.

M Publishing experience includes
engagements with Pearson, McGraw
Hill, Oxford University Press, Random
House, Simon & Shuster and Harper
Collins.

M Additional engagements include
Sotheby’s, Sony Music, Sesame Street,
Microsoft, Bertelsmann, Viacom, Young
& Rubicam, Ogilvy, NBC, Disney, T-
Mobile, New York Times and Boston
Globe.

New York
+1-212-841-9312
Prayag.patel@fticonsulting.com

M Over 14 years of experience in multi-
channel Digital Strategy development
with a focus on user acquisition and
engagement.

B Engagements include project
management, product development,
digital process optimization,
integration, and due diligence.

M Specializes in Digjtal Technology
transformations and Advertising
Technology relatedto RTB and
Programmatic Ad buying for Digital
and other Media platforms.

M Prior to joining FTI, Mr. Patel led the
development of award winning Digital
programs for brands in various
industries to strategically connect
with target audience demography.
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Sales Effectiveness
Enabling Revenue Performance

Establish the Sales Fundamentals FTI Services Build the Foundation

Effective
Organization &

Workflow

*

Go to Market

Maximize Revenue

DIVERSIFY Account DIGITAL Opportunity

Revenues RETENTION Growth

Effective
PROCESSES

Reward
Performance
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Sales Effectiveness
Key Engagement Components

Assess:

Organization
Structure |
Performance

Span of
Control

Account
Load

Organization | Performance

,5%, Workflow | Productivity

Assess:

Print |
Digital
Workflows

Tech.
Gaps |
Enablers

Linkages
To Ad
Operations

Create:

Productivity
Metrics

Assess: Q Compensation

Create:

Basic Metrics
for Base,
Commission

Pricin
icing & Linkage

Discipline
Performance

Discounting

Advised
Leakage v

Commission
MELT

Create: Compare:

Historic vs.
proposed plan

Revenue, Rate &
Trend Metrics

Use Rate360

payout; link to
Rate360

Grow incrementalrevenue and rate with secondary goal to reduce costs if they do not impact revenue.



Pricing Assessment
Drives Rate350 Pricing Foundation

Based on trailing 12-24 months data assess actual revenue, volume and rate datafor advertising
full-run, zoned and digital products | Frame pricing discipline and discount and premium practices
| Assess buying attributes for better performing advertisers | Develop a pricing curve by product
and channel by determined category | Finalize discounts and premiums

o ®
‘e
ol
° ® . ® Pricing Ra:j:§60
Advertising Order® Market Yield Strategy | Engine to
PS Database Dynamics Levers g

Price

Identified
Proposals

| |

* Rate Discipli * Rate360 Tools
360 analysis based Deep Understanding :ate. scipiing _
on 24 months of of Pricing * Discipline by Rep « Tiered Rate
order data Performance and Key * Rate by Category Cards
Drivers of Yield | .
Rate and Pricing CPM Lens vs. Rate
Discipline « Section Yield

* Day-of-Week Yield

* Seasonality Yield

* B|W vs. Color Yield

* Advertiser Performance
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Reducing Randomness in Pricing
Use an Analytical Approach to Augment Negotiations

Companies that increase their level of analytical rigor and practical know-how have seen

increases on yield of two to seven percentage points....recent published study

SITUATION
400
i Y Current Spend vs. Rate
$350 L%
*
$300
$250 y =-13.9In(x) + 148.77
0 R2 =0.109
T $200
o
$150 .
$100
$50
_ A A &

$0

¢ AdUnits =—Log. (Ad Units)

SOLUTION
Proposed Log Curve
$160
$140
$120 y =-17.28In(x) + 238.59

R?=0.9961

*

$0 $50 $100 $150 $200 $250
Annual Customer Spend ($000's)

Companies lack a standard
process to manage advertising

prices, & the rate card has
become irrelevant
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FTI has successfully
developed a “Log Curve”

model using advertiser annual
spend & effective rate




Sample Analytics
Section | Location

Full Run Edition: Revenue and Rate by Section

Rate
Section $40.00 $80.00 $120.00 $160.00 $200.00 $240.00 $280.00 $320.00

Local-Metro-City-State Avg. Ali Sections $47.01

RE Display Ads

Life

" Main A Section Premium

Food

Main

Main A Pg 2

Sports

Restaurants/Eats
Rate Too Low or Business

Life Pg1

Too High? o
Split Billing Ads - Dollar . - 0

Movies ' .

Local Pg 1 - .
Theater .

Sports Pg 1 [ )
P Main A Pg 1 E ......
[
B

ROP Ads running near ..

Split Billing Ads - Ad Size|

MainAPg3 . .

Wrap Spadea Main Inside

e
Wrap Spadea Main Outs... .
Arts ”

Wrap Spadea Other Out.. .
Wrap Spadea Other Insi.. .

Golf .

Business Pg 1 .
Religion .
Palm Beach Notables A.. 1]

F T I $0 $200,000 $400,000 $600,000 $800,000 $1,000,000 $1,200,000
CONSULTING Net Revenue




Sample Analytics
Day-of-Week by Category

Are you effectively pricing across the week to maximize rate and volume?

Full Run Edition 1: Revenue and Rate by Day of Week

Full Run Edition 1:
Rate by Day of Week

B Health Care $60.00 Monday $39.08 (16.9%)
[ real Estate Tuesday $40.05 (14.8%)
B Retail
$51.14 Wednesday $31.43 (33.2%)
$2,000,000 Measure Names .
M Rate T — $50.00 Thursday $51.14 8.8%
’ $47.32 Friday $57.66 22.7%
$40.05 Saturday $47.32 0.7%
$1,500,000 | $39.08 e Sunday $63.65 35.4%

Grand Total $47.01

Net Revenue
Rate

$31.43 $30.00
$1,000,000 12,520 Full Run Edition
RESTAURANTS EXCLUDED
11.38%
29.86% Monday $39.33 (22.9%)
3500000 Tuesday $40.26 (21.1%)
$10.00
53.40% Wednesday $43.70 (14.4%)
Thursday $51.20 0.3%
s $0.00 Friday $60.80 19.1%
Monday Tuesday Wednesday Thursday Friday Saturday Sunday Saturday $47.72 (6.5%)
Sunday $64.06 25.5%

Grand Total $51.04
ﬁ CONSULTING 11



Sample Analytics
Rate vs. CPM

Review Revenue vs. CPM by Product

$120.00
$10,000,000
$109.30 $110.00
$9,000,000
$100.00
$8,000,000 $90.00
$7,000,000 $80.00
» $6,000,000 $70.00
>
@ $60.00
% $5,000,000
=
Not pricing Zoned Audience as $50.00
$4,000,000 . .
High as Mass Audience
$40.00
$3,000,000
L $30.00
$2,000,000
$20.00
$1,000,000 $10.00
$0 $0.00

Product 1 Product 2 Product 3 Zoned North  Zoned North Zoned Central Zoned Central Zoned South Zoned South
Product 1A Product 1B Product 1A Product 1B Product 1A Product 1B
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Rate360 mather: ﬁ ENSITIN(!W

Sales & Revenue Optimization

&) a web based, multi-device application to price Print and Digital ads

@ Add Value and Discipline around Ad Pricing

Replace static rate cards with dynamic and

i o
B 6 lijptsz: e intelligent pricing
6 Selling Audience ® Shift conversation to selling audience and
Ineffective b g demography through analytics integration

Static

Rate

Cards s 4 . Lower rates through spend

Improved Commitments o , .

commitments as opposed to discounts

Web based, customized, and efficient tool for
Improved Process © .

account representatives | sales staff

Real time data ® 3rd party integration with ms_ert:on and fulfillment

— systems and access to real time data

Imoroved Pricing  ® Digital Pricing based on inventory availability -
p & apply premiums for inventory with high demand

ﬁ F T I
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CRM

Rate 360

Ad Booking

a.l Listener &DFP  Ad Tracking

Workflow | System Interface
Rate360

Salesperson initiates a " s Data passed back to
Quote from Salesforce Salesforce and Revenue in

Opportunity Page ¢ = pipeline with status

Print, Digital,

Bundles, and :
demography data : Bundle or a Quote Quote Acceptance - an

lated withi . generated within Rate : Insertion Order emailed to
'°°'°‘:;Zti 3:(; = : 360 : the Ad Booking

Details from the Insertion Order
are manually entered within the
Ad Booking System

Details from the Insertion Order
are used in Fulfillment Process

Integrate Listener data
and DFP inventory
availability to determine
pricing adjustments
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Steps In Using Rate360

Summary Use of the Engine

M Step 1: Enter the client’s M Step 2: Enter the client’s
commitment - establishes current Campaign spend

discount level :
Campaign M Step 3: Choose the product (Print,

commitment — B pamemm————— Digital (CPM based, or Digital Marketing
- et B o - Services), units, and related surcharges
— = — or discounts based on the criteria and
e : o enter the number of units the client
— - rodin wishes to purchase. Selectthe Run
—_— ous Dates for each unit. Can select the
Digital

g o same unit with different placement and

Balance

— . sofCampaion 1100 parameters for the same run date.

Others: Digital

DMS

Print Pricing

Commitment Non-

Allocated : Full Page E = i ‘ + Expand Ads
~E OON aining 5 - X v R
e . $25,000 - 905 $7053 $36.44 $16.94 Default I I
Allocated 1IU% S18112
- Day of - - - potential price per Units REmang Run Commitment = Readership
unit Type SR section eI Delivery Mode* e foee.per Eiopid Potential B b b Y
12 Mon ¥ Metro (-10%) V¥ No Color v Electronic v 14 $1,777.45 10 g 80
Horizontal
1/2Tower |Thu ¥ Business (-10% ¥ Process Color ¥ Electronic v 7 $3,332.72 [I] 5 g 2.7 2 1

Your Order: Wed Dec 11 2013 18:57pm

ted are oo for 7 days

M Step 4: If needed, manually
override the base rate for the

products Audience

Manually adjust base rates to reflect negotiated rates. These rates will override the calculated rates and will recalculate the corresponding Report & | I O
table above. To reset the rate back to the calculated rate delete the field contents (do not set to 0).
Print PCI National Print PCI Preprint PCI Traditional Digital CPM DMS CPM

| | | |

% Change from base % Change from base % Change from base % Change from base % Change from base

Order Totals:
everie  Percent of Budget Used Audience Reach 000
3,018

Reve ento 0005) Blended G2 @FPE
$95,476 95% 52303

ﬁ F T I’ MStep 5: Email the quote to the Client
CONSULTING and generate Client Receipts and |10




Rate360

Example Tableau Dashboard

| Industry and Customer Profiles

With data from Month of Full Date Year of Full Date Edition Description Splits Customer Name Customer Contract T..| | Industry Categories | | Sell Rep Name
either Rate360 | (Al v || || (Muttiple values)  + || || (Muttiple values) - || || cam v || || cam v || 1] cam ~ || [/ am -
or Order Select Data Metric 1 Dimensions | Sales Order Detail
Fulfilment, [rovme e @I Chon O s DY B e Coor e nae
spec ific and | Revenue by Month and Color | :DZEORCENT 157990  Main 119114 Sunday Full Color | $675|$33.35| +
. LINO 111614 Thursday Full Color | $506 [$25.01 |
customized o | 15 T ST Wedwsdsy — FulColor | 390632501
dashboards 2/9/14 Sunday FullColor | $675($33.35
. 157993  Main 3/9/14 Sunday Full Color | $675($33.35
can prowd e 3/5/14 Wednesday Full Color | $506 | $25.01
insi gh ts into 222592 Main 3/30/14 Sunday Full Color | $675 $33.35
data and - 3126114 Wednesday Full Color | $506 |$25.01
g 222715  Main 411314 Sunday Full Color | $633($31.26
metrics related % 49114 Wednesday Full Color | $475|$23.45
to customers - N - 4/6i14 Sunday Full Color | $633($31.26
5 = © 4j3114 Thursday Full Color | $475(523.45
and sales reps g § § 232813 Main 41714 Thursday Full Color | $633|531.26
= § sz 3 2 2 % § § 8 8§ 5 T & ¢ 343140  Main 12/14/14 Sunday Full Color | $625(530.88
g 3 s £ = 3 3 <g‘. g s § e 2 3 s 2 = 3 12/10/14 Wednesday Full Color | $572(528.22
Dashboards S 2 § o s & ° K 343357  Main 12121114 Sunday Full Color | $690 |$34.09
1211714 Wednesday Full Color | $506 | $25.01
allow efficient | Revenue by Month and Color 343748 Main 1118115 Sunday Full Color | $690 | $34.09
monitorin g of Month of Full Da.. Full Color Black and White One Color Grand Total 171415 Wednesday Full Color | $506 | $25.01
January 2014 891,326 233,668 1,124,994 | ~ 344168 Main 211115 Wednesday Full Color $506 | $25.01
Sales an d February 2014 983,269 200,331 1,183,600 F 2/8/15 Sunday Full Color $690 | $34.09
pe rfor mance March 2014 1,026,687 204,924 1,231,612 | - 344169 Main 3M1ns Wednesday Full Color $506 | $25.01
April 2014 746,117 158,939 415 905,471 3815 Sunday Full Color | 3690 | $34.09
May 2014 471,688 130,350 602,039 [— 344170 Main 4/515 Sunday Full Color $690 | $34.09
June 2014 342676 104,670 447,345 4115 Wednesday Full Color $506 | $25.01
July 2014 266,552 93,994 360,546 éS;IE:lE 219957 Main 4/314 Thursday Full Color $278 | $23.21
August 2014 293,079 88,304 381,382 247382 Main 51514 Thursday Full Color $278 | 823.21
September 2014 262,950 99,757 362,707 2700 NORTH 180815 RE Display Ads ~ 1/17/14 Friday Full Color | $1,820|529.59
=————ras T _OCEANLLC 104 Eriday EllColnr Ioe conloncon]

Select Dimensions
Il Black and White  [Jl] Full Color [] ©ne Color
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Critical Thinking at the Critical Time ™




