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2010 Events Schedule

« MAAX User Group - March 22" & 231 - Las Vegas (tentative dates)
« NAA mediaXchange - April 11t through 14t" - Orlando

« INMA World Congress - April 26t" through 28t - New York

« Roundtable on Strategic Marketing - August 22" through 25t - Vail

 Mini MUG - TBD

.
sMartFocusAs]EcH



Mini MUG - Agenda

e 10:45 Subscriber Collections Efforts
Andrew Schneider - The Washington Post

e 11:15 Campaign Automation
Tony Kelly - USA Today

e 11:45 E-Edition and Community Outreach
Heather Perez - Detroit Media Partnership
e 12:15 Lunch

e 1:15 Strategies for Increasing Sales with MAAX

Pete Barend - Minneapolis Star Tribune

e 1:45 Using smartREPORTER Throughout the Organization

Daniel Williams - New York Times Regional Media Group
e 2:45 Break

e 3:00 Using MAAX & EChannel - Post Points Communications
Molly Urciolo - The Washington Post

e 3:30 Circulation - Starts & Saves Brainstorming - Open Forum
Linda Ford - USA Today

e 4:00 smartFOCUS - Development Road Map
Will Condon - smartFOCUS

e 4:30 Future Needs - Product Development - Group FOI'LgflnartFoCUSAS:orECH
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Application Tools

Marketers
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Marketers
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Data, Tools & Process
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2009 Review

e Infrastructure
- Network Management/Monitoring Systems
- Case Support/Call Tracking System

e Production
- Database Updates - Automation (“Front Range”)
 End to End Process Automation
« Conditional & “Self-healing” Processes
« Alerts, Notifications

- SAP/Data Services Conversion
- Quality/Resource Management

« Database Diagnostics
« Database Desigh Recommendations
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Database Update Monitoring
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Support Cases - Monthly

Level 5 - Client-Database Change

Level 5 - Client-Research

Level 5 - Internal-Action Required
0 50 100 150 200 25
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2009 Review

« WebEX Series
- Monthly/Bi-monthly Workshops
- Instructional/Application Focus
- Sessions recorded - “Soon” to be available from web site

e Training Library
- Revised Workbook
- Training Pack/Samples On Line

« smartMARKETER EChannel “Connector”

- Records Email Send, Receive, Opens, Clicks to SQL database

- Enables download of SQL database for analysis/integration with MAAX
- Enables upload of Campaigns/Target Lists from MAAX

- High configurability
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Data Flows - EChannel Connector

Clients System

AV

SQL Data from
Booth Booth

Opens, clicks etc

Joins to AMST

Refresh Process
Daily? Weekly?
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Connector

MAAX/Viper
Database

Text File Output
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Watched Folder

Processed Folder




2010 Initiatives

 Data Center
- Client Migration
- Transparency
- Citrix Web Client Interface

- Capacity Enhancement
- Test/Development Environment

o Client Software Upgrade - v6.x
- 64 bit OS, Performance
- New Functions/Virtual Fields
- Backend Operation Improvements

v
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Marketing Transformation Map: An Example

0 to 6 months 6 to 12 months

Resources well trained in
marketing automation

concept and delivery. activity. -

Execution focused. ‘Test
& learn’ understood but

not fully established. Active knowledge sharlng

and best pract1ce

Well defined roles and .
responsibilities. ...~ ’

People TR : High degree of

Fully documented current

processes, identify best

practice approaches.- :
Op

Manual campaign process.
Learning not applied to
future marketing.

Initial integration with
- ‘channels and buying
behaviour. To

conta
procedureés..

Process .. -

Ll Robust and clean
centralised single
customer view with profile

No central view of and marketing data marts

customers. No-integrated for segmentation and
purchase history or predicting behaviour.
responsehistory. No

behavioural predictors.

response.

S Data

Marketeis focused on
strategic value-added

Automated and
optimised customer .
lifecycle mandgement. .-’

automated process. . - *

Behavioural metrics. "

Cur'rer'mt technology is
restricting scalability and
_-Optimisation of cost to

18+ months

Marketing processes and
intellectual capital sto ,ed'
in a central shared~ "’

repository.

profiles.

‘Closed loop channel
integration.

imised data structure:
o support marketing
decisioning.

process.

Robust response and
management

: implemént marketing

automation infrastructure
and core components. |

Current technologies will_'"' ’

not fulfil closed loop
marketing.

Technology

Marketers empoweréed by )
marketing automation., .-’

Highly targeted data <
segmentation with <"
predictive beha 1our

.automation with

_-aute ~ Global
fulfilment and proactive
response mgt. control of

. .Deploy technologies to
manage and opt1m1se the
customer interactior -

Implement operational
marketing platform.

."Competition is eroding
" margin. The need for
change is recognised.

Objective )

Intégrated marketing

market share.

Fast reaction to a
’ 'changing market

control.

.Culture change through
. communicated measurable
benefit and goal setting.

Benefits of marketing
.automation solution are
cdmmumcated and
understood: -Build advocacy.

Culture

CRed - Current State Black - Future State
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