R&D for Product Innovation
& New Revenue Streams

Vince Errico, Chief Digital Officer
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A US-based company founded in 1922

A Company name changed 3 years ago to Trusted Media Brands
from Reader 6s Digest Association

A A dozen magazine titles, of which, 4 largest are:
I Taste of Home
i Reader 6s Digest
i The Family Handyman
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50+ countries

In the U.S.

A Top 50 ComScore Property

A 60+ Million Monthly Unique Visitors

A 40+ Million Monthly Print Readership
A Number 1 and Number 2 Magazine Brands on Pinterest
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MISSION

Connect consumers with compelling
content, uplifting communities,
and products & services that bring
their passions to life.
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BENEFIT OF LEAN/AGILE

WORK PROCESS: IN COMPLEX AND DYNAMIC PROJECT CONTEXTS, AN

AGILE WORK MODE ENABLES THE ACHIEVEMENT OF GOALS

ACTUAL GOAL

New insights

N

Unexpected barriers

™

New requirements

Ny

WATERFALL METHOD

KICK-OFF @
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INITIAL IDEAS

Deriving Digital Revenue From Deriving Print Revenue From Deriving Digital Revenue From
Original Print Magazine Content | Original Digital Content Original Print and Digital Content

Detailed Family Handyman buildir Most popular health content from Online Learning classes for Taste
plans (for sheds, patio chairs, etc. ReadersDigest.comade into SIP Home and Family Handyman

@ https:/fwww.mydiyuniversity.com
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Learn More. Build More. With Online Classes from the Pros.

Build your skills at home, From sharpening your DIY skills to growing your home repair small
created for you by the experts.
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ONLINE LEARNING:

TECHNICAL &

OPERATIONAL

At abasiclevel,isthe
platform/site functioning?

Aretheinternal teamsin

place to support basic site
function?

TastesHome Rgi%ger’s h“é‘ﬁ’dyman

SIT

b B
INITIAL AUDIT ERANDS
3 @VErico @DISummit

E EXPERIENCE CONTENT
OFFERING

Isthe visual design helping ~ Are we making it easy to

or hurting? ~understand the benefits of
 aspecific dlass?

Isthe site easy to |

understand and navigate?  Are we offering the right

PRO TIPS

kind of classes, both in
topic and format?
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U Traditional waterfall approach was too slow

A Substituted marketing research when live in-market testing
would have been more effective

Looked too much like free YouTube content
Aimed at the wrong audience segments
U  No instructional design expertise employed
A Not enough supporting educational materials (non-video)
First year results showed marketing promise, but low renewals
U Wrong business model, too slow to adapt model to inputs
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U Moved to design thinking/lean product/agile/growth hacking organization

Shut down Taste of Home (repurposed assets)

Segmented course offerings and launched differentiated pricing models:
A Premium workshops with live instructor $150 - $300 price range
A Quick course (self paced, asynchronous support) $20 i $50 price range
A Subscription model (all you can eat) i still testing price ranges

U Hired instructional design expert and added supporting educational materials
(non-video) where appropriate

More live, in-market testing
Rebuilt business model based on reality
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U  79% increase in revenue between year 3 & 4

U 61% increase in revenue between year 2 & 3
U 18% decrease in revenue between year 1 & 2

Costs & Margin as a Percent of Revenue Year Year - Year : Year ¢ (Proj\e(g?erdfj
Revenue 100% 100% 100% 100% 100%
Expenses 155Y% 100% 100% 90% 85%
Margin -55% 0% 0% 10% 15%

Digest LIVING

TastedHome Readers Hhafidyman [[i§i3] HavenHome ggigf)mé &IV RSy  REMINISCE  Country  CountryWoman —farm&rapch



ONLINE LEARNING: FAMILY HANDYMAN y ) » it

3 @VErico @DISummit

RELAUNCH RESULTS

i
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TastesHome Rgigeger’s haiidyman

Bringing in customers completely new to the brand

Increasing LTV of existing Family Handyman customers, in some cases by 5X
Attracting highly skilled D | Y 6(eot osiginal target of beginners)

SEO is much more important channel than expected

Higher cost of acquisition drives marketing synergies with other products (post
transaction offers)

A Leading to another new product: Family Handyman Insider
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Haam_ildyman MEMBERSHIP FEATURES

U Unlimited Quick Classes
U Detailed Project Plans

U Family Handyman

3‘9 itt ALIIt-) you;self Wit: _ 3 | Magazine Subscription
is toolbox of support.
PP U Ask the Experts

Tackle even the hardest projects with 24/7 .
access to project plans, online quick classes; , (aCCeSS tO OUI’ EdItOI’S

Family Handyman magazine & exclusive

benefits! - = and other experts)
' - 0 Monthly frailsid
Newsletter

Start With a 14-Day Free Trial »

MictadHnme adere el cansTaueTEn Birds FTa] FAMILY HANDYMAN o ‘
Tastee'Home l{‘()iggcrs h#ndyman HavenHome 500 ms DIY UNIVERSITY BFMINISC[ Country CountryWoman —farm&ranch



3 @VErico @DISummit

Vince Errico | Chief Digital Officer | Trusted Media Brands | vince.errico@TrustedMediaBrands.com
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