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10 SUCCEES

DISCOVER NEW TOUCH-POINTS
FOR 80% OF YOUR CUSTOMERS

WE CAN HELP YOU TAP INTO A
PRODUCT THAT'S BIGGER THAN
baseball, bigger than television and,
most important, 80 percent of your
current and future customers are
already enjoying it. Whether you're
Iooking to acquire new customers,
increase transactions with the ones
you have or save those who are
considering your competitors,
T [ et
relationship and increase loyalty.

According to Mediamark
Research, Inc., more than 80 percent
of American households read at least
one magazine. In fact, the average
American household reads six different
magazines each year. Not even the
smell of the grass, the crack of the
bat and the thrill of the home run
can surpass magazines' mass appeal;
magazine readers outnumber
Tt b T
24t one! And, according

cross-media comparison by the
Magazine Handbook Initiative,

the top 25 magazines lead the top
25 television programs in reaching
major target audiences.

As the #1 provider of consumer
magazine subscriptions, we're
constantly finding new ways to
leverage the popularity of magazines
to achieve our partners’ goals. Our
patented subscription model enables
us to subsidize front-end introductory
offers, like free-to-paid subscriptions
and premiums, which are proven

incentives for desirable customer
behavior. Plus, magazine partnerships
and third-party sponsor offers
represent dynamic marketing

synergies that make an overwhelmingly
popular product even more
compelling for your customers.

The average
American household
reads six different
magazines each year

Any of these successful tactics
combined with a targeted marketing
message can energize your acquisition
efforts, add value to your existing
customer relationships and improve
retention conversion rates. As the
leader in connecting customers with
top consumer industries, Synapse can
show you how to make these
successful programs work for you.

Client

Communication

he retail sector has never suffered
from a shortage of challenges.
cently, the upsurge of web
retailing, increased price competition,
rising personnel costs and other
factors have ratcheted up the
intensity. Now, more than ever,
retailers are under the gun to increase
the profitability of their stores and
strengthen customer loyalty, while
maintaining tight controls on costs.

But

To help achieve those challenging
goals, Synapse developed Retail Rewards,
and the program continues to be an
ever-growing success. Currently in place in
over 8,000 stores, it offers them a proven
source of incremental revenue with no
ventory cost and no financial risk.

Retail Rewards enables retailers
to acknowledge and reward customers
for a purchase by offering them a choice
of magazines for a free three-month
period. In-store displays and brochures
promoting the program are customized
to complement each store’s branding
and customer demographics.

Qualifying customers, assisted by the
sales associate, provide their magazine
selections and mailing information,
which is forwarded with the purchase
data to Synapse for processing.

The retailer is paid a negotiated fee
for each Retail Rewards order processed,
whether or not the consumer continues
beyond the free period. Tht incremental
revenue can have a signi pact on
the bottom lin. Targeted at chains of
100+ stores, the program generates.

a multi-million dollar cash infusion
annually, all from just one acceptance
per day at each store. What's more,
because the retailer incurs virtually
no cost, the revenue generated has

a particularly high margin.

To help ensure seamless integration
into the store, Synapse provides free
training for sales associates s well as
regional, district and store managers.

The magazine offer to the customer
can be modified to support the various
business objectives of the retailers. For
instance, to provide a more impactful
customer thank you, retailers can
sponsor a full year's subscription.

To generate store traffic and
incremental spending, the magazine
offer can include a prepaid gift card
for use on a future store visit.

Retail Rewards s in place with
retailers in a variety of categories,
including entertainment, apparel,
home decor and sporting goods.
Although a diverse group, these
partners share an interest in the
program’s core benefi rating
high-margin revenue and building
customer loyalty.

« Rewards shoppers with free
magazine trials
« No hard dollar cost for retailer
offer

« No cost for customer to accept
« Generates high margin revenue
« Retailer paid whether customer

g

EVERY MARKETER HAS THE
same core strategic objectives:
acquisition, activation, usage

and retention.

To help partners achieve these
objectives, Synapse has successfully
applied a focused, practical approach
— identify incentives that consumers
clearly want, and offer them as a
reward for the desired behavior.

It would be easy to dismiss
this approach as overly simplistic.
However, the results from the
marketplace indicate a level of
effectiveness and a bottom-line
benefit that are too compelling to
ignore. In one recent effort aimed
to incent usage from new credit
card holders, a simple direct mail
package offered a choice of gifts
in return for using the card. The
gift selections consisted of items
that are also sold through various
statement inserts, and ha

nerated over 500 million unit sales.

Not surprisingly, this
proven consumer appeal
translated over when those
items were offered for free
and the mailing generated raw:
response rates of 18 - 20%.

While response rates ke that
are impressive in their own right,
the ROI to the issuer is the real news.

Customer acquisition costs
average from $125 - 150 in the
credit card industry. Of those
customers acquired, 1 out of 3 never
use the card, making the effective
cost of acquisition that much higher.

In essence, the Synapse program
provides investment protection
Forthe initial cost of acquisition

by allowing marketers to convert
more of those responders to active
consumers, for only $10 - 15 a head.

Synapse also offers a sophisticated
data capture and fulfillment
infrastructure backed by an award-
winning customer care system. So
the program offers a true turnkey
solution.

This proven formula can also
be applied to incent other desired
behaviors - everything from online
bill payment, to referring a friend,
to purchasing ancillary products and
services. In every case, the program
provides a simple, effective and
cost-efficient way to achieve key
strategic objectives.
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