RELEASE IN FULL

“

From: Sullivan, Jacob J <Sullivan)J@state.gov>
Sent: Friday, December 16, 2011 6:33 PM

To: H

Subject: FW: MediaPlanet explanation

| asked one of my very smart staffers to look into this Media Planet thing. This is what he came up with. Pretty
interesting model.

From: Cho, Albert H _
Sent: Friday, December 16, 2011 4:25 PM
To: Sullivan, Jacob J; Crocker, Bathsheba N
Subject: MediaPlanet explanation

Jake and Sheba,

MediaPlanet is a private media company whose business model is summarized in fine print in the supplement you
provided: “Mediaplanet’s business is to create new customers for our advertisers by providing readers with high-quality
editorial content that motivates them to act.”

Their website (www.mediaplanet.com/about/concept) explains this further.
Q: Why should | work with MediaPlanet?
A: We convert advice-seeking readers and viewers into customers.

In short, they pick séxy topics, pull together inexpensive content, create an attractively produced “media supplement”
that gets bundled into a major paper, sell advertising, and capture the spread between what the newspaper charges
them to distribute the supplement and the advertising revenues they can attract by picking a sexy topic. It looks like the
issue du jour was “Every year, 10 million girls become child brides” — designed to entice readers to open the section.
Because the supplement was truncated, | couldn’t find all the advertisers — but one was for an NGO called Women
Thrive Worldwide, at www.womenthrive.org. If you are interested, we can try to dig up the original supplement and
follow up on advertisers, but I'll wait for instructions. Further detail on the business model is described in text from the
mediaplanet website below.

Let me know if this is sufficient or whether you want more?
Al

FURTHER TEXT BEGINS HERE.

We find your target gro'ups

Mediaplanet's ambition is to help you retain old customers as well as win new ones. Every time we introduce a paper or
Web-TV production on the market we try to facilitate a positive meeting between our advertisers and readers/viewers.
Initially we identify the information gap: the need for knowledge. We decide upon a theme that appeals to this need, that
communicates efficiently and directly with its targeted audience. Secondly we chose a distribution channel with readers or
visitors that correspond to the current theme. We only partner with papers and online sites that add positive value-based
associations to our products and thus your goods and services. Finally the content of every theme matches both the

needs of our targeted readers/viewers, and the commercial solutions presented to them by our advertisers - you.
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Moving the reader/viewer to act ‘

We see every article and Web-TV episode as a business opportunity. Our task is to transfofm the readers and viewers
into valuable customers, something we do by moving them to act. The transformation process consists of: 1)
Identification, 2) Trust and 3) Action. Initially we identify the reader's and viewer’s problem. Based on thié knowledge we
find sources that they can trust. Every story is then carefully constructed to make people want a change, and the
advertisers offer the chance to do just that — change! After reading an article or watching a Web-TV épisode the feeling
should be: “I have to do something about this!”. It is this feeling that converts the advice-seeking reader and viewer into a

new customer of your company!

Albert Cho

Office of the Secretary
Policy Planning Staff
choah@state.gov
(202) 412 5808
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