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In an industry where print and advertising
GIFTS ART & PRINTS HOME & GARDEN CLOTHING F revenues are. I.n dec"ne’ Fa.lrf.ax MEdla |00ked
beyond traditional subscriptions to successfully
launch a single e-commerce destination.

mid-career Australian artists, plus
exclusively curated prints.

’A W ‘ ’_? | With print and advertising revenues in decline, diversifying consumer revenue beyond
looked at our two key assets - a monthly audience of 11.3 million people, and trusted
creators of quality content - and saw an opportunity to leverage the two, diversifying

Diséover handpicked emerging and Many publishers have e-commerce stores, with limited levels of success. To make a
tangible impact on revenue, we needed to convert an audience that was visiting our
needed to be a seamless experience, which led to our breakthrough idea: ‘Content-
driven commerce’, and a distinct e-commerce brand - The Store - to suit all Fairfax

A e Business problem
subscriptions was becoming increasingly critical to the success of Fairfax Media. We
I N S P I R E , our revenue streams by launching a successful single e-commerce destination.
Our solution
sites intending to read the news - into valuable online shopping customers. This
publications and readers.

SLAE S Research demonstrated that our audience values quality over excess, so we used our

in-house expertise in content and curation to bring to life a store that contained only
items that came recommended by our trusted journalists. Having a single
e-commerce destination harnessed the combined size and spending power of our
total audience, maximising traffic and encouraging browsing across categories, driving
incremental spend.

Results

By harnessing our two key assets - a large audience and expert curators, we not only
Created a trusted shopping destination, but we also developed a completely new
revenue stream for a traditional publishing business.

In the seven weeks since introducing The Store as a consolidated and distinct
e-commerce store, we haven't only diversified consumer revenue beyond
subscriptions - we also grew e-commerce revenue by 700%.

increase in traffic the Fairfax growth in
beyond to the Fairfax Media Media audience via e-commerce revenue.
subscriptions. e-commerce offering. e-commerce.
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Best new concept or innovation to create new profit centres

The Store

Some of our curators

Content-driven commerce.
Here’s how we found the products our readers

didn’t know they wanted.

The Store by Fairfax was curated by design experts from our various
publications: The design writer from the Australian Financial Review, the
fashion and lifestyle editor of The Age, and the art director from The Sydney
Morning Herald’s Sunday Life magazine, for example. We used their
expertise in content and curation to bring to life a store that contained only
items that came recommended by our trusted journalists. Having a single
e-commerce destination harnessed the combined size and spending power
of our total audience, maximising traffic and encouraging browsing across
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Stephen Todd

categories, driving incremental spend.
Eliza Iredale Melissa Singer
Art Director of Sunday Life Fashion and Lifestyle Editor of Design Editor of the Australian
The Age and The Sunday Age Financial Review

A single destination for our total audience

Curator excerpt example from The Store

for warming up a space, but is restful, too. My wife
loves photo?raphy and would be delighted with this.
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The Sudney Morning Herald

INDEPENDENT, ALWAYS.

“I'm drawn to Caroline Walls’ strong,
graphic use of line and form alongside

N Ud e Seven a sensitive, beautiful use of colour.”
BY CAROLINE WALLS
KAREN MCCARTNEY

David Harrison
Desian writer

Author & design editor
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The Store Media

Trust built The Store. Examples of content-driven commerce from our publications

Special reader offer

PRESIDENT DONALD TRUMP Y > 2 [Special reader offer s

WINDOW TO A HAPPY PLACE

Quality

Research demonstrated that our audience values quality over
excess: Timeless clothing, collectable art, cool gadgets and
home wares by emerging designers. We ensured consistency
with the quality our audience expected from the Fairfax brand,
while providing a service that they couldn't get elsewhere.

; writes John McDonald.

ABOUT THE ARTWORKS

e

OFFER

Curation 5 ’ b lv ¢ | 1 READER

Through the power of our expert curators and their
recommendations, plus expert guotes on every product,
we created a marketing platform for 3000 unigue products.
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Location

By using the drop-ship model, we made a commission

of 30% on every sale, and kept readers within the Fairfax
network, rather than driving them elsewhere for purchase.

SIGNED, LIMITED-EDITION GICLEE PRINTS

James Drinkwater

CELEBRATE AUSTRALIAN ART WITH A SPECIAL
COLLECTION OF Wi Al RINKWATER

The Last Light

BY JAMES DRINKWATER

Alex McCulloch is a Melbourne-based art consultant, curator, broadcaster and

"fames Drinkwater brings together
abstract, dream-like images with
actual experience of the Australian
landscape. His love of colour is drawn
as much from nature as it is from his
imagination.”

author committed to promoting and exhibiting emerging and established
Australian artists. His consultancy, Orphic Creative, is dedicated to connecting

art and business.

“Look for work that can be looked into,
which offers new visions on each sighting.
You will never regret spending money on

ALEX MCCULLOCH ﬂ?’!:g??ﬂﬂf ﬂ?’f‘n’ﬂﬂ?’k."
Art consultant




Results

By harnessing our two key assets - a large audience and expert
curators - we not only created a trusted shopping destination, but
we also developed a completely new revenue stream for a
traditional publishing business.

In the seven weeks since introducing The Store as a consolidated
and distinct e-commerce store, we havent only diversified
consumer revenue beyond subscriptions - we also grew
e-commerce revenue by 700%.

300% increase in traffic
to the Fairfax Media
e-commerce offering.

Diversified
consumer revenue
beyond subscriptions.

700% growth
in e-commerce
revenue.

Monetised the Fairfax
Media audience via
e-commerce.

Harnessing our print assets to drive our audience to The Store

ESTINATION FOR AUSTRALIAN DESIGN
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Examples of content-driven commerce from our publications

Melbourne horror i

unfolded

Weekend oo REZER, 200

ml;e Sudney -lﬁnrmng Herald

AUSTRALIA DAY SPECIAL

The whlmswal
cosmos of Del

eccentric
Prize-winning artist Del Kathryn Barton's it
Australian bush upbringing deeply influences her
shimmering delicate work. writes Myffy Rigby-
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The Highw 0 (2015), by Del Kathryn Barton. To own a signed, limited-edition g|clee print
of this work, or a choice of thers from this goto com.

SIGNED, LIMITED-EDITION GICLEE PRINTS
—_—

Del Kathryn Barton i

COCLELEBRATE AUSTRALIAN ART WITH A SPECIAL
ECTION OF WORKS BY DEL KATHRYN BARTON
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BY FAIRFAX

Available only from thestore.com.au/barton
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Home » Arists > The Highway is s Disco
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The Highway is a Disco

BY DEL KATHRYN BARTON

$450.00 - rree oeLvery

Ships from

Sydney NSW

* SIZE AND FRAMING OPTIONS What's this?
- PLEASE SELECT -- v
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DESCRIPTION ~

Hand-signed limited edition giclee print of only 125. Delivery can be upto 6
weeks due to the logitsics of printing, signing and framing (i selected)

*0f all the work I've made, this painting is very dear to my heart. The success of




