Membership
Website
Strategy

9 Deadly Membership
Website Mistakes & How to

Avoid Them

Don Nicholas
Chris Sturk

MEQUODA DAILY

nnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn



Mequoda Team

Advisory Board

Don Nicholas
Chief Executive Officer

Kim Mateus
Chief Content Officer

Aimee Graeber
Chief Operating Officer

Laura Pittman
Chief Financial Officer

Amanda MacArthur
Social Media Specialist

Chris Sturk
Managing Editor

Michael Phillips
Senior Information Architect

Patrick Hughes
New Media Producer

Roxanne O’Connell
Senior Usability Analyst

Gail Odeneal
Senior Editor

Terri Edmonston
Information Architect
Contributing Editor

Lowell Allen
Senior Information Architect

Peter A. Schaible
Senior Copywriter
Editor-At-Large

Julie Ottomano
Consulting Services Manager

Jeanne S. Jennings
Contributing Editor

Jack Edmonston
Executive Editor

Jane E. Zarem
Senior Editor

Robert W. Bly
Copywriter
Contributing Editor

John Clausen
Copywriter
Contributing Editor

Peter J. Fogel
Copywriter
Contributing Editor

Laura Logan
Copywriter

Larry Kerstein
Usability Analyst
Contributing Editor

Roger C. Parker
Contributing Editor

Cheryl Angelheart

Active Interest Media

Phil Ash

National Institute of Business
Management

David Ball

Consultant

Todd Bierle

Meredith Corporation
John Bolton

Aspire Media

Robert Brady

Business & Legal Resources
Laura Carlsmith
EatingWell

Andrew Clurman

Active Interest Media
James Comfort

The Successful Investor
Helmut Graf

VNR

Susan Hackley

The Program on Negotiation
at Harvard Law School
Clay Hall

Aspire Media

Elizabeth Hall

National Institute of Business
Management

TJ Harty

Aspire Media LLC
Caroline Heine
VibrantNation.com

Stuart Hochwert

Prime Publishing
Matthew T. Humphrey
Employer Resource Institute
Jeff Jackson

Farm Progress

Bob Kaslik

Aspire Media LLC

James Kerwin

Program on Negotiation,
Harvard Law School

Carl Kravetz
VidaySalud.com

Susan Laden

Biblical Archaeology Society
Jeff Lapin

Farm Progress Companies
Ronald Liem

DestinAsian Media

Dra. Aliza Lifshitz
VidaySalud.com

Pat McKeough

The Successful Investor
Stephen Reily
VibrantNation.com

Jody Reynolds

American Quarter Horse
Association

Larry Somers
EatingWell

Tom P. Vick

National Health Advisory
Institute

Tom Winsor

Lquine

Natalie Yelen

Y ASPE SN

Copyright © 2011 Mequoda Group LLC

Terms of Use

All rights reserved. No part of this report
may be reproduced or transmitted in any
form or by any means, electronic or
mechanical, including photocopying,
recording, faxing, emailing, posting online or
by any information storage and retrieval
system, without written permission from the
Publisher.

All trademarks and brands referred to herein
are the property of their respective owners.
All references to Mequoda™ and the seven
Mequoda Website Publishing Models™ are
trademarks of the Mequoda Group, LLC.

Legal Notices

While all attempts have been made to verify
information provided in this publication,
neither the author nor the publisher assumes
any responsibility for error, omissions or
contrary interpretations of the subject matter
contained herein.

The purchaser or reader of this publication
assumes responsibility for the use of these
materials and information. Adherence to all
applicable laws and regulations, both referral
and state and local, governing professional
licensing, business practices, advertising and
all other aspects of doing business in the
United States or any other jurisdiction, is the
sole responsibility of the purchaser or reader.
The author and publisher assume no
responsibility or liability whatsoever on the
behalf of any purchaser or reader of these
materials. Any perceived slights of specific
people or organizations are unintentional.

For More Free White Papers
http://www.MequodaFree.com

Contact Information
Mequoda Group, LLC
Customer Service
(866) 713-1005
77 Main Street
Hopkinton, MA 01748




Table of Contents

INtrodUCTION ..o ———— 4
Membership Website Content Models ... 5
Membership Website Mistake #1: Choosing the Wrong Format .......... 7
Membership Website Mistake #2: Having Too Much Content............... 8
Membership Website Mistake #3: Lacking Content..............ccccceeunnnnneee 9
Membership Website Mistake #4: Charging Too Much ....................... 11
Membership Website Mistake #5: Charging Too Little......................... 13
Membership Website Mistake #6: Lack of Market Access.................. 14

Membership Website Mistake #7:
Membership Website Mistake #8:

Membership Website Mistake #9:
Marketing.......ccooviiiiiiiiniinnirrreereeeeeen

(0707 ¢ Lo [11-7 [0 o R
More Free White Papers ...............

Membership Website Strategy

Ignoring Legacy Business Model.16
Ignoring Organic Marketing.......... 18
Lack of Cost-Effective Paid

Page 3 of 20

For more free white papers, visit http:/www.MequodaFree.com © 2011 Mequoda Group LLC




Introduction

Over past 15 years, Don Nicholas has guided the launch of dozens of membership
websites.

A membership website, like a subscription website, is an online information
product. It is a gated, content-based site that requires registration and sometimes
payment in order to view the content (or most of the content) that has been placed
behind a firewall. Similar to subscriber-supported print magazines or newsletters,
membership sites are considered user-supported—although some carry
advertising. Membership websites compare to a book, an encyclopedia, or a
library, but one that is online, frequently updated, and available 24/7.

Membership websites are relatively expensive to build compared to other website
models. Once set up with a good content management system, however, they can
become an excellent revenue opportunity for a competent online publisher. The
best ones include thousands of pages of valuable content, along with forums that
foster a dedicated and committed community of members—a place where like-
minded people come together online to find out what’s new, do research, and
communicate with each other, whenever they wish, on topics of mutual interest.

Building a membership website associated with a magazine, newsletter, or book
series always requires a great deal of forethought and evaluation, because the
model doesn’t work for every publisher. Success involves much more than simply
having an existing archive of issues and articles.

We have uncovered nine "deadly" mistakes that have become all too familiar
when we evaluate less-than-successful membership websites. We call them
"deadly" mistakes, because any one of them can cause a membership website to
flounder. By taking note of these common mistakes, publishers can determine—
before investing valuable time and money on the project—whether a membership
website should be part of their online publishing strategy.
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Membership Website Content Models

Before discovering the nine membership website mistakes, it’s important to realize
that there are nine content models — six premium and three affinity — that will be
mentioned throughout this report. Premium membership website content models
require registration and payment to access all of the content. Affinity membership
website content models require only registration to access all the content. These
content models include:

Premium Content Models

* Newsletter — The newsletter model is used to build subscriptions for a
related print or digital newsletter and to provide access to issues of the
newsletter.

* Club — The club model provides content and a place for interaction to their
core audience members.

* Magazine — The magazine model is set up to build subscriptions for a
related print or digital magazine and to provide access to issues of the
magazine.

* Periodical — The periodical model offers regularly updated news content,
which is expectedly consumed online, primarily in HTML, rather than
downloaded.

* Application — The software application model allows access to specialized
online software (also known as “apps”) that allows users to input
information, use calculators and/or search a proprietary database, and
access results.

* Reference — The reference model allows paid subscribers continued access
to a library of content that is updated constantly with new information.

Affinity Content Models
* Blog — The blog model blends publisher and user-generated content that is

updated frequently and consistently with articles posted by one or more
authors and corresponding reader comments.
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* Portal — The portal model aggregates content from outside sources. Portals
are intended to build and feed an audience; they are specifically designed
for SEO, email marketing, list building, and lead generation.

* Social Network — A social network is a powerful networking tool that relies
primarily on user-generated content.

CLUB NEWSLETTER  REFERENCE

VIDAYSALUD INVESTING DAILY TECHCRUNCH
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Membership Website Mistake #1 - Choosing the Wrong
Format

Choosing the wrong format for your membership website involves mislabeling
your membership website and deciding to build it based off customer relationships
instead of making it content-based.

The sheer number of content model choices — which totals nine through six
premium models and three affinity models — dramatically increases the chances of
choosing the wrong model for your membership website.

The ability to choose the right content models should be based off three questions:
-What kind of compelling information need are you trying to meet?

-How are users interacting with your website?

-Do users need to keep absolutely current on the latest information available?

If you answered yes, you could go down the list of the nine content models and
eliminate most. If urgency were important to you, the blog format would be
compatible. A portal would also be compatible, due to its inherent ability to
present the most current information in a timely manner.

A forum would not be compatible because the information is not coming from an
authoritative source. However, a forum may be an ancillary content model to
present a location for audience members to join the in discussion and ask further,
related questions.

You could eliminate the club model, application model and magazine model
because they have longer lead time in terms of production. Reference would also
not be applicable due to its propensity to include evergreen content — not updated
news content.

All these eliminated content models bring you to the periodical or the newsletter
membership websites content models.

This leads you to some further questions: what is your business model — is your
business sponsor-driven, commerce-driven, or a hybrid of the two? Is the urgency
need one your trying to meet to build your audience? Or is the urgency need
important enough that you can gate content and charge for it?
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Membership Website Mistake #2: Having Too Much
Content

Having too much content typically means you’re utilizing too many content
models in one interface.

The club model is the most prone to this problem. The blog, portal, forum,
magazine, reference or periodical model do not have the problem of too much
content as long as the site architecture allows the user to navigate and find content.

The software model could also have too much information within it. The most
successful type of software model incorporates a single, highly desirable app
opposed to a collection of apps. This main app should be freestanding. If you
make the mistake of burying it, then you’re forced to sell the club subscription and
a collection of tools. This makes the user much less focused and may lead to
confusion.

The danger in the club model comes with bundling tools with too much
information. You do not want consumers to think they are paying for a bunch of
things that they don’t want or need. In this instance, the price won’t matter; if the
user is given a bunch of things they don’t want or need, they will assume the price
they are paying is too much.

If you are presenting a valuable proposition with a great freestanding app, don’t
make the mistake of obscuring the deal with too much unnecessary content and a
higher price tag.

Membership Website Strategy Page 8 of 20
For more free white papers, visit http:/www.MequodaFree.com © 2011 Mequoda Group LLC




Membership Website Mistake #3: Lacking Content

Providing too little content to your audience is a major issue, especially if you
purport to have a comprehensive collection of informative content.

For instance, if you’re looking to launch a reference model, and you do not have
enough content, it’s a deadly sin. A reference website — which is often organized
in an encyclopedia-like fashion — is suppose to answer questions on a specific
topic and implies that you can answer any question your audience has on the topic.

If you cannot adequately provide the answers your audience seeks, users will
decide any price they paid is too much. At its launch, a membership website
should have thousands of pages of content, which can be built upon through time.

Examples of great reference websites include Trip Advisor and WebMD.

[Ed Sign in with Facebook | Signin = Register Now! | [ FREE Mobile App | ~ &=

@@ tripadvisor

City, hotel name, etc. SEARCH
Family & Hotels & Destinati

I e e T e T

CHASE O
Epssatedby | SAPPHIRE
PREFERRED"

% TRAVELERS'’ ia.
=) SHSIcE o blg

As awarded by millions of real travelers

Travelers' top 25
Best hotels

» Best family vacations

> Best beaches

> Best destinations

>

Best food & wine destinations
sponsored by CHASE SAPPHIRE PREFERRED

Our editors' picks
» Guides to over 9,000 destinations

» Find your ideal destination

@ tripadvisor® © 2011 TripAdvisor LLC All rights reserved. TripAdvisor Terms of Use and

ripAdvisor LLC is not a booking agent and does not charge any service fees to users of our site... (more)
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Membership Website Mistake #4: Charging Too Much

Every website is going to have its own dynamic in terms of pricing. Let’s take the
premium reference content model for instance. There is a typical inclination to
decide upon a particular price due to the fact that you’re bringing archives online.
The decision to charge more due to an archive of content is a common mistake.

The best strategy for a magazine, newsletter or periodical model is tiered pricing.
For example, some publishers utilize the one-some-all pricing structure. Here, the
consumer can buy one issue and receive the lowest possible price point that will
meet their need. This process exposes them to some pricing. The next ideal step is
subscription, considered to be the platinum option.

Members: Sign in | Visitors: Signup | TextSize A A

GoLF Opyssgy
JOLE = JOLE
GoL¥ _(xoz.» Opyssgy

Since 1992

GOLF ODYSSEY

THE INSIDER'S GUIDE TO THE BEST IN GOLF TRAVEL

Home | Books & Gifts | Press Room | Tell a Friend | About Us | Manage Account | Contact Us | Search | Member Area Login

Welcome to the Best Kept Secret in Golf

TRY READY TO SUBSCRIBE
FOROFD'IEE| GOLF ODYSSEY Golf Odyssey has been published for 20 years, but most TO GOLF ODYSSEY?
people have never heard of us. SIGN UP HERE
== We have circled the globe, visiting thousands of golf
== courses, resorts and restaurants, but most people have
THEMEDIASAYS DEVER SEEn Us. Members login here
“If you're going to take a The reason is that Golf Odyssey - the world's preeminent
golf trip, they really tell source for honest and objective golf travel advice — is not - - -

you how to do iL*

fos Angeles Times

“This travel newsletter
doesn't pull any punch
shots.*

“Golf Odyssey offers
honest critques from
some of the nation's
most knowledgeable golf
writers.”

written for "most people.”

If your golf vacations are too important to leave to chance,
and you like having the benefit of expert, insider advice
when it comes to planning them, then Golf Odyssey is
written for you. And if that's not enough to interest you,

how about access to otherwise private clubs, exclusive travel opportunities, and insights into

some of the best golf travel deals.

Our approach is unlike that of any other golf publication in the world. For starters, you won't
find any advertising in the pages of Golf Odyssey. Secondly, we regularly conduct incognito,
anonymous site visits. As such, you know you are always getting the benefit of our
independent, objective perspective. In short, advice you can trust.

Plus, our reviews go far beyond general descriptions to include the zll-important details and
specific, insider recommendations that make the difference between average trips and golf

vacations of a lifetime.

“Your pubkcation is GREAT! My
goal Is to score a perfect
"20"...Keep up the good work.
Donald J Trump
New York, NY

"Golf Odyssey provides
invaluable information for the
serious golfer and traveler. It's
comprehensive, intelligent and
fun. Exceptionally wel done!™
Peter A. Schaible
Former Director of
Communications
United States Golf Association

All the back issues are also offered for another higher price. If you’re considering
tiered pricing, do competitive analysis and be honest with yourself. Look at your
brand, where it sits and what everybody else in your market is charging for an
annual subscription. Do careful price analysis in terms of pricing options, tiers and
price points.
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Be careful whom you follow. When you look at others in your space, it’s a good
idea to make sure they are successful.
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Membership Website Mistake #5: Charging Too Little

People often overestimate their market. They do this by looking at the number of
nuclear engines, bakers or weekend woodworks and assume they can get a higher
penetration than they’ve seen.

Look at the market, profession or hobby and pay close attention to the penetration
levels of mature products in the two-five year range.

If you are thinking that a much larger customer base will be paying you, you often
price lower than it should be. In order to succeed however, you have to get the
price just right. If it’s too high, you cut out a lot of the market share you can
achieve. At the same time, by charging too price you’ll find yourself in position
where you have market share to possess, but the price point makes your business
not viable.
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Membership Website Mistake #6: Lack of Market Access

Niche businesses need additional channels to acquire large enough market share to
succeed.

Beyond building an audience through search and website traffic, it’s important to
generate retail partners like Amazon and Barnes & Noble. Partnerships are how
online businesses are able to open new channels to build upon the market share
they need to grow.

amazon.com BARNES £-NOBLE

BN.com

m All Departments '~

Unlimited Instant Videos >

MP3s & Cloud Player X Books
17 million songs, play anywhere Textbooks
(& 00

Amazon Cloud Drive >
5 GB of free siorage NOOK Books
Kindle >

NOOK
Appstore for Android >
Get Gem Spinner |l froe today Newsstand
Digital Games & Software )

Teens
Audible Audiobooks >

Kids
Books >

Movies, Music & Games ) Toys & Games

Electronics & Computers ) Movies & TV
Home, Garden & Tools > Music
Grocery, Health & Beauty ) Elecironics
Toys, Kids & Baby >

Arts & Crafts
Clothing, Shoes & Jewelry )
Sports & Outdoors > Home & Gifts
{Automotive & Industrial > Gift Cards

Many online business operators do not explore retail channels right away. In most
instances, it’s not that they didn’t have market access, they just hadn’t contacted
the potential partners, nor did they have the horsepower to develop those business
models.
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Additional channels can be anything from online retailers, banner advertisements
or syndicated content to portals. Most publishers rely on five to ten different
channels; few can succeed relying on only one. And even if they could stay afloat
with only one, they would probably be under-reaching their market — unless
you’re in the big five: investing, food, travel, health or news.

Our webinar 29 Ways to Increase Website Traffic contains actionable methods for
developing new content channels.
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Member Website Mistake #7: Ignoring Legacy Business
Model

Legacy magazine publishers are not paying close attention to whether their
business is sponsor-driven or commerce driven. They are then going online with a
completely different model.

In doing so, publishers disregard the historical print business model. If a publisher
monetized his magazine assets in the past by selling advertising, it’s highly likely
that the economics favor an ad-driven online publishing strategy. Or, if a publisher
operates where circulation is the primary source of revenue, a membership website
is a good option.

In terms of a content model, most magazine publishers over the past five-ten years
launched periodical websites. In doing so, the publisher spent 800 hours per year
to reformat magazine content into HTML.

Something about the magazine format on desktop hasn’t been a grand experience.
This however didn’t come as a surprise to magazine publishers. Everybody
assumed magazines wouldn’t format well for desktops, and didn’t present the
desired experience. This has changed now, with the advent of the tablet.

Some magazines were successful in doing a great job of delivering and expanding
audience with magazine style content even before the tablet. LEDs Magazine is
one such example.
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LEDs MAGAZINE OUTDOOR LIGHTING INDOOR LIGHTING LOGIN | SUBSCRIBE
Cree XLamp XM-L LEDS (Nhewaek
CR._E’ Industry’s highest' performance QS

lighting-class LED ' .

HOME PRODUCTS BUYERS GUIDE ADVERTISE CONTACT US

MAGAZINE TOPIC CENTER RESOURCE CENTER Whole Site 15 NIV

WELCOME - -
Welcome to LEDs Moagozine, the - .
leading global information source - )
for the LED lighting market. . ’
Post your PRESS RELEASES on - .
our site using our online form. -
Star product: LED Strategies Unhimited forecasts LED Highway lighting project n China
downlights market growth in 2011 uses & million Cree LEDs
Now online: The latest issues of
LED:s Technology China and ] ARTICLES
LEDs Magazine Japan LED modules sit at the confluence of numerous technologies (MAGAZINE)
Synergistic electronic, optical and lighting technologies are revolutionizing LED luminaires, says DAN
3] LATEST PRODUCT McGOWAN, an Engineering Manager with Molex Inc.
Cree redefines high-voltage LEDs Tunable lenses offer compact solution to combine floodlights and spotlights in one product (MAGAZIN
25 Oct A luminaire's beam angle can be flexibly adjusted using a tunable-lens technology in which the shape of the
More Products >> lens can be adjusted, as JOERG WERTLUI and MICHAEL BUEELER explain.
In the world of LEDs, we see many cutdoor lighting applications. But the conditions that LEDs experience
indoors are not necessarily as predictable as one might expect For instance, LED fixtures inside an indoor
FAST TRACK sports arena face different design criteria than LED luminaires that will illuminate a poultry farm. LAURA
YOUR CONVERSION PETERS reports.
TO SOLID-STATE uantum dots unleash high-color-gamut performance in LED-backlit dispk: MAGAZINE
LIGHTING Quantum-dot technology can be used in LCD BLUs to create an optimized spectrum that enables brighter,
More >> more-efficient displays with vibrant colors, writes JASON HARTLOVE.

CCEM b ennanunnun

More Articles >>

The tablet is a game changer though, as it affords the potential to deliver magazine
content in a magazine format through the tablet, in addition to desktops and
laptops.

Legacy publishers should take advantage of today’s technology by disaggregating
all the magazine content by putting it into a periodical or reference website. This
allows legacy publishers to monetize in a whole different way.

For instance, magazines are typically consumed in a per-issue basis where the
audience is expected to digest all the content in a month or two. This paradigm is
starting to change as back issues can be easily put online. Legacy publishers can
take their archived content and publish it in digital formats, put it behind a
subscription paywall and sell it as a separate subscription since it has a different
value due to its reissue subject base. Subsequently, advertising could be sold on
that format forever going forward. People want access to back issue content, and
this is a revenue generating method for legacy publishers to provide back issue
content to their audience.

Legacy publishers need to be aware of expanding business models while going
forward in the digital age.

Membership Website Strategy Page 17 of 20
For more free white papers, visit http://www.MequodaFree.com © 2011 Mequoda Group LLC




Membership Website Mistake #8: Ignoring Organic
Marketing

Publishers need to embrace organic marketing methods for audience development
purposes. Utilizing only premium models is a mistake that isolates the single
biggest channels for adding new subscribers to your database like search engine
optimization and social media marketing.

It’s important to understand that in a content-driven world you need at least one of
two different types of subscription websites: the portal and the blog. Both of these
content models are Google-friendly options, which makes it easier for your
content to get noticed, crawled by the Google bots and ranked within search
engine results pages.

A lighter version of your content offered for free through your own blog or portal
will increase website traffic and converted users. You can use this list of audience
members to market aligned products that incorporate more content.

In order to start upon this process of developing a successful blog or portal, begin
by taking advantage of the products you already have. At the same time, you can
build out what you don’t have. Launching an affinity site as a blog or portal allows
you to open the organic marketing channel to a much wider audience.
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Membership Website Mistake #9: Lack of Cost-Effective
Paid Marketing

If you are not utilizing some form of paid marketing, you are limiting the size of
your online business. Google Adwords pay-per-click campaigns, affiliate
marketing partnerships, retailer partnerships and banner campaigns all help to sell
your products for a percentage of the revenue.

GO ( ,glc AdWords Change Language: |

Advertise your business on Google

No matter what your budget, you can display your ads on Google and our advertising network. Pay only if people
click your ads.

"AdWords

doubled my
website traffic!"

Romi Boutique
- Designer apparel & gifts
/fm Check out new arrivals!
wWWw.Shopromi.cor
Owner, Romi Boutique

RNl You create your ads
You create ads and choose keywords, which are words or phrases related to
Reach more customers your business. Get keyword ideas

Your ads appear on Google

When people search on Google using one of your keywords, your ad may
appear next to the search results. Now you're advertising to an audience that's
For local businesses already interested in you.

Costs and payment

When building a business plan, you should be thinking about how to use paid
marketing programs to scale up additional channels. Although organic and email
together can easily account for 50-60 percent of your revenue generation, paid
marketing options broaden your reach. For instance, retail partners with companies
like Apple or Amazon can tap into new audiences who already have relationships
with these companies. And since these are major retailers with strong reputations,
your content is available to new, massive groups of consumers.
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Conclusion

Membership websites utilizing paid and affinity content models will help you
attract more website traffic, build a larger community of core audience members
and help you generate more revenue through multiple marketing channels.

For more free white papers, visit:
http:www.MequodaFree.com
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