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Key Partners

Acquired by
OutdoorFest

The New
York Times

Wiitity up 02
date Articles

Marketing
Articles

Key Resources

Writers

Readers

Value Propositions 3

Customer Relationships 4

Provides Online

travel Community

resources to

those who

wish to p— L 1)

travel out of

town web .
Browsing
Keyword
Searches

Customer Segments

Local middle
class office
workers

Employees
on business
trip looking
for sites

Cost Structure

N/A

6 Revenue Streams

Affiliate links and sponsored content

&
g
E
&W—a Srwkss
i
-




One of offMetro’'s most
important goals is to target
and understand their
viewers

Promoting Greener
Lifestyles

offMetro wants to promote a
greener lifestyle for its
readers as it promotes off
the beaten path
destinations.

offMetro’s Core Value
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Promoting Weekend
Getaways

offMetro is targeting those
who are just looking to get
away for a weekend.

Creating/Contributing to a
Community

offMetro creates a
community through the
recommendations of local
treasures.



Offmetro’'s Recommendation on distribution
Channel

Social Media Referrals

0 Facebook
' O.' Instagram.

@ Email Marketing
@ LinkedIn Ads



-Ability to traCk beyond |ikesl 1h Like b Share _LeamMore @ Send Message
shares and comments. : N, »

Community
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-Create Customized URLs B | §oo e

About See All

OffMetro NY

@ offMetro.com/ny
@offmanhattan

[ Local & Travel Website
Home

See All

About ﬁ Page Transparency See More

Photos Facebook is showing information to help you better
understand the purpose of a Page. See actions taken by

; the people who manage and post content.
Videos J £

Post Small Town Getaways for July 4th Weekend {2 Page created - December 9, 2009
osts

Events S ‘“’  People

Notes

1,761 likes
Community Ways
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Use Hashtags to promote

Offmetro’s website- offmetrony

633 posts 2,529 followers 1,893 following
#getoffm etro i |
G et O C C u p I e d I n ;f;M;;z:;;ﬁan::ZL:LCE:C;;;Z\:::orkerS who want to get out of town - car optional.
conversations. cmenrrzoases
Write descriptive

captions.
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Montpelier,... Waterbury,... Poughkeep... Saratoga & Rail Trai... #getoffmet... Taste Bush...
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- Ads sold through
auction
- Creating Ads

Linked




Trends that we found

Mobile Devices
We found that about half of offMetro's

audience is via mobile devices.

Retention

We found that offMetro can
attract a lot of users but seems to
have an issue with retaining them.

o

Wednesday Spike

Every Wednesday there is an
obvious and significant
increase of views.

There appears to be a strong
correlation between seasonal
activities and viewers.



Analytics

Wednesday Spike

Mobile Devices

behind the tren
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Retention

Users
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Sessions by device

0 =

Maobile Desktop
53.7% 42.2%
4123% 13.9%

O

Tablet

4.1%
411.4%

Page Pageviews Page Value
/ny/7087/apple-orchards-near-nyc/ 851 $0.00
/ny/25446/thanksgiving-getaways/ 527 $0.00
/ny/27368/hiking-trails-long-island/ 329 $0.00
/ny/ 299 $0.00
/ny/6823: kend-ge...montpeli nt/ 252 $0.00
/ny/7540/fall-g -yt leepy-hollow/ 213 $0.00
/ny/68204/the-artistic-...village-of-catskill-ny/ 179 $0.00
/ny/a-self-guided-brooklyn-graffiti-tour/ 175 $0.00
/ny/12993/paintball-near-nyc/ m $0.00
/ny/68233/weekend-g...4snxDlybvHd_a7VfAE 107 $0.00

User retention

All Users

Sep 8-Sep 14
Sep 15-Sep 21
Sep 22- Sep 28
Sep 29-0ct 5
Oct6-0ct12

Oct13-0ct19

Week 0

Week 1

Week 2

0.8%

Week 3

0.4%

Week 4

0.5%

Week 5

0.2%




Our offMetro overall recommendations

Retention

Timing posts could improve the Mobile users make up about half ~ Seasonality in what users search Retaining viewers or returning
activity that articles receive and of the users but out of all device is important for increasing viewers is extremely limited.
give a better representation of types, it has the highest bounce readers. For example, right now About only 12% of users are
what is generally sought after. rate of 85.86%. users are currently looking up fall returning to the site.

themed activities.



Timing

Users

We recommend that the most
articles should be published on
Wednesday. Historically,
Wednesdays have been the most
active days for offMetro
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Since about 50% of the users
access the site via a mobile device,
yet it has the highest bounce rate,
the mobile version of the site may

need some work.




While there are seasonal events,
we found that the most common
seasonal search of apple picking is
actually not the first one to
appear on the page. 17.02%
of views were for seasonal
activities

@ offMetro
Get out of town

E BYTYPE-  BYDESTINATION v BYACTIVITY v BYTRANSIT v  CALIFORNIAEDITION  WAY OFF

HISTORIC HAUNTS:TIP TOEING OVER
TARRYTOWN AND SLEEPY HOLLOW

The offMetro Guide to F

Near NYC

Charlotte Leszinske
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CUSTOMER

RETENTION

Retention

Returning visitors are key to
building a strong brand and an
engaged digital community, so

make sure you are giving them a
reason to keep coming back!




Google Analytics

(ﬁ INSIGHTS

We found that the Google I DR O o 78 More users returned to your
Analytics Home page and

7 site in September.

You had 21.8K users in August, 421 came back
in September, which means 2.37% of your
users returned to your site.

Acquisitions page were
the most useful

= % returning users
=

The Google Analytics home page created a lot of base information about the site
activity but it also had links that would take you to different locations within
Google Analytics that lead to further exploration of the data. We also found the
Acquisition Dashboard as it was able to display how viewers were being acquired.



Thanks!



