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7ÈÁÔ ÁÒÅ ÙÏÕ +0)ȭÓȩ 

Audience? 

     Awareness? 

     Awards? 

            Purchases? 

       Plays? 

              Revenue? 

           Community? 
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7ÈÁÔ ÁÒÅ ÙÏÕ +0)ȭÓȩ 

With the Conspiracy For Good, our 
definition of a successful transmedia 
project is one that utilizes technology to 
deliver story content and engage an 
audience in original and novel ways. 
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If not film , then why digital? 

1st and 2nd screen ɀ convince your purchaser (investor, broadcaster) 
 
3rd, 4th and 5th screens ɀ convince you audience (one by one, almost) 
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Business Models 
 =  

Sustainablity 
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Evergreen  
~5% 

~15%    ~50%   ~30% 

Develop  Produce  Manage  
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Develop 

Sweat  

σ &ȭÓ 

State screen agencies 

State digital media funds 

Federal screen agencies 

Other agencies (arts, culture, innovation etc) 

Crowd funding 
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Expect about $30-50k 

 

$ÏÎȭÔ ÅØÐÅÃÔ Á ÂÅÔÁ ÆÏÒ ÔÈÉÓ 

Use this to prototype/justify/mock -up 

(this is a sales tool you are creating) 
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http://www.thecosmonaut.org/oldindex.html
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Produce 

Broadcasters 

Distributors  

Agencies 

Brands 

Partners 

 Extending the Producers Offset to Digital will have an 
immediate and direct benefit (and hopefully, encourage 
real spending on multiplatform experiences) 
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If you are serious: aim for 10-15% of the budget 
to be dedicated to multiplatform/transmedia  

ɉÏÆÔÅÎ ÆÕÎÄÅÄ ÁÓ Á Ȭρτth ÅÐÉÓÏÄÅȭɊ 

 

$ÏÎȭÔ ÕÎÄÅÒÆÕÎÄ ÙÏÕÒ ÐÒÏÊÅÃÔȣ 

Unless you have a solid business model, 

ÙÏÕÒ ÆÕÎÄÉÎÇ ÎÅÅÄÓ ÔÏ ÃÏÖÅÒ ÙÏÕÒ ÒÕÎÎÉÎÇ ÃÏÓÔÓ ȣ 
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~15%    ~50%   ~30% 

Develop  Produce  Manage  

Management of a rich interactive services  
(UGC, games, socially focussed, living breathing site) 

can take up 70% ÏÆ ÙÏÕÒ ÂÕÄÇÅÔȣ  
 

can you afford to not be sustainable? 
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Manage 

Sweat    (your own, your partners) 

Reserves   (from production)  

Sustainability  (something you prepared for) 





There are only two people who 
×ÉÌÌ ÐÁÙ ÆÏÒ ÙÏÕÒ ÃÏÎÔÅÎÔȣ 

(1)  Your Audience 

(2)  People who want your Audience 
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Your audience 

Transactions (they buy and own) 

Subscription (they pay for regular access) 

 

(Participation ɀ eg premium rate sms, calls) 

(Merchandise ɀ take aways) 
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(people who want) 

Your audience 

Sponsorship (best model, guaranteed) 

 May include product placement or branding 

Advertising (worst model in most cases) 

 Requires volumes of visitors 

 Brand advertising and text advertising 

Affiliate ɀ selling 3rd party services via your site 

Infomediary ɀ selling data about your users 
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And if you can build a re-ÕÓÁÂÌÅ ÐÌÁÔÆÏÒÍȣȢ 

license it to others to create their own experiences 



.Å× ×ÁÙÓ ÏÆ ÔÈÉÎËÉÎÇȣ 

(1)  Freemium 

(2)  Virtual  
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Audience pays 
Transaction  Subscription  

Online For access, to own, to 
download, to view 

To access, to view, to 
get updates 

Mobile Apps sales 
Content sales 

Series 
Ongoing ȬÅÐÉÓÏÄÅÓȭ 
Updates 

Games To access, to own, to 
upgrade 

Access, rent, 
membership 

Social Membership (access) Ongoing access 
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Non-Audience pays 
Sponsorship  Advertising  Affiliate  Infomediary  

Online Excellent. Niche 
works best. Target 
audience 

Works at high 
volumes of 
viewers/linear  

Easier, adds 
benefit, 
controllable 

(Sleasier) 
unless service 
data creation 

Mobile Excellent (but 
harder). Targeted 
audience critical 

Growing, good 
response rates. 
Limited real estate 

Harder but 
works in closed 
ecosystems 

As above 

Games Good & interesting 
Multiple  possible. 

Ok, but need to 
show benefit 
(often ignored) 

Good ɀ notable 
for other games 

Data can be 
interesting.. 

Social Less trusted but 
works for niches 

Volumes drive 
success, but 
response low 

Often through 
advertising or 
social games 

See Online (a 
bit sleasy) 



Form has an impact on model 

(1)  Linear content supplied on a digital screen 

(2)  Natively digital content fully interactive in form 
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Digital as broadcast platform 
Age/SMH.TV:  http://www.age.tv   

Facebook: http://www.facebook.com   

YouTube: http://www.youtube.com/  

Vimeo: http://vimeo.com/  

Viddler : http://www.viddler.com/  

Tumblr : http:// www.tumblr.com 

 

http://www.age.tv/
http://www.facebook.com/
http://www.youtube.com/
http://vimeo.com/
http://www.viddler.com/
http://www.tumblr.com/dashboard
http://www.tumblr.com/dashboard
http://apps.facebook.com/doctorwho_vod/?video=1006881069001
http://www.smh.com.au/tv
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Advertising 

Online and increasingly on mobile, the most 
presumed (not successful) way to monetise 
something 

CPM ɀ (Cost per (Mille) thousand) of people the ad is 
presented to  

CPC ɀ (Cents per Click) paid for each person who 
clicks on the ad presented 

CPA ɀ (Cost per Acquisition) paid for each person who 
signs up to the proposition (completes the 
transaction) 
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Sponsorship  
(Branded  entertainment) 

Often the simplest way to monetise your ideas: 

Find a brand that wants your target market 

Get them to sponsor you (pay to be associated: the more 
strongly associated, the more they pay) 

May include Product Placement in your property 

May include access to your customer lists 

May include stuff you might not want associated 

May generate the folding stuff you need 
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Affiliate 

7ÈÉÌÅ Á ÆÏÒÍ ÏÆ ÁÄÖÅÒÔÉÓÉÎÇȟ  ÍÏÒÅ ÏÆ Á ȬÙÏÕ ÓÃÒÁÔÃÈ ÍÙ 
ÂÁÃË ÁÎÄ )ȭÌÌ ÓÃÒÁÔÃÈ ÙÏÕÒÓȭ 

Offer your users the option to complete an action from 
your site (eg, ticket sales from a cinema guide; eBook 
ÐÕÒÃÈÁÓÅ ÏÆ ÔÈÅ ȬÂÏÏË ÏÆ ÔÈÅ ÆÉÌÍȭȟ ÄÏ×ÎÌÏÁÄ ÏÆ ÔÈÅ 
sound track from iTunes) and a share of revenue is 
returned from the affiliated sale 

Can be seen as a way of offering extended value to an 
audience from your own site  

Done on a deal by deal base. Initiating (your) site has 
deal in place (and codes up links appropriately) 
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Affiliate models 
OpenFeint 

A free to use social platform for your mobile game 

Will help you promote it  

Revenue model based on 5% iTunes affiliate link. 
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Infomediary 

List broking 

Selling information on your audience so someone else 
can take advantage of them 

 

*Note: 

If the data is really that good, use it yourself to do clever 
ÓÔÕÆÆ ×ÉÔÈȣȢȢ 



Consumer direct 
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Transaction 

One-off purchase. You pay, you get. 

You can sell: 
Products (Amazon, iTunes)  

Access (BigPond movies, games) 

Key things: 
Consider collection. How will your target market pay? 
Credit card? Mobile bill? Premium rate payments? Apps 
store sales ? 

Hard product sales? How will you get it into their 
hands? (fulfilment) and what about returns? Where is 
your merchandise stored? 

ɉ$ÉÇÉÔÁÌ ÐÒÏÄÕÃÔÓ ÁÒÅ ÅÁÓÉÅÒ ÔÏ ȬÄÅÌÉÖÅÒȭ ÁÎÄ ÓÕÐÐÏÒÔɊ 
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Just about all handsets and carriers have an apps store 

Apps stores are their own sweet pain 

!ÐÐÓ ÃÁÎ ÂÅ ÓÕÂÊÅÃÔ ÔÏ ÁÐÐÓ ÓÔÏÒÅ Ï×ÎÅÒ Ȭ×ÈÉÍÓȭ 

,ÅÎÇÔÈÙ ÄÅÌÁÙÓ ÃÁÎ ÈÁÐÐÅÎ ×ÁÉÔÉÎÇ ÆÏÒ ȬÁÐÐÒÏÖÁÌȭ 

Merchant Service Fee (MSF) usually around 30% 

 

iPhone: larger installed base, store carefully managed 

Android: no intermediary, can sell external to store 

 

Premium (SMS/1900) ɀ requires volumes. 30-70% MSF 
(lower prices = higher MSF = lower returns) 

Apps stores and premium payments 
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}Not always successful online, but growing as a payment 
method, notably for monthly games 

}Murdoch and Fairfax have both introduced subscription 
ÂÁÓÅÄ ȬÐÁÙ ×ÁÌÌÓȭ ɉÌÏÏË ÏÕÔ ÆÏÒ ÃÈÁÎÇÅɊ 

}Used in all forms of media engagement from publishing to 
ÇÁÍÅÓ ÔÏ ÁÎÙ ȬÅÐÉÓÏÄÉÃȭ ÃÏÎÔÅÎÔ 

Subscription 
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Freemium & Virtual Currency 

Freemium is the idea of giving something away for nothing  
(to spark interest) and making consumers want to give you 
money for the premium or extra bits  

There is an expectation in digital that things will be free, but 
we are willing to pay for what we (emotionally) value or 
which brings benefit (social, emotional, personal) 

Determine early what and how your $$ will kick in 

 

Linked with Freemium, Virtual Currencies can be fab 
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Not all 
users are 
created 
equal 
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Entertainment in a direct model 

Users 

A
R

P
U

 /
 A

V
P

U 

$0.00 

$100.00 

A    B    C  D  E 

Free To Play games that are monetised through 
virtual goods offer the opportunity to exploit all 
segments of the audience to their fullest. 

 Dedicated players (whales) invest more time and 
money and get rewarded for it (A, B) 

Interested players pay to access (C) 

Non payers help to market your property (D,E)   
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Of the options available (click, answer, watch, sign up etc), 67% of people 
prefer to pay CASH to get virtual currency (we are more time the cash poor!) 

Determine if you can 
trade the users time 
for money. They will 
surprisingly often 
chose to do so! 
 

http://www.jambool.com/
http://www.superrewards.com/
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Is there a model in freemium? 

Ȱ)Æ you are not paying for it, you're not the customer; 
you're the product being soldȢȱ  

blue_beetle posting via metafilter  

Or 

Ȱ&ÒÅÅ is just another word for nothing left to loseȣȢȢȱ 
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The wonders of Freemium games 
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Game mechanics as revenue 
drivers 

1. Powerups 

2. Full Unlock 

3. Levels 

4. Accelerators 

5. Consumables 

6. Aesthetics 

7. Gifts 

 
Source: Casual Connect 2010 (Josh Larson, Mochi Media) 
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Business Models 

Advertising 

Sponsorship 

Product Placement 

Subscription to ongoing program 

(pre) Sales of books and DVD 

Purchases of tailored program 

Sales of app (reminders) for activities 

Affiliate (other wellness programs) 

List broking 
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