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MODULE 02
SEARCH ENGINE OPTIMISATION 
Traditionally, editors had one primary responsibility: writing great content. Getting people to subscribe to, buy and read that
content was someone else’s job. In the online world, things are very different. If a publisher wants their content to be found
and read online, one of the things they must learn to do is to partner with Google or another popular search engine. 
They need to be aware of how users are searching for content and the keywords they are using. They must then write and
produce content specifically to those search terms. It’s not easy, but necessary for online success. But where to begin?
What is the process for identifying, documenting and managing keywords and the editorial campaigns that should follow?
In this session, you will learn how to research, analyse and monitor keywords. You will learn how to prioritise online content
development around those keywords to ensure they attract the targeted website traffic they deserve.



MODULE 03
DESIGNING MEDIA WEBSITES
Any web page on your site is a potential landing page, as most traffic arriving at your website, especially when coming
from the search engines, will not enter through the homepage. So how can you make sure your entire site is designed 
to attract, retain and monetise traffic? There are several web page templates used by today’s top publishers that are built
to attract lots of traffic and convert the most visitors. Understanding how to design and optimise each of those templates
will increase the chances a visitor will take the action you desire and not click away. In this session, you will learn how to
design and implement clean and intuitive website templates that are built to convert more visitors into subscribers, and
more shoppers into buyers. 



MODULE 04
CONTENT MANAGEMENT
Many editors are now responsible for print and online content, and in order to be effective, they must learn how to
successfully unleash print content on to the web for maximum exposure and efficiency. The process of unleashing archived
print content online helps facilitate search engine optimisation and helps build a database of potential paying customers.
But how much archived content does your publication have, how old is it, and how can you put it to work to make more
money online? Discover how to quantify all the content your organisation produces and understand when and how it
should be redeployed on your website for additional marketing, sales and profits. You will learn how to establish a policy
governing your editorial release schedule to generate the most profits.



MODULE 05
MANAGING EMAIL REVENUE 
Email newsletters are an invaluable way for publishers to repurpose the content they are posting online, and generate 
significant revenue in the process. Successful online publishers have a very specific editorial and promotional strategy 
for their email newsletters, which leverages their opportunity to sell more product and advertising inventory. 
For some publishers, email accounts for 60 per cent of their total online revenue. But what are the strategies being used 
to capitalise on all this email revenue opportunity? Learn how publishers are aligning their email content with their products
and sponsors, and understand the role of service journalism and clever copywriting in increasing email revenue. 
Discover how publishers are improving open rates, click through rates and conversion rates and understand the things 
that can help – or hurt – a newsletter’s chances of achieving its revenue goals.



MODULE 06
TOMORROW’S TECHNOLOGY TODAY 
How will e-readers ultimately affect the distribution and consumption of magazines, books and newspapers? Will print really 
be gone in 10 years? Which magazines will survive the impending death of paper? While these questions could be
debated forever, there’s no denying the need for print publishers to prepare for the future and start planning on producing
low-cost, high-quality digital products. In this session, you will learn how to create a master product plan in the form of 
a product pyramid that identifies the categories, sets the pricing ranges, establishes the production values, and identifies
the flow and timing of original research on each of your potential publishing platforms.



MODULE 07
SELLING ONLINE ADVERTISING
There are many factors to consider when selling online advertising. In order to maximise online advertising sales, 
a publisher should understand the difference between selling sponsorships and impressions, and should be familiar with 
all the components of various ad packages. Publishers should focus on the advertiser’s online objectives (for example,
creating greater excitement about the products or brand, generating leads or closing the sales). And they should select the
right combination of banners contextual ads and video most relevant for achieving these objectives. What metrics matter to
advertisers? How do you find, recruit and incentivise top online sales managers and account executives? In this session,
attendees will learn how to maximise online advertising revenue and will hear how three major online publishers are
capitalising on the success of their online advertising programmes.



MODULE 08
ORGANISING PRINT AND ONLINE MEDIA TEAMS
The first step in understanding how to organise print and digital teams is to know how your online business model affects 
your staffing requirements. There are many questions that must be answered before any staffing decisions can be made. 
In this session, you will learn how several magazine publishers have evolved their organisational structures, staffing and
responsibilities to launch and run successful online businesses that leverage their brand, content and business
relationships. Learn how publishers are managing their print and online teams to leverage editorial assets, cross-promote
print, online and email circulation and create advertising synergies for sponsors who are demanding multi-platform
solutions. Discover the advantages and disadvantages for integrating an online publishing business into your existing
publishing structure.



MODULE 09
KEY METRICS, REPORTING AND ANALYSIS 
Key metrics are numbers that, when multiplied together, determine costs or revenues generated and their respective
effects on profit and loss. For websites, some metrics are more important than others, depending on the site's business
model. Knowing which key metrics to follow can be confusing – many website owners find themselves paying attention 
to the wrong ones. Find out how, why and what to measure for ad-driven and product-driven websites. You will learn how
to analyse the acquisition and monetisation of email subscribers to allow maximum growth for a minimum investment. 
You will discover the 10 key metrics you should be watching every day, and understand how to build a key metrics
dashboard that everyone in your organisation can use and comprehend.



MODULE 10
BUDGET AND MODELLING
Every website publisher recognises the need to have strategic control over items that impact their revenue. One way 
a publisher can do this is by looking at how their website has performed historically and forecasting its future performance. 
By inputting various data points into an excel-based publishing model, a publisher can closely analyse the past, and
forecast what the next five years might look like financially. Find out how to present a publishing model that will illustrate
the importance of key metrics and how manipulating them can affect a publisher’s bottom line. Attendees will receive 
a blank model, and will learn how to populate it for their own business. This will help them understand how all of their
metrics drive revenue, costs, cash flow and overall profitability.



PAYMENT DETAILS
The fee includes: all course tuition, course material, coffee and
lunches during the course period. It does not include flight and
accommodation or other meals during participants’ stay.

COST 
FIPP members: £2,500 plus VAT 
Non members: £2,995 plus VAT

Name:

Job Title:

Company Name:

Company Address:

Postcode: 

Country: Tel:

Fax: Email:

Name:

Job Title:

Company Name:

Company Address:

Postcode: 

Country: Tel:

Fax: Email:

HR DIRECTOR DETAILS

PARTICIPANT 1 PARTICIPANT 2

Please register the following participants:

DIGITAL PUBLISHING 
CERTIFICATE

By submitting this form to FIPP, I agree that I have read and
understood the terms and conditions. 

MY PREFERRED COURSE DATES: 
See fipp.com/dpc for upcoming dates and locations.Name:

Email:



All course fees must be paid in full 30 days prior to the start of the course

Participants must enclose a current curriculum vitae with this form

All courses and coursework will be conducted in English only

Places are restricted to 20 places per course, and are available on 
a first-come, first-served basis, with priority to FIPP members

PAYMENT DETAILS 

Payment in Pound Sterling only. VAT is applicable to all registrants. 
Please contact your local tax office for details to reclaim.

The fee includes: all course tuition, course material, coffee and lunches during
the course period.

The fee does not include: travel to the course location, hotel accommodation
or meals not listed above during the course period. 

CANCELLATION TERMS

The full fee is payable no later than 30 days prior to the start of the course.
Cancellations must be notified in writing. Verbal cancellations will not be
accepted. No refunds will be made after 30 days prior to the start of the
course. But a substitute participant is acceptable, for the entirety of the course
only. Refunds will be granted if written requests are received more than 30
days prior to the start of the course. 

HOTEL RESERVATIONS

Hotel accommodation is not included in the course fee. Hotel details will be
provided once your registration is confirmed. You are required to contact the
hotel direct to make your reservation.

VISAS

Participants are responsible for arranging their own travel visas, if required.

Please complete and return to:

Christine Scott
FIPP
Queens House 
55–56 Lincoln's Inn Fields 
London WC2A 3LJ, UK

Tel: +44 20 7404 4169
Fax: +44 20 7404 4170

For registration and payment information email: christine@fipp.com 

TERMS AND CONDITIONS:



ABOUT MEQUODA GROUP
Mequoda Group is dedicated to helping website publishers of all sizes use the internet to reach their full 
online potential. We have brought together publishing industry veterans and information architecture experts 
to create a unique road map for creating successful websites.

We have the benefit of many years of experience in periodical management with a cutting-edge knowledge 
of online marketing and publishing. When we work with you, we know there are competing goals for your 
online properties. We work with your editorial, marketing and business teams to help you prioritise different 
goals and create sites that focus on answering each need. By pinpointing real customer needs, exploring you 
and your competitors' strengths and weaknesses, we help you create print and electronic information 
products that will generate both profits and satisfied customers. 

ABOUT FIPP
The International Federation of the Periodical Press (FIPP), founded in 1925, works for the benefit of consumer
magazine and business-to-business publishers around the world. Our membership includes 680 members in 
68 countries, which consist of 52 national associations, 440 publishing companies and 188 associate 
members. We represent over 6,000 magazine titles which includes almost all of the world’s leading brands.

FIPP’s focus on promoting and assisting international cross-border publishing includes collecting 
country-by-country information and company contact details, as well as providing networking opportunities. 
These include the FIPP World Congress, the Worldwide Magazine Marketplace, the Digital Magazine Media
Conference as well as regional and specialised events such as the Research Forum and the Ad Sales Workshop.



   
    

 

The In ternat iona l  Federa t ion of  the Per iod ica l  Press
Queens House  
55-56 L inco ln 's  Inn F ie lds  
London, WC2A 3LJ, UK

Tel : +44 20 7404 4169

f ipp.com/dpc

 




