Commercial Excellence Academy
by GO Asbiverse Group

Optimizing Route to Shopper® Capability for Winning in Retail

www.commercialexcellence.academy

Route to Shopper®
(Audience)

A Strategic Framework for
Integrated Audience-based Value
Creation 1n the Media Industry




Route to Audience™
A Strategic Framework for Media Excellence

A Strategic Positioning Document from the Commercial Excellence Academy

Table of Contents

EXCCULIVE SUMIMATY cocuverrienireniinnsenssnnssenssnssssessssesssesssassssesssssssasssssssssasssssssssssssssssasssssssasssssssss 3
SErategic COMEXL...conuieirrerersseresssnrcssssrssssnssssassssssssssssssssssssssssssssssssssssssssssssssssssssssssssnsssssssssssnssss 3
GUIDE - PATHS™: Complementary Frameworks for the Media Industry .........ccceeuueee 6
GUIDE Framework (Primary Audience: Content Producers and Owners)....................... 6
PATHS Framework (Primary Audience: Media Platforms and Distributors).................. 9
Hypothetical ITUStrationS.......cccccivericssssnnresssssnreccsssnnsecsssssssesssssssssssssasssssssssssesssssssssssssssssssssse 12
Example 1: Streaming Platform Launch of a Multi-genre Franchise.........c..ccccoceveenee. 12
Example 2: Niche Podcast Network Development............cccecveviierieniienienieeieeieeieens 13
Example 3: Legacy Media Brand Digital Evolution.............cccceeveiiiviiiiniiieeieeeiee e, 14
Potential Outcomes of Route to Audience™ for Media Organizations...........ceeceeeveennens 14
Al Enablement in Media with Route to Audience™...........cccveirreeisenssercsensseecseecsnecanes 15
Role of the Commercial Excellence Academy .........cccocveerccscsnriccsssannecsssnssessssssssssssssssssssnns 17
Summary: The Shopper-consumer Paradigm Shift in Media......ccoeueeruersruensneessnecsencneens 18
Traditional Media APProach:..........cccveeiiiiiiiiiieiierie et e 18
Route to Audience™ ApPProach:........ccceeciiieciiieiiieeieeeie ettt 18
Call to Action: Transform Audience Connection into Commercial Success.......c.cceeeunes 19
L @01) 117 Tt TN 20
1

by GO Asbiverse Group

Cormmercial Excellence Academy ©Asbiverse Group 2025

Optimizing Route to Shopper® Capability for Winning in Retail

www.commercialexcellence.academy



Grow the Presentation
Audience Base Excellence

Unlock
Assortment

Deeper > —— A
Engagement ptimisation

|ncreasg SHOPPER Team
Consumption (AUDIENCE) Engagement

Frequency

Drive

Holistic
Sustainable Content
Revenue Integration

Shopper

Enable (Audience)
Cross-Functional Insight

Excellence Application

3
°¥3ddons oL 3

Asbiverse Group Cormmercial Excelle:yrfuﬁvcsiie(:;{

Excellence with Intent

Learning | Change | Transformation pper” Capability for

2
Cormmnercial Excellence Acaderny ©Asbiverse Group 2025

by GO Asbiverse Group
Optimizing Route to Shopper* Capability for Winning in Retail

www.commercialexcellence.academy



Executive Summary

What does it really take to win an audience’s consideration in a world of
endless options?

In the competitive attention economy, media organizations face unprecedented
challenges in connecting content with audiences across fragmented channels
while building sustainable commercial models. The Commercial Excellence
Academy introduces the Route to Audience™ framework, an adaptation of our
proven Route to Shopper® methodology, specifically designed for media
leaders seeking to create audience-led growth, cross-platform value, and long-
term commercial success.

This strategic framework provides media organizations with a comprehensive
blueprint for transforming audience understanding into compelling content
experiences that drive discovery, engagement, and monetization. By integrating
the GUIDE framework for content producers with the PATHS framework for
platforms and distributors, Route to Audience™ ™ creates a unified capability
system that bridges creative vision with commercial outcomes.

Strategic Context
The Changing Media Landscape
The media industry is undergoing profound transformation:

o Traditional audience segmentation gives way to fluid consumption
behaviours across devices and platforms

« Content discovery happens through a complex interplay of algorithms,
recommendations, and social influence

« Monetization models continue evolving beyond advertising and
subscriptions toward hybrid, dynamic approaches

« Audience expectations for personalization, convenience, and value
continue to rise

« Competition for attention intensifies as content proliferates across an
expanding ecosystem of platforms

In this environment, success requires more than compelling content. It demands
strategic excellence in how organizations connect with audiences throughout
their discovery and consumption journey.
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The Shopper-consumer Distinction in Media

The Route to Audience™ ™ framework adapts the proven Route to Shopper®
methodology by recognizing a critical distinction in media:

« In traditional retail, shoppers make purchase decisions while consumers
use products. These are often different people with different needs
« In media, audiences similarly switch between two distinct modes:
o Shopping mode: Actively deciding what content to watch, listen
to, or read
o Consumption mode: Actively or passively engaging with selected
content

Understanding this distinction is fundamental to media success, as different
strategies are required to:

« Influence content selection (the "shopping" decision)

« Optimize the consumption experience (the "usage" behaviour)

« Drive repeat engagement (the cycle between consumption and next
selection)

Media organizations must excel at both influencing selection decisions and
delivering consumption experiences. Connecting these modes into a continuous
cycle that builds audience relationships and commercial value.

Route to Audience™: A New Framework for Media Excellence

The Route to Audience™ framework adapts our proven commercial
methodology to the unique dynamics of media, where "shoppers" become
viewers, listeners, or users making decisions about where to invest their
attention.

Key Distinction: Media Shoppers vs. Media Consumers

In the media context, understanding the distinction between "shoppers" and
"consumers" is critical:

o Media Shoppers are individuals or entities actively engaged in the
decision-making process about what content to access, how to access fit,
and through which platforms. They are evaluating options, comparing
alternatives, and making deliberate choices about their content
investment. Examples include:

o A subscriber choosing which streaming service to join
o A viewer browsing content libraries to decide what to watch next
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o A media buyer purchasing advertising inventory for client brands

o A parent selecting appropriate content platforms for children

o A listener deciding which podcast series to follow

« Media Consumers are those actively or passively engaging with and

consuming the selected content. While often the same individual as the
shopper, they may be different entities, and their needs and behaviours
during consumption differ from those during selection. Examples include:

o Audience members watching a selected program

o Listeners engaged with podcast content

o Readers consuming written content

o Brand audiences exposed to advertisement messaging

o Children viewing content selected by parents

This dual role creates complex journeys where individuals frequently shift
between shopping mode (evaluating, comparing, deciding) and consumption
mode (watching, listening, reading). Understanding both roles and the
transitions between them enables more effective content strategy, platform
design, and monetization approaches.

The Route to Audience™ framework enables content creators and distributors
to systematically drive:

« Relevance: Creating content that resonates with audience needs and
preferences

« Reach: Optimizing distribution to maximize discovery across platforms

« Retention: Building ongoing engagement that drives consumption
frequency

« Revenue: Converting audience relationships into sustainable commercial
value

At its core, Route to Audience™ recognizes that media success requires
excellence at three interconnected levels:

1. Audience Understanding: Deep, actionable insights about who
audiences are, what motivates them, and how they discover and consume
content

2. Content Experience: Compelling, distinctive content designed for both
creative excellence and commercial performance

3. Platform Strategy: Sophisticated approaches to content presentation,
discovery, and monetization across distribution channels

By providing a unified methodology that connects content creation, distribution
strategy, and monetization, Route to Audience™ creates a common language
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and approach for the entire media value chain, from individual creators to
global platforms.

GUIDE - PATHS™: Complementary Frameworks for the
Media Industry

Route to Audience™ consists of two integrated frameworks that mirror the
industry's structure while creating strategic alignment:

GUIDE Framework (Primary Audience: Content Producers and
Owners)

Route to Shopper”
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The GUIDE framework helps content creators systematically build audience
connections, maximize engagement, and create sustainable value:

G: Grow the Audience Base

Focus: Expanding reach through audience mapping, content localization, and
platform optimization strategies.

Key capabilities include:

« Audience universe mapping to identify untapped segments and
opportunities

o Multi-platform content distribution strategies optimized for discovery

« Content localization approaches that maintain creative integrity while
expanding relevance
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Audience acquisition models that balance reach with efficiency
First-party data development and activation to deepen audience
understanding

Shopper-consumer Application:

Identifies where potential audiences make content selection decisions
(shopping behaviour)

Maps the journey from content discovery to selection across platforms
Develops strategies that address both decision-makers (shoppers) and
ultimate viewers (consumers)

Recognizes that in B2B media contexts (like advertising), the media
buyer is the shopper while the audience is the consumer

U: Unlock Deeper Engagement

Focus: Creating compelling, immersive, and interactive formats using narrative
arcs, serial content, and fan ecosystems.

Key capabilities include:

Engagement architecture that maps emotional and behavioural
touchpoints

Content format innovation that maximizes time spent and completion
rates

Interactive storytelling models that deepen audience connection
Community building strategies that extend engagement beyond content
consumption

Creator-audience relationship development to build authentic connections

Shopper-Consumer Application:

Transitions audiences from shopping mode (selection) to immersive
consumption mode

Designs content experiences that satisfy the expectations formed during
the selection process

Creates engagement that's so compelling it influences future shopping
behaviour

Develops content formats that accommodate different consumption
contexts and preferences
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I: Increase Consumption Frequency

Focus: Driving return viewership with release strategies, content clusters, and
recommendation science.

Key capabilities include:

« Content cadence planning to maintain optimal frequency without burnout

« Cross-content journey mapping to guide audiences through expanded
catalogues

« Notification and reminder systems that prompt return engagement

« Content universe development that encourages exploration across related
titles

« Habit formation strategies that integrate content into audience routines

Shopper-Consumer Application:

« Converts one-time consumers into repeat shoppers through strategic re-
engagement

o Creates triggers that prompt audiences to return to shopping mode after
consumption

« Reduces decision fatigue by creating clear pathways to next-best content
options

« Builds habits that automate the transition from consumption back to
selection

D: Drive Sustainable Revenue

Focus: Diversifying revenue via licensing, syndication, subscription models,
and branded content monetization.

Key capabilities include:

« Content portfolio management that balances creative ambition with
financial sustainability

« Monetization model diversity to reduce revenue concentration risk

« Dynamic pricing and packaging strategies across audience segments

« Content IP extension into merchandise, experiences, and emerging
formats

« Lifetime value modelling that connects content investment to long-term
returns
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E: Enable Cross-functional Excellence

Focus: Bridging creative, commercial, and operational teams through data
integration, agile planning, and tech-driven storytelling.

Key capabilities include:

o Shared KPI frameworks that align creative and commercial objectives

« Data democratization that informs creative decision-making

« Agile content development processes that incorporate audience feedback
« Technology integration that enhances storytelling capabilities

« Organizational structure optimization to reduce silos between functions

PATHS Framework (Primary Audience: Media Platforms and
Distributors)
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The PATHS framework helps platforms and distributors create superior content
discovery, experience, and monetization environments:

P: Presentation Excellence

Focus: Enhancing discovery, navigation, and user experience through interface
design, metadata tagging, and content surfacing.

Key capabilities include:

« Intuitive content discovery interfaces that minimize friction
« Personalized home screen and recommendation experiences
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« Content presentation standards that optimize selection and engagement
« Search experience optimization across text, voice, and visual inputs
« Cross-device experience continuity to support fluid consumption patterns

Shopper-Consumer Application:

« Creates interfaces optimized for shopping behaviour (browsing,
comparing, evaluating)

« Designs presentation elements that influence selection decisions
(thumbnails, descriptions)

o Ensures seamless transition from shopping interface to consumption
experience

« Adapts presentation based on whether audience is in discovery or
viewing mode

A: Assortment Optimization

Focus: Curating content catalogues by audience preference, format mix, and
demand signals.

Key capabilities include:

« Content portfolio balance across genres, formats, and audience segments
« Gap analysis to identify underserved audience needs and preferences

« Exclusivity and original content investment frameworks

« Catalogue refresh strategies to maintain perceived freshness

« Content lifecycle management from acquisition through retirement

T: Team Engagement

Focus: Aligning editorial, tech, and marketing teams on shared KPIs and
performance narratives.

Key capabilities include:

« Cross-functional content performance metrics and dashboards

« Editorial content knowledge systems and taxonomies

« Technical operations excellence for reliable content delivery

+ Platform technology strategy and roadmap development

o Performance management and continuous improvement processes
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H: Holistic Content Integration

Focus: Seamless integration of third-party content through pipeline alignment,
monetization models, and branded ecosystem thinking.

Key capabilities include:

« Content provider segmentation and relationship management
« Joint business planning with strategic content partners

« Technical integration for efficient content onboarding

« Data and insight sharing with appropriate governance

o Value creation partnerships beyond basic content licensing

S: Audience Insight Application

Focus: Leveraging real-time behaviour data, trend analytics, and segmentation
to personalize journeys and influence commissioning.

Key capabilities include:

« Audience research program development and insight generation
« Content discovery journey mapping and optimization

« Audience data strategy and analytics for personalization

« Content personalization and recommendation optimization

« Continuous experimentation to refine audience experiences

Shopper-Consumer Application:

 Distinguishes between shopping signals (browsing, comparing) and
consumption signals (viewing, completion)

o Maps the complete journey from initial discovery through selection to
consumption

« Applies different analysis frameworks to shopping behaviour versus
consumption behaviour

« Recognizes when the same individual plays different roles
(shopper/consumer) based on context

« Develops distinct personalization approaches for discovery interfaces
Versus viewing experiences
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Hypothetical Illustrations

Example 1: Streaming Platform Launch of a Multi-genre
Franchise

In this hypothetical scenario, a streaming service could utilize the Route to
Audience™ framework to develop and launch an original franchise:

GUIDE Framework Application:

G: Could expand reach by developing culturally relevant adaptations for
different markets while maintaining the core narrative universe,
potentially attracting new audience segments through targeted platform
partnerships.

U: Might create interconnected storytelling across various formats
including long-form episodes, companion podcasts, and interactive digital
experiences to deepen engagement.

I: Could implement strategic release patterns with planned mid-season
events and conversation triggers designed to maintain weekly audience
interest throughout the season.

D: Might develop diverse potential revenue streams including premium
subscription tiers, international licensing opportunities, digital
collectibles, and experiential events.

E: Could establish cross-functional "franchise teams" uniting creative,
marketing, and technology departments around unified audience-focused
objectives.

PATHS Framework Application:

P: Might redesign platform interfaces to create immersive entry points
into the franchise universe with personalized pathways based on viewer
preferences.

A: Could optimize content balance between franchise tentpoles and
complementary genres to encourage cross-content exploration.

T: Might develop specialized teams with expertise in both content and
data science to enable responsive iteration based on audience signals.
H: Could create collaborative frameworks with merchandise and
experience partners to connect physical and digital touchpoints.

S: Might utilize viewing pattern analysis and community feedback loops
to inform creative decisions for subsequent seasons.
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Potential Outcome: The approach could create a sustainable entertainment
universe with multiple growth vectors spanning global audiences, deep
engagement, strong retention, and diverse revenue streams.

Example 2: Niche Podcast Network Development

A hypothetical specialized podcast network focusing on documentary-style
content could apply the Route to Audience™ framework:

GUIDE Framework Application:

G: Might identify underserved audience segments with specific interest
alignments to develop highly targeted content with focused appeal.

U: Could develop innovative formats combining investigative journalism
with immersive audio techniques to create distinctive listening
experiences.

I: Might create thematically linked series with consistent publishing
cadence designed to build listening habits and episode consumption.

D: Could implement a hybrid revenue approach combining premium
subscriptions, selective advertising, and live events while maintaining
editorial integrity.

E: Might align production, editorial, and marketing teams around shared
audience-centric metrics to streamline development cycles.

PATHS Framework Application:

P: Could optimize podcast metadata, descriptions, and promotional assets
for discovery across major audio platforms.

A: Might balance ongoing series with special features and timely content
to create a dynamic catalogue supporting both depth and breadth.

T: Could develop specialized capabilities in audio production, audience
research, and platform analytics to create technical excellence.

H: Might establish strategic partnerships with complementary content
networks to expand distribution while maintaining brand control.

S: Could implement systematic listener feedback loops to directly
influence content development decisions.

Potential Outcome: This approach might enable growth in audience size,
engagement depth, and diversified revenue. It helps establish category
leadership through distinctive content driven by audience understanding.
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Example 3: Legacy Media Brand Digital Evolution

A hypothetical traditional publication could employ the Route to Audience™
framework to adapt to digital media dynamics:

GUIDE Framework Application:

G: Might expand from geographic-based readership to global interest

communities to transform audience composition and scale.

o U: Could develop multimedia storytelling formats extending beyond text
to include interactive elements, video, and immersive features.

o I: Might create a dynamic content ecosystem spanning daily news,
weekly features, and premium analytical content to drive visit frequency.

o D: Could transform revenue model from advertising-dependent to
subscription-first with tiered access levels to increase audience value.

« E: Might restructure organization to reduce barriers between editorial,

design, technology, and commercial teams to enable format innovation.

PATHS Framework Application:

o P: Could redesign digital platforms with intuitive navigation between
content types and personalized discovery pathways.

« A: Might optimize content mix across news cycles, evergreen topics, and
trend analysis to balance growth with engagement.

o T: Could develop integrated content management systems allowing
journalists to publish across formats with embedded analytics.

« H: Might create strategic distribution partnerships while maintaining
direct audience relationships.

« S: Could implement content performance analysis to optimize headlines,
formats, and distribution timing.

Potential Outcome: This approach might help transform a traditional
publication into a multi-platform media business with expanded audience,
deeper engagement, and sustainable digital revenue streams.

Potential Outcomes of Route to Audience™ for Media
Organizations

Organizations that implement the Route to Audience™ framework could
potentially realize improvements across multiple dimensions:
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Audience Growth and Engagement

Improved audience acquisition efficiency through more targeted content
development

Enhanced engagement depth through optimized content experiences
Better retention rates through systematic frequency strategies

Increased cross-content discovery driving deeper catalogue utilization

Commercial Performance

Potential for higher average revenue per user through diversified
monetization approaches

Improved content ROI through audience-aligned investment strategies
Reduced audience acquisition costs through organic discovery
optimization

Enhanced lifetime value through increased consumption frequency and
stronger retention

Operational Excellence

Accelerated time-to-market for new content initiatives

Potentially lower development costs through audience-informed decision
making

Improved cross-functional collaboration effectiveness

More effective utilization of audience data and insights

Competitive Differentiation

Enhanced brand distinctiveness through consistent audience experience
Superior platform value through optimized content discovery and
engagement

Greater resilience to market disruption through diversified audience and
revenue streams

Accelerated innovation capability through integrated feedback loops

Al Enablement in Media with Route to Audience™

The Route to Audience™ framework provides an ideal foundation for
integrating artificial intelligence into media operations, creating powerful
capabilities that amplify human creativity and strategic decision-making:
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Audience Understanding and Prediction

Al-powered audience segmentation revealing emergent behaviour
patterns

Predictive analytics for content performance across formats and platforms
Real-time sentiment analysis to guide content and marketing adjustments
Automated pattern recognition identifying audience trends before they
become mainstream

Behavioural forecasting models predicting content affinity and
consumption patterns

Content Creation and Optimization

Automated metadata generation enhancing discoverability
Al-assisted content tagging for improved recommendation accuracy
Dynamic thumbnail and promotional asset generation optimized for
conversion

Script analysis tools providing feedback on pacing, engagement, and
audience alignment

Automated content summaries and clip generation for marketing and
social distribution

Experience Personalization

Dynamic interface adaptation based on individual preferences and
behaviours

Personalized content recommendations balancing familiarity with
discovery

Automated content scheduling aligned with audience availability patterns
Custom notification systems optimized for individual engagement
preferences

Adaptive pricing and packaging models reflecting willingness-to-pay
signals

Operational Intelligence

Predictive resource allocation optimizing content investment across
portfolio

Automated quality assurance for technical content delivery

Intelligent content workflow management for efficient production
Dynamic partner performance monitoring for distribution optimization
Continuous improvement systems autonomously identifying
enhancement opportunities
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The integration of Al capabilities within the Route to Audience™ framework
creates a powerful system that combines human creativity with computational
intelligence. This enables media organizations to operate with unprecedented
insight, agility, and efficiency.

Role of the Commercial Excellence Academy

The Commercial Excellence Academy serves as a strategic partner for media
organizations implementing Route to Audience™, providing specialized
expertise and capability-building support:

Strategic Capabilities

Develops cutting-edge frameworks connecting audience understanding to
commercial success

Translates complex media trends into actionable capability requirements
Provides cross-industry perspective on emerging best practices and
innovations

Designs customized capability architecture aligned with organizational
strategy

Implementation Support

Assesses current capabilities against Route to Audience™ framework to
identify gaps

Designs phased implementation roadmaps with clear outcomes and
milestones

Facilitates cross-functional alignment workshops to build organization-
wide commitment

Provides specialized expertise to accelerate capability development in
priority areas

Knowledge Transfer

Builds internal expertise through customized training and certification
programs

Creates organization-specific playbooks and methodologies for
sustainable application

Transfers best practices and tools to enable self-sufficiency
Establishes measurement frameworks to track capability development
and impact

By partnering with the Commercial Excellence Academy, media organizations
gain access to specialized expertise that accelerates transformation, mitigates
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risk, and builds sustainable capabilities that drive long-term competitive
advantage.

Summary: The Shopper-Consumer Paradigm Shift in
Media

The Route to Audience™ framework represents a paradigm shift in how media
organizations conceptualize their relationship with audiences by introducing the
powerful shopper-consumer distinction:

Traditional Media Approach:

o Treats audience members as uniform "viewers," "listeners," or "readers"
o Designs for consumption without optimizing for selection

o Separates "marketing" from "content experience"

« Creates disconnects between acquisition and retention strategies

Route to Audience™ Approach:

Recognizes the dual modes of media engagement:
o Shopping mode (discovery, evaluation, selection)
o Consumption mode (viewing, listening, reading)
Addresses the complete audience journey:
o Content discovery and evaluation (shopping behaviour)
o Content consumption and engagement (consumer behaviour)
o Transition back to new content discovery (repeat shopping)
Acknowledges different decision-makers:
o In B2C: Sometimes the same person shops and consumes (adult
viewer)
o In B2C: Sometimes different people shop vs. consume
(parent/child)
o In B2B: Always different entities (media buyer vs. audience)
Designs specialized capabilities for each mode:
o Shopping-focused capabilities (discovery, comparison, decision)
o Consumption-focused capabilities (engagement, experience,
completion)
o Transition capabilities (recommendations, related content, habit
formation)

This dual-mode understanding provides media organizations with a more
sophisticated, effective approach to audience development, content strategy, and
platform design. It creates competitive advantage through advanced audience-
centricity.
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Call to Action: Transform Audience Connection into
Commercial Success

Today's media landscape demands a new approach, one that systematically
transforms audience understanding into compelling content experiences and
sustainable commercial value. The Route to Audience™ framework, with its
sophisticated understanding of the shopper-consumer relationship, provides
media leaders with a comprehensive blueprint for building the capabilities that
drive success in this complex ecosystem.

We invite content and platform leaders to:

« Embed Route to Audience™ as your commercial growth blueprint
from audience insight through content execution

« Utilize the GUIDE-PATHS™ methodology as a common language
connecting content creators and distributors

o Implement the shopper-consumer distinction to create more effective
strategies for both selection and consumption

o Future-proof your media investments through intentional design,
format innovation, and data-informed decision-making

The most successful media organizations of the next decade will be those that
master the connection between audience, content, and commerce, recognizing
when audiences are in shopping mode versus consumption mode. Route to
Audience™ provides the strategic framework to build these essential
capabilities. It transforms how you understand, engage, and create value for
audiences in an increasingly complex media landscape.

To learn how the Route to Audience™ framework can transform your
organization's capabilities and performance, contact the Commercial
Excellence Academy.
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Contact

To begin a strategic dialogue on implementing the Route to Shopper®
Framework in your organization, please contact:

Strategic Partnerships Team
Commercial Excellence Academy

www.commercialexcellence.academy

info@commercialexcellence.academy

Route to Shopper® is a registered trademark of The Asbiverse Group
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