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DIFFERENTIATON 

ÅFrom high impact events, to an award winning 
porfolio of influential tech sites, to premium 
formats, AOL helps you tell your brand story, 
stand out from the crowd, and drive sales 

AOL IS THE 
ONE-STOP-
SHOP FOR 
TELCO 
PARTNERS 

DIVERSIFICATION 

ÅAOL is a valuable partner for you as you look to 
build new revenue streams, attract new 
customers & upsell existing customers  
 

PRODUCT LAUNCHES 

ÅWith flexibility & years of expertise, AOL knows 
the right combination of properties, products & 
technology to successfully launch tech products 
 

REGIONAL PARTNERSHIP 

ÅOnly AOL can offer high-impact, regional 
sponsorships that elevate the brands of regional 
carriers, MSOs & wireline providers   
 

AOL offers solutions up and down 
the funnel, as well as a breadth of 
sites and audiences that are 
relevant across your portfolio of 
businesses. 



PUBLISHING STRATEGY 

EVERY PAGE  
& EVERY SCREEN 



CONSUMER PATH TO PURCHASE 
Now that carriers share the flagship devices, consumers look to the service 
provider as the keystone in their purchase process 
 

The relationship between carriers and handset OEMs has become strained:  
carriers feel theyôre being out-spent and out-marketed by their suppliers 
 

While consumers want a new phone for 3+ months, once they start 
shopping, 50% take more than one month and 50% take less than one 
month to make their purchase. 

Source: Crossroads: Smartphone Path to Purchase, AOL, September 2013 Sample Size N=746 

CARRIER 

RETAILER 

BRAND 

OPERATING 

FEATURES 

FEATURES 

PRICE 


